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“ THE NATIONAL NEWSPAPER OF MARKETING 


‘Confusing,’ Says Network... 


It's Justice vs. FCC 
in NBC Trust Action 


TV Nets Chafe 
Under Product 
Protection Web 


Broadcasters, Clients 
Must ‘Give a Little,’ 
Says McCann’‘s Clyne 


By Maurine Christopher 

New York, Dec. 7—If there is 
free time going begging on the tv 
networks, that doesn’t necessarily 
mean that nobody is in a buying 
mood. 

It may mean that an interested 
sponsor can’t be fitted in because 
of the octopus-like product pro- 
tection web that surrounds big 
chunks of valuable tv time. 

In the past, all three networks 
usually have assured advertisers 
that they will be separated from 
competing products by 15 min- 
utes; for practical purposes, at 
night, when most shows are at 
least 30 minutes long, this protec- 
tive arm extends a half hour be- 
fore and after the program. 

A number of factors have com- 
bined to make this policy, which 
was carried over from radio, in- 
creasingly restrictive in television. 


® The first and perhaps the most 
significant has been the trend to- 
ward company expansion through 
mergers and through new product 
development. Procter & Gamble 
now sells everything from cos- 
metics to cake mixes. Gillette’s 
(Continued on Page 96) 


salesmen. 


AA’s Eye and Ear Man. 


The Broadcasting Industry 


Starting on Page 53, Advertising Age presents its annual sur- 
vey of the broadcasting industry. In this section, AA reviews the 
events and changes that have taken place in radio and television 
—network, spot and local—during the past year. 

A new feature this year is a report of a taped session con- 
ducted by AA editors who interviewed a handful of broad- 
casting pros at a luncheon meeting in New York. Mark Goodson, 
Fielder Cook, Ben Grauer, Joanne Jordan and Rex Marshall 
spoke out frankly on the subjects of integrated commercials, 
live or filmed commercials, the effect of program mood on com- 
mercials and whether men or women make the best broadcast 


Alse in this section are studies of broadcasting phases of 
special importance to advertisers. A look at the Washington 
scene and at the burgeoning international market form impor- 
tant parts of this review. In addition, there are a number of 
charts and tables and the ten top tv commercials selected by 


Auto Makers Ponder GM Scrapping of 
Co-op Ads: Brownell Welcomes Move 


Detroit, Dec. 6—An air of at- 
tentive watchfulness prevailed in 
the auto industry this week in the 
wake of General Motors’ scrapping 
of its 30-year-old co-op advertising 
arrangement with its dealers. 

For GM the move apparently has 
averted an impending legal test 
with the Justice Department over 
the legality of the practice, but it 
isn’t clear to the rest of the indus- 
try whether they should—or are 
expected to—follow suit. 

The nation’s biggest auto maker 
announced Nov. 30 it was junking 
the co-op ad fund to which both 
dealer and factory have contrib- 
uted on a per-car basis. The ratio 


‘The Man from All Over’... 


Mayers, Brisacher 
Become C&éW Units 


Consolidation Pushes 
Combine’s Staff to 500, 
Billing to $50,000,000 


New York, Dec. 5—Cunningham 
& Walsh will announce next week 
its consolidation of three agencies 
—Brisacher, Wheeler & Staff, San 
Francisco; the Mayers Co., Los An- 
geles, and Cunningham & Walsh, 
Chicago (formerly Ivan Hill Inc.). 

The formation of the new na- 
tional agency takes effect Jan. 1 
and represents a new concept in 
agency expansion. The new Cun- 
ningham & Walsh agency will be 
operated by a national manage- 


eal 
* 


F. C. Wheeler Henry Mayers 


ment committee, on which two 
members will be placed by each of 
the divisions. In addition, Franklin 
C. Wheeler, Robert Brisacher, 
Henry Mayers, and Ivan Hill will 


become directors of Cunningham & 
Walsh. 

Mr. Wheeler will be president of 
the Brisacher, Wheeler division of 
C&W, Henry Mayers of the Mayers 
division, and Ivan Hill will be exec 
vp of the C&W Chicago office. 

C&W realizes a growth of about 
$8,500,000 in billing through the 
consolidation. Brisacher, Wheeler 
& Staff bills about $5,000,000, and 
Mayers about $3,500,000—including 
the mammoth Sears, Roebuck & 
Co. account. 


s The Cunningham & Walsh ex- 
pansion has been in the works for 
some time. It started back in Octo- 
ber, 1954, when C&W bought con- 
trolling interest (51%) in Ivan Hill 
Inc., Chicago, which then started 
doing business under the C&W 
mame (AA, Oct. 4, °54). 

The next indication of the agen- 


}|cy’s expansion plans came in July 


of this year, when it was reported 
that Cunningham & Walsh and the 
Mayers Co. were conducting mer- 
ger talks (AA, July 23). At that 
time C&W in Chicago was cooper- 
ating with Mayers in handling 
a national magazine advertising 
drive for Sears, Roebuck, a May- 
ers client. 

The quadrangle seemed complete 


(Continued on Page 120) 


of contribution varies from car to 
car, but an example was the ar- 
rangement on the Chevrolet— 
$20 from the dealer and $6 from the 
factory to advertise the car. GM 
handled expenditures from the 
fund. 


= The aggregate of contributions 
from GM’s 18,500 car and truck 
dealers has been amounting to 
about $90,000,000 a year, while 
GM’s contribution, together with 
its other advertising expenditures, 
has been coming to about $70,000,- 
000. 
Under the new arrangement, ef- 
fective Dec. 1, dealer contributions 
are eliminated, with any unspent 
portions of their contributions re- 
turned to them. GM now will pay 
the entire cost of advertising, and 
plans to spend on each car about 
the same amount as the aggregate 
expenditure it has been making 
from the dealer-factory fund. 


s GM will factor this additional 
ad expense into its factory costs 
and these, in turn, are reflected in 
new list prices which have just 
been announced. The suggested 
list price for a Chevrolet has gone 
up $26, Pontiac is up $30, Buick 
is up between $30 and $50 and Cad- 
(Continued on Page 120) 
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Compton Gets 
P&G's Hines 
Cake Mixes 


Gardner Keeps Rest of 
Line; Move Is Called 
‘Consistent’ by P&G 


CINCINNATI, Dec. 4—Procter & 
Gamble today appointed Compton 
Advertising, New York, to handle 
advertising for its newly acquired 
Duncan Hines cake mixes. 

Compton is a member of the 
P&G family of agencies. 

P&G left with Gardner Advertis- 
ing, St. Louis, advertising for Dun- 
can Hines muffins, brownies, pan- 
cakes, hot rolls and other special 
baking mixes. 

R. B. Shetterly, advertising man- 
ager of P&G’s food products divi- 
sion, said: “This move is consistent 
with the company’s practice of ob- 
taining the help of more than one 
agency on any given line of prod- 
ucts, whether in the soap and 
detergent, toilet goods, or food 
fields.” 

The effect of the move is to 
transfer to Compton that segment 
of the Duncan Hines business 
which involves the most advertis- 
ing. Prior to the recent Procter & 
Gamble purchase (AA, Aug. 20), 
Nebraska Consolidated Mills, of 
Omaha, marketed the Duncan 
Hines mixes under license from 
Hines-Park Foods, Ithaca, N.Y. 
Nebraska, at one point, was billing 
at the rate of $3,000,000 annually, 
with the bulk of these expenditures 
going for promotion of the cake 
mixes. 


@ The cake mix account is likely 
to grow even further, as it is as- 
sumed in most quarters that P&G 


(Continued on Page 120) 


Last Minute News Flashes 


Donahue & Coe Gets Lady Esther from D-F-S 

New York, Dec. 7—Chemway Corp. has shifted the advertising of 
Lady Esther face creams and powder from Dancer-Fitzgerald-Sample 
to Donahue & Coe, effective after the first of the year. The account is 


estimated to bill around $800,000. 


C. ]. La Roche Gets All of U.S. Tobacco 


New York, Dec. 7—U.S. Tobacco Co. has appointed C. J. La Roche 
Co. to handle advertising for all of its products. La Roche has been 
handling the company’s line of scotch snuffs; it succeeds Kudner 
Agency on Copenhagen snuff, Model and Old Briar smoking tobaccos 


and Sano and Encore cigarets. 


Justice Department to Confer with ‘Chicago Tribune’ 

Wasuincton, Dec. 7—The anti-trust division of the Justice Depart- 
ment has asked Chicago Tribune officials to meet with the division 
here Dec, 13 to discuss the Tribune’s recent acquisition of the Chicago 


American, 


Compton Advertising Gets Sterling Brewers 
New York, Dec. 7—Sterling Brewers, Evansville, Ind., has appointed 


Compton Advertising to handle its 
Chicago, is the previous agency. 


account. Smith, Benson & McClure, 


(Additional News Flashes on Page 121) 


Trust-Busters’ Attack on 
Westinghouse Swap Puts 
Heat on the Commission 


WASHINGTON, Dec. 5—There are 
big stakes in the Justice Depart- 
ment’s anti-trust attack on RCA- 
NBC, and the game is still young. 

The civil anti-trust complaint 
filed in Philadelphia yesterday 
tests RCA-NBC’s rights in pushing 
for tv properties in top markets. 

In its first anti-trust attack on a 
tv network, the Department of 
Justice also seeks to establish 
jurisdiction over the affairs of an 
industry which has heretofore been 
primarily the responsibility of the 
Federal Communications Commis- 
sion. From investigations already 
under way, this is the stepping 
stone to other broader cases. 

In its complaint, the Justice De- 
partment pictures RCA-NBC as 
engaged in a conspiracy to obtain 
vhf tv stations in five of the eight 
top U. S. markets. As a step in 
this process, the complaint said, 
NBC’s power to grant or withhold 
network affiliations was used to 
force Westinghouse Broadcasting 
Corp. to exchange its stations in 
Philadelphia, the nation’s fourth 
largest market, for NBC’s stations 
in Cleveland, the nation’s 10th 
largest market. NBC also gave 
Westinghouse $3,000,000 in cash. 


® The complaint says NBC threat- 
ened to cancel affiliations with 
Westinghouse stations in Boston 
and Philadelphia, and warned that 
it would not affiliate with KDKA- 
(Continued on Page 117) 


Seymour Again 
Is C-C Ad Director 
in Exec Shuffle 


Spink, Reiss, Birnie Are 
Out as Paul Smith Meets 
Organizational Problem 


New York, Dec. 5—Last Decem- 
ber, Shep Spink and Jack Reiss got 
promotions at Crowell-Collier. Mr. - 
Spink, then vp for Collier’s adver- 
tising, was upped to ad director of 
all C-C magazines. Mr. Reiss, a vp, 
was boosted from ad manager to 
ad director of Collier’s. 

Yesterday—12 months later— 
both Mr. Spink and Mr. Reiss, 
along with William A. H. Birnie, 
onetime publisher of Woman’s 
Home Companion, resigned. Mr. 
Spink has been at home since Nov. 
13, when he underwent an opera- 
tion for removal of a kidney stone. 

Mr. Spink told AA by telephone 
today that he did not resign. “Paul 
Smith called me Monday and asked 
me to step aside,” he said. Mr. 
Spink, who four years ago this 
week told AA he was “fired” from 
his post as vp and advertising di- 

(Continued on Page 117) 
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‘| Got Tired of Teaching th 


e Drug Business’... 


Lucky Tiger President 
Is Own Account Exec 


Smali Company Can Move 
Fast in Markets, Says 
Air-Minded Steve Harris 


By Lawrence Bernard 

Kansas City, Mo., Dec. 4—How 
do you sell your products success- 
fully when most of your competi- 
tors—which sell essentially the 
same products—are bigger, richer 
and, inevitably, better known? 

Stephen W. Harris, president of 
Lucky Tiger Mfg. Co., has his 
answer. For him the formula is: 


e Capitalize on your supposed 
liabilities by moving fast, main- 


‘Playhouse 90’ 
Wins Three ‘56 
Sylvania Awards 


NEw York, Dec. 6—“Requiem 
for a Heavyweight,” an original tv 
drama on “Playhouse 90” (CBS) 
sponsored by Ronson, Singer and 
Bristol-Myers, captured three of 
the Sylvania tv awards this year. 

NBC walked off with 12 of the 
awards, one of them to the net- 
work’s president, Robert W. Sar- 
noff, the only non-Thespian indi- 
vidual to win an award. 

CBS took eight awards, while 
ABC won two. 

All three networks were lauded 
for “the aggréssiveness, enterprise 
and sheer technical ingenuity lav- 
ished on the political conven- 
tions.” ABC received a special 
award for its coverage, while CBS 
and NBC got citations for their 
convention work. 

On the other hand, all three were 
reprimanded by the judges for the 
“inadequate attention given to an- 
other crucial event—the United 
Nations deliberations about the 
crises in Egypt and Hungary.” The 
judges suggested that essential 
public service coverage might be 
assured in the future by enlisting 
“public spirited companies to stand 
by to sponsor automatically and 
instantly” coverage of crucial 
events if the sponsors of the pre- 
empted programs are not willing 
to sponsor such emergency broad- 
casts. 


= WPIX, New York, an independ- 
ent station, received an outstanding 
local public service award for its 
coverage of the UN debate on the 
Middle East. Portions of these tele- 
(Continued on Page 119) 


[| Birmingham, Mich., to MacManus, | 


E. ARMSTRONG DAMON has been 
named advertising manager of the 
Edison Storage Battery division of 


Thomas A. Edison Inc., West 


Orange, N. J. Formerly sales pro- 
motion manager of Edison, he suc- 
ceeds E. 


P. Cramer, who has 


retired. 


©) | From Stockwell & Marcuse 


states. 


taining intimate contacts with your 
sales force and accounts. Literally 
cover the country in person. And 
take advantage of “local situa- 
tions.” 


e Keep the closest possible tabs 
and get the fullest exploitation 
possible out of your advertising by 
being your own agency account ex- 
ecutive. 

“Being small,” the hair products 
manufacturer explains, “we have 
the advantage of being able to get 
into a situation fast if it’s good and 
out fast if it’s bad.” 

For example, recently Lucky Ti- 
ger was all set to buy a $200 tele- 
vision spot schedule in Houston 
when Steve Harris learned of a 
show, produced locally by an 
agency. The agency’s program had 
just about the same rating as was 
anticipated for the spot schedule, 
and it had an immediate opening 
for a participation sponsorship, at 
$68.50. President Harris had a 
quick conference with Account Ex- 


(Continued on Page 115) 


Settlement of 
$59,505,000 Hearst 
Estate Is Near 


Los ANGELES, Dec. 4—The estate 
of William Randolph Hearst— 
which has grown from $56,705,048 
to $59,505,638 by accumulation of 
income since his death Aug. 14, 
1951—is on the verge of being set- 
tled, the bulk of the money going 
to the philanthropic Hearst. Foun- 
dation. 

Superior court here will hear the 
executors’ final distribution of the 
estate on Dec. 20. Nearly $44,000,- 
000 is to be left to the Hearst 
Foundation, most of this being in 
the form of 66,000 shares of com-| 
mon stock in the Hearst Corp., 
holding company of the extensive 
Hearst enterprises. 


HAVE A JAVA—Monique Van Vooren helps Vendo Co. demonstrate 

its “$1,000,000 cup of coffee” at the NAMA show. With the singer in 

front of the machine and $1,000,000 in $1 bills is John T. Pierson, 
president of Vendo and of NAMA. 


Ilford Campaign Is Aimed at Establishing 
Its Film Among U.S. Users of Photography 


New York, Dec. 4—When Ilford 
Inc. was established in a New York 
hotel room last June as the Amer- 
ican subsidiary of Ilford Ltd., of 
London, it had a staff of two and 
a bloody big job to do. 

While the Ilford line of photo- 
graphic and x-ray films, plates, 
papers and chemicals is well 
known in more than 100 countries 
throughout the world, American 
recognition was comparatively lim- 
ited. Prior to the establishment of 
Ilford Inc., Ilford products had 
been imported on a small scale by 
two U.S. distributors. 

The job, therefore, was to devel- 
op name and brand identity as well 


“FOR FACES AND PLACES" 


The will also sets up a trust fund 
of $2,450,000 for Mr. Hearst’s five} 
sons, George, William R. Jr., John, | 
David and Randolph. The fund will | 
be comprised mainly of 30,000 
shares of $80 par class A preferred | 
voting stock in the Hearst Corp. 

To his wife Millicent, Mr. Hearst 
left a trust fund of 60,000 shares of 
class C $80 preferred voting stock 
in the Hearst Corp. 


® Final settlement of the estate 
will show its total value as $59,- 
505,638. Since most of the money 
is being left to a charitable organ- 
ization, federal inheritance taxes 
will total only $3,110,763 and the 
California inheritance taxes only 
$618,930. 

The final accounting calls for 
payment to the executors of $598,- 
936 in statutory fees and $150,000 
in extraordinary fees. Fling & Mac- 
Kay, Los Angeles estate lawyers, 
handled the estate. 


MacManus Got Steel Door 


In a story announcing the shift) 
of the account of Steel Door Corp., 
John & Adams (AA, Dec. 3) the) 
previous agency was incorrectly 
given as Howell & Young, Bir- 
mingham. 

Actually, the account had been 
handled by Stockwell & Marcuse. 


Keller Names Spitzer 

Keller Publishing Co, New 
York, has appointed Albert Spitz- 
er & Associates, Los Angeles, as 
its representative in the western 


MPS Fitm 


LFORD 


J 


Boh of bette, -omers stores everyehere 


ILFORD INC. 37 West 65th Street. New York 23. ¥ 


BRITISH IMPORT—Along with its prod- 
ucts, Ilford Inc., American subsid- 
iary of Ilford Ltd. of London, has 
imported its slogan, “For faces and 
places.” Fuller & Smith & Ross, 
New York, is the agency. 


as to build a distribution system 
for servicing the market areas Il- 
ford proposed to enter—medical 
and industrial x-ray, graphic arts, 
commercial and industrial photog- 
raphy and the advanced amateur 
field. 

Also, because of Bank of Eng- 
land restrictions on foreign expen- 
ditures, it had to achieve both ob- 
jectives on an initial advertising 
budget that by U.S. standards was 
extremely limited. To cope with ali 
this, a tri-cornered campaign was 
readied by Fuller & Smith & Ross, 
aiming at the medical x-ray, 


commercial-industrial and amateur 
film fields. 


® To establish itself in the medical 
x-ray field, Iiford is running full 
pages in American Journal of 
Roentgenology, GP, Modern Hos- 
pital, Radiology and X-Ray Tech- 
nician, The campaign features pen 
and ink sketches by David Stone 
Martin, illustrating the drama in- 
herent in a doctor’s study of an x- 
ray. One ad, for example, is cap- 
tioned: “Diagnosis. . . A long, lone- 
ly moment. . . A critical decision. 
In the endless decisions of diagno- 
sis, you must rely heavily on radio- 
graphs in which you can place full 
confidence.” . 

The ad then discusses the various 
important factors—speed, grada- 
tion, fineness of grain and greater 
reproducibility—that are found “in 
the remarkable Ilford x-ray films, 
crafted in the finest British tradi- 
tion, available now in the U.S.A.” 

In commercial-industrial trade 
|papers, b&w page ads feature 
“hard-to-get” photographs made 
under difficult light conditions 
| with Ilford film. Other ads are il- 
|lustrated by negatives, with a de- 
tail of the negative, to point up the 
sharp contrast possible with Ilford 
G.71 Formalith plate. 


s The media list includes Gravure, 
| Graphic Arts Monthly, Lithograph- 
|er’s Journal, Modern Lithography 
and National Lithographer. 

In the photo fan publications, Il- 


.|ford is emphasizing its roll films, 


including HPS film which it claims 
is the fastest b&w film available. 
The Ilford slogan, “Ilford film for 
faces and places”—long familiar to 
Londoners—also has been incor- 
porated into the amateur film cam- 
paign. 

From its hotel room office, Iiford 
moved to a cubicle on Fifth Ave., 
then to offices and warehouse at 37 
W. 65th, where it now is situated. 
The original staff of two has grown 
to 24, all in jolly good spirits. 


Whitney Names C. H. Smith 

Charles H. Smith, who resigned 
recently as director of research of 
WCCO-TV, Minneapolis-St. Paul, 
to establish his own research con- 
sultant service, has been named 
special research consultant for the 
J. H. Whitney & Co. broadcasting 
stations. The Whitney stations in- 
clude KOTV, Tuisa; KGUL-TV, 
Galveston-Houston; WISH-TV 
and WISH-AM, Indianapolis; 
WIN-T (tv) and WANE, Fort 
Wayne. 


Kahn Named WITI-TV Head 

Sol J. Kahn, Milwaukee attor- 
ney, has been elected president of 
Independent Television Inc., own- 
er and operator of WITI-TV, Mil- 
waukee. 
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25¢ Medical Test... 


Vending Industry 
Nears $2 Billion 


Level: Pierson 


Coffee Machine Uses 
New Principle; Grocery 
Machine Vies with Clerks 


Cuicaco, bec. 5—Vending ma- 
chine sales in 1956 have scored an 
estimated $200,000,000 gain over 
1955 to boost the year’s total sales 
figure to about $1.9 billion, accord- 
ing to John T. Pierson, president of 
the National Automatic Merchan- 
dising Assn. 

Predicting even sharper gains 
uhead, Mr. Pierson forecast another 
$200,000,000 gain for 1957 and said 
that an annual sales figure of $2.9 
billion is likely by 1960. 

Mr. Pierson, president of Vendo 
Co., Kansas City, Mo., and presi- 
dent of the NAMA, made these 
predictions in the course of a press 
conference at the association’s 21st 
annual meeting here this week. 

Figures released at the meeting 
show that the 1956 sales were 
achieved by a total of 3,217,000 
vending machines of all types now 
serving the public. Commodities 
served by the machines include 
candy, gum, nuts, cigarets, cigars, 
coffee and hot beverages, cookies, 
crackers, fruit juices, hot food 
servings, ice, ice cream, milk, post- 
age stamps, sandwiches, soups, 
pastries and soft drinks. 

By 1960, Mr. Pierson said, the 
number of machines on location 
will probably reach about 3,800,- 
000, an increase of about 16% over 
1956. 


s Evident in the show’s commer- 
cial exhibit, meanwhile, is a grow- 
ing interest in machines that vend 
freshly brewed coffee. These are 
largely in answer to objections to 
the taste of the two other kinds of 
coffee usually vended— instant mix 
coffee and pre-brewed coffee that 
has to be supplied to the machine 
periodically. 

One version, the “jet-brew” ma- 

(Continued on Page 119) 


Court Denies Cott 
Conspiracy Counts 
Against Canada Dry 


New York, Dec. 5—Three 
charges of conspiracy filed last 
summer (AA, July 9) by Cott Bev- 
erage Corp. in a $6,000,000 treble 
damage anti-trust suit against 
Canada Dry Ginger Ale Inc. were 
dismissed here in the U.S. district 
court by Judge John F. X. Mc- 
Gohey. 

The court also granted Canada 
Dry’s motion to dismiss a fourth 
charge, in which Cott claimed that 
Canada Dry had forfeited its right 
to the trademark “Canada Dry.” 

In his decision, Judge McGohey 
declared that the Cott argument 
was “lacking in appeal” and that 
the plaintiff had cited no authority 
to support its contentions. On the 
remaining charges of discrimina- 
tory practices, the court directed 
Cott to make them more definite. 

The Cott suit charged Canada 
Dry with maintaining prices on its 
ginger ale and club soda at rela- 
tively high levels while cutting 
prices on more-costly-to-make 
fruit and flavored beverages in a 
procedure calculated to drive Cott 
out of business. It also charged 
Canada Dry gave special discounts 
where Cott had strong market con- 
nections but did not do so in other 
markets. 

A spokesman for Cott said that a 
new action probably will be filed 
later. t 
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Join Canada In 
Newsprint Price 


Fix Battle: Potter 


WASHINGTON, Dec. 4—Expressing 


fear that another round of news- | 


print prices may be in the offing, 
Sen. Charles Potter (R., Mich.) 
today proposed that the U.S. and 


Canada cooperate in a joint effort | 
to guard against price fixing in the | 


newsprint industry. 
In a letter to Chairman John W. 
Gwynne of the Federal Trade 


Commission, the senator said he) 


would be willing to introduce leg- 
islation in the next Congress to 
clear the way for a cooperative 
effort by the two countries to pro- 
ceed against mills that join in price 
fixing and restraint of trade. 

He said he was prompted by 
widespread concern among Michi- 
gan business men, including pub- 
lishers. Since 75% to 80% of the 
newsprint comes from Canada, he 
acknowledged that it has been dif- 
ficult to counteract concerted ef- 
forts to increase prices on a uni- 
form basis in the past. 


® He predicted FTC would find 
that Canada’s Restrictive Trade 
Practices Commission also has 
been studying skyrocketing news- 
print prices because of the hard- 
ship they impose on Canadian pub- 
lishers. 

While he said he agrees that 
everyone appreciates that the 
newsprint industry is entitled to 


fair profits, he cited instances of | 


recent earnings as much as 50% 
in 1955 over 1954. 


Lamb Meat, Wool 
Promotion Continues 
at Same Level in ‘57 


WASHINGTON, Dec. 4—The De- 
partment of Agriculture announced 
today that wool and lamb producer 
payments into an industry-wide 
promotion fund will continue in 
1957 at the same levels that pre- 
vailed in 1956. 

With contributions based on 1¢ 
per lb. from shorn wool payments 
and 5¢ per lb. for unshorn lamb 
payments, the fund for advertising, 
promotion and related market de- 
velopment amounted to approxi- 
mately $3,000,000 in 1956, the de- 
partment said. 

Worked out jointly by the pro- 
ducers and the government, the 
wool and lamb promotion pro- 
gram is carried out by the Ameri- 
can Sheep Producers Council, Den- 
ver. The contributions are deduct- 
ed from the incentive payments 
which producers receive from the 
government. Botsford, Constan- 
tine & Gardner, San Francisco, 
has handled the meat end of the 
drive; agency for the wool promo- 
tion has been J. Walter Thompson 
Co. 


FLYING MACHINE—Mr. Magoo takes 
to the air to promote Rheingold 
beer. The contraption soars above 
a display of Rheingold six packs. 
Mr. Magoo and vehicle were pro- 
duced by Schmidt Lithograph Co., 
San Francisco, for the brewer. 


| 
} 
| 


Sarnoff to Sarnoff... 


Network Grew from 25 
Radio Stations in ‘26 
_ to 188 Radio, 207 TV 


| New Yor, Dec. 6—On Nov. 15, 
| 1926, the country’s first radio net- 
| work—the National Broadcasting 
| Co.—officially opened with a four- 
|and-one-half hour spectacular fea- 
|turing a variety of entertainment 
'ranging from symphonic music to 
| Will Rogers’ philosophy to Weber 
|& Fields’ gags. 
| This historic show was carried 
| by 25 stations, from Portland, Me. 
'to Washington and westward to 
Kansas City. In several cities two 
stations carried the program. 

Since this opening show was not 
sponsored, credit for being the first 
advertiser to use network radio 
|goes to Metropolitan Life Insur- 
ance Co., which began presenting 
an hour of health exercises on four 
East Coast stations the morning 
after NBC got its official start. This 
6:45 a.m. wakeup show had been 
for some time a feature of WEAF 
(now WRCA), New York, with the 
program originating from Metro- 
politan’s tower. 

Nobody at NBC is able to put 
his hands on the copy for that first 
commercial 30 years ago nor to 


FLAPPER—Dinah Shore kicks along NBC’s 30th anniversary celebra- 
tion by posing as a pin-up girl of the ’20s. 


In 30 Years, NBC's Sell Got Harder, 
Purse Fatter, Shows More Color-Full 


remember who voiced it. However, 
the network’s researchers did lo- 
cate the script for the second com- 
mercial, aimed at the network ra- 
dio audience later that same day. 


® This is what that pioneer spon- 
sor, Dennison Mfg. Co., said pre- 
paratory to presenting Dorothy 
Wright—apparently already a fea- 
ture on WEAF—in a talk on “Den- 
nison Craft”: 

“Next on our program comes our 
Tuesday afternoon lesson in Den- 
nison Craft given by Miss Dorothy 
Wright, well known instructor and 
demonstrator. This is the sixth in 
the series of ten lessons which are 

(Continued on Page 122) 


King Heads C-C PR 

Walter R. King, a member of 
the staff of the president of Cro- 
well-Collier Publishing Co., New 
York, since last February, has 
been named director of public re- 
lations for the company. Ernie 
Beyl, director of publicity since 
February, now becomes assistant 
director of public relations. 


Skinner Joins ‘This Week’ 
Dwight I. Skinner, formerly 
with Metropolitan Sunday News- 
papers, has joined the New York 
sales staff of This Week Magazine. 


Beaumont & Hohman Is Undaunted at 
Loss of Business in Greyhound Shift 


Some Branch Offices 


Close as Agency Eyes 
New Business Prospects 


Curcaco, Dec. 5—Beaumont & 
Hohman, though hurt by the loss 
of the Greyhound Corp. account 
last week (AA, Dec. 3), rolled with 
the punch like a veteran fighter 
and is planning to come out strong 
for the next round, 

Henry A. Hohman, agency pres- 
ident, assured ADVERTISING AGE 
that the agency definitely will stay 
in business. “The loss of Grey- 
hound will allow the cream of our 
organization to concentrate on our 


Labor Press Group 
Proposes Steps to 
Cut Ad Racketeering 


WaAsHINGTON, Dec. 3—The Inter- 
national Labor Press Assn. agreed 
today to circulate a list of its mem- 
bers to advertising agencies and 
businesses, in an effort “to identify 
legitimate papers.” 

The association, sponsored by the 
CIO-AFL, represents 252 labor pa- 
pers, with combined circulation of 
almost 20,000,000. 

Gordon H. Cole, president of 
ILPA, estimated that “racket” pa- 
pers in the labor field “milk” an 
estimated $10,000,000 a year from 
business men. He said there are at 
least seven such papers in the 
New York area alone and that 
there is information that one bus- 
iness man was “taken” for $25,000. 
He said “racket” papers in Cali- 
fornia collected at least $1,000,000. 

The delegates approved a group 
of anti-racket measures which in- 
clude: 


e Prohibit blind ads. Under ILPA 
rules, every ad must contain the 
name and address of the advertis- 
er. This is designed to eliminate the 
“compliments of a friend” type of 
ad. 


e Forbid papers to solicit ads out- 
side their own circulation areas. 


e Require all members of labor 
paper chains to join ILPA and 
comply with its rules. Mr. Cole 
said ILPA rejected 15 applications 
last year and held up 10 others 
for further investigation. 


Broadcasting—both tv and radio— 
comes in for AA’s annual scru- 
tiny in this issue. AA’s L. S. 
Botts examines radio and finds 
that 1956 was a good year for 
this medium. Radio this year 
not only managed to find its 
niche in advertising, but logged 
up good sales and looked bright- 
er than it has since tv came on 
the scene. Maurine Christopher 
thinks 1956 may be remembered 
as the first year in which tv 
didn’t come up with “a single 
hit to fire the public imagina- 
tion.” Sponsors, conscious of 
public reaction, may be restive 
with tv’s failure, she finds. 
Stanley Cohen, Washington ed- 
itor, sees 57 as another year of 
congressional probes for tv, may- 
be court action... Page 53 et seq. 

Lucky Tiger is a small business, 
but takes advantage of the fact 
that it can communicate more 
quickly. The philosopher behind 
the business is its president, 
Steve Harris, who travels 200,- 
000 miles a year in his own 


plane, keeping in touch with 
Lucky Tiger’s 11 salesmen and 
with its drug and grocer out- 
lets. Mr. Harris got tired of 
spending a year and a half 
teaching account executives the 
drug business, so now he is his 
own account executive, with his 
own desk in the offices of his 
agency, Potts-Woodbury Page 2 
Everybody from the boss’ wife to 
somebody’s mother-in-law have 
become experts overnight on 
play writing, stage direction, 
choreography, etc., simply be- 
cause they watch tv or listen to 
radio. AA decided it was about 
time to give the “pros” their 
inning, so it gathered some pro- 
ducers and announcers around 
the luncheon table and asked 
them to discuss commercial sell 
in broadcasting. Their recorded 
comments start on ....Page 56 
Beaumont & Hohman is undaunt- 
ed by the loss of the Greyhound 
account—60% of its billings— 
to Grey Advertising, Henry Hoh- 
man, president of B&H, told 


Features in This Issue 


AA this week. The agency will 
now concentrate on getting new 
accounts and put the cream of 
its talent on its other existing 
accounts, he said. ........ Page 3 
TV ratings needlessly confuse the 


other accounts and on new busi- 
ness which they did not have the 
time to do before,” he said. “The 
morale over here is very high.” 

Mr. Hohman told AA that the 
agency will close some of its 
branch offices “that are not essen- 
tial or vital to our other clients.” 
The Charleston, W.Va., branch is 
being closed now, he said. 

Some of the agency’s staff will 
be laid off, he added, but he de- 
clined to say how many. In addi- 
tion to the main office here and 
the Charleston branch, the agency 
has offices in Cleveland, Dallas, 
Detroit, Kansas City, Hollywood, 
New York, San Francisco, Seattle 
and Atlanta. 


® The Greyhound account repre- 
sented 60% of Beaumont & Hoh- 
man’s business, Mr. Hohman told 
AA. Greyhound had an ad budget 
of $5,000,000 in 1955, and the agen- 
cy billed $8,163,790 the same year. 
The agency will bill about the 
same amount this year but Grey- 
hound’s share will have been only 
$4,400,000 in 1956, Mr. Hohman 
added. 

B&H plans to expand its Holly- 
wood office and definitely will 
maintain its facilities in Chicago, 

(Continued on Page 119) 


U.S. Public Health 
Service Sees Baby 
Crop at Alitime High 


WasuHiIncTon, Dec. 5.—The num- 
ber of babies born in the U. S. is 
expected to reach an alltime high 
of 4,202,000 in 1956, according to 
the U.S. Public Health Service. 

This would be an increase of 
111,000 over 1955 and would repre- 
sent a rate of 25.1 per 1,000 popula- 
tion, compared with 24.9 per 1,000 
in 1955. It is the highest rate per 
1,000 since 1947, when 3,817,000 
births represented a rate of 26.6 
per 1,000. 


# The Public Health Service at- 
tributes the 1956 baby boom to a 
rise in the number of-couples hav- 
ing their first child, plus an in- 
crease in the number of families 
having third, fourth and fifth chil- 
dren. 


Officials said the increase in first 
births stems from the 3.3% in- 
crease in marriages in 1955 over 
1954. The service also notes that 
birth rates for third and fourth 
children have been on the upswing 
for a number of years. Final fig- 
ures for 1954 show increases over 
1953 of 3.7% in the rate for third 
births, 7.6% for fourth births and 
7.9% for fifth births. 


sponsor, Eye & Ear Man says.| 


New clients, he says, who went 
into tv last spring, are disap- 
pointed at not making the top 
ten. But these clients are un- 
schooled in the significance of 


the ratings, and get little help ; : 


from those who are equally at a 
loss to interpret ratings. Page 101 
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DOLLAR A PAIR—This “relaxed” ad 
will be used in ‘57 for Adler Co., 
Cincinnati, maker of hosiery. The 
trade version appears in January; 
the consumer in the March Esquire. 


Ruthrauff & Ryan is the agency. 
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Cole Leaves as 
K&E Retrenches 
in Foreign Field 


Agency Pulls in Horns 
in Face of Insufficient 
Billing, Overseas Crisis 


New York, Dec. 6—Robert Cole 
is resigning as vp in charge of the 
‘international division of Kenyon & 
Eckhardt, AA learned today. 

This is the latest in a series of 
reorganizations at K&E. Mr. Cole’s 
departure indicates a retrenchment 
on the international front. 

Mr. Cole, formerly advertising 
director of Olin Mathieson Chemi- 
cal Corp., joined K&E last January. 
His assignment was to organize an 
international operation. Plans 
called for the development of an 


international department in New 
York and regional offices in coun- 
tries throughout the world. 

K&E took the first step in this 
direction when it opened an office 
in Mexico City June 1, with Radio 
Corp. of America—a domestic cli- 
ent—as its first account there. 

At that time, Mr. Cole said other 
offices would be opened in Latin 
America and Europe. Mr. Cole and 
D. C. Stewart, K&E treasurer, then 
left for Europe to explore the pos- 
sibilities of opening offices in that 
part of the world. 


® It appears now that the agency 
overextended itself. It found that 
considerable outlays were needed 
for international development. In- 
ternational billings from RCA and 
Pepsi-Cola did not measure up to 
expectations. The troubled inter- 
national political situation did not 
help matters, since it acted as a 
brake on foreign expansion plans 
of some companies. 

As a result, K&E is pulling in its 
horns. The Mexico City office will 


be retained, and negotiations for 
the purchase of a British agency 
—which already have been started 
by Mr. Cole—will continue. It is 
not likely, however, that K&E will 
be hanging up its shingle in any 
more countries—not, at least, in the 
immediate future. And the pro- 
jected international department in 
New York, which was supposed to 
have acted as a training schoo] for 
foreign advertising service, will not 
be developed to any great extent. 


® Faced with this change in plans, 
Mr. Cole has decided to leave. K&E 
probably will leave his position 
vacant. Prior to his stint at Olin 
Mathieson, Mr. Cole headed up the 
international division of Grant Ad- 
vertising. He told AA today that 
he has had a number of offers but 
has not yet made up his mind as 
to which he will accept. 

K&E’s troubles in the interna- 
tional sector coincided with an 
agency-wide reappraisal of opera- 
tions. At least a dozen people have 
been released in a tightening-up 
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Through ACB services, you see with your own eyes what goes on in news- 
paper advertising of your brand and/or competitive brands in any or all of 
1,393 markets in the U.S. When you see the situation you can act to make your 
selling efforts bring greater returns. 
Below are 3 of 14 ACB services that come from reading every advertise- 
ment published in every daily and Sunday newspaper in the United States. 
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DON MANCHESTER, formerly presi- 
dent of Manchester-Williams- 
Kreer, Chicago, is joining McCann- 
Erickson, Chicago, as vp and senior 
account supervisor. 


process. The merchandising and 
promotion department was hit 
hardest. Hal Davis, vp in charge of 
merchandising and promotion, has 
gone to Grey Advertising Agency. 
Robert C. Durham, new business 
man and assistant to the president, 
went to Ruthrauff & Ryan. 

From a billing standpoint, K&E, 
the eighth largest agency in the 
country, has not been suffering. It 
added Pepsi-Cola and Spry this 
year, while losing Warner-Hudnut. 
However, the agency has reported- 
ly experienced a sharp decline in 
its net, a reflection of increased 
expenditures for staff expansion. 


= The agency said in September 
that it was dropping some people 
“because we are going through an 
efficiency movement . . . Business 
is good, but agency operation has 
to be good, too. In other words, 
more profit is desired.” 

While there may be no further 
expansion internationally, K&E’s 
Mexican shop seems to have lived 
up to the fondest hopes. The agen- 
cy is getting ready right now to 
announce the acquisition of three 
new accounts—Parker Pen, Coats 
& Clark and United Shoe & Leath- 
er. Coats & Clark is also a K&E 
domestic account. Parker Pen for- 
merly was handled by Young & 
Rubicam in Mexico. 


Audit Bureau Puts 
Newspaper Coupons 
Under Premium Rule 


New YorK, Dec. 7—Directors of 
the Audit Bureau of Circulations, 
at their regular quarterly meeting 
here today, elected four new di- 
rectors, adopted a new rule on re- 
admission of publications to mem- 
bership and tabled for further 
discussion a new rule on publica- 
tion of daily dividend coupons by 
newspapers. 

New rule on re-admission to 
membership stipulates that a pub- 
lication may reapply for ABC 
membership after three years and 
qualify as a provisional member 
if its minimum paid circulation is 
50% of the total. Formerly the re- 
quirement was 70% paid. 

A rule to be acted on at next 
board meeting here in March 
would make publication in news- 
papers of daily dividend coupons 
subject to the ABC premium rule. 


s Newly elected directors are Dan- 
iel M. Gordon, vp and media di- 
rector, Ruthrauff & Ryan, New 
York; Russell C. Ronalds, chair- 
man and president, Ronalds Ad- 
vertising Agency, Montreal; John 
J. Shimmer, editor and publisher, 
Times-Press, Hartford, Wis., and 
Donald F. Hunter, vp, Maclean- 
Hunter Publishing Corp., Toronto. 


Buchen, Club Aluminum Split 

Buchen Co., Chicago, has re- 
signed the advertising account of 
Club Aluminum Products Co., Chi- 
cago, and its subsidiary, Inland 
Glass Division. Club Aluminum 
is expecting to choose a new agen- 
cy from among several bidding for 
the account within a week. 


Lucky Tiger Names L. C. Smith 

Lucky Tiger Mfg. Co., Kansas 
City, Mo., has appointed L. Chand- 
ler Smith to the new post of exec 
vp. A member of the board of di- 
rectors for the last three years, 
in his new post Mr. Smith will be 
in charge of new product develop- 
ment (see story on Page 2). 


RETAIL STORE REPORTS 
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ACB Reads every ad 


ADDITIONAL 
SERVICES: free on request, or contact nearest ACB office. 


A@p 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 
counts. A widely-used service for 
determining sales policy and di- 
recting salesmen’s efforts. Reports 


BRAND MENTIONS 


ACB’s Research Service that serves 
the large group of manufacturers 
and others whose trade names are 
promoted to the consumer as part 
of the advertising of other con- 
cerns. Widely used by producers 
of ‘‘name brand” fabrics; publish- 


can show linage; cost of space; 
city; publications; sales territory; 
dealer name; product and price 
advertised; mats used; totals and 
percentages. ACB Reports are bet- 
ter than 95% accurate. 


ers; and many manufacturers in 
hard-goods lines. 

These ‘‘mentions’’ are usually 
hidden deep in the “body” copy, 
but ACB’s readers pick up better 
than 95 out of io by careful 
checking of all newspapers. 


UNDUPLICATED COPY SERVICE 


Keeps you posted on new sales 
ideas, copy themes, premiums, 
new advertisers, etc. You specif 
the kind of advertising you wis 


to see if, as, and when it appears. 
ACB will “‘spot’’ it and send you 
tear sheets. Covers all dailies in 
the U.S. 


11 additional services are available. Described in ACB Catalog sent 


ACB REAL EVERY ADVERT 


EMENT 


A ‘ 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. + Chicoge (3) 18S. Michigan Ave. * Columbes (15) 
20 South Third St. * Memphis (3) 161 Jefierson Ave. + Sem Frencisce (5) 51 First St. 


WN EVERY DAILY NEWSPAPER 


FOR 36 YEARS THE LEADING NATIONAL 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 
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: ‘e a oe ° rie 
° ft “on Ce i ie : ¢ 6 
“O¢e ve CA : e 


4,250,000 COPIES EACH MONTH 


a 


ci 


People who “live by the book” do things and buy things they 
see in BH&G. Of the 15% million readers of an average issue,) 
over 2,550,000 readers reported trying almost 4% million ideas) 
suggested in articles or ads. And 1,800,000 readers reported 
making 2,550,000 purchases of things they saw in Better Homes 
and Gardens. 15,500,000 people read an average issue of BH&G. 
One third of the 123,800,000 people in the U.S. 10 years of age 
or older read one or more of every twelve issues. That’s 44,150,- 
000 Better Homes and Gardens readers—and over 40% of them 
are men! Meredith Publishing Company, Des Moines 3, Iowa. 


during the year... 


3 of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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"Effective JANUARY ISSUE! 


NEW! “KING-SIZE” Format Using: 
Standard 7” x 10” Page Piates & Fractions 
COLOR - COVERS. INSERTS - Send for Rates & Details 


“INTER-LOCKED MARKET" FOR 
PLUMGING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT © APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mess. 


Sullivan, Stauffer Reorganizes, 
Enlarges Media Department 

“Enlargement and reorganiza- 
tion” of its media department has 
been announced by Sullivan, 
Stauffer, Colwell & Bayles, New 
York. John Kelleher and Bert 
Wagner, space buyers, and Wal- 
ter Bowe, time buyer, have been 
promoted to associate media di- 
rectors. 

Additions to the media depart- 
ment include Vera Brennan, form- 


erly head of time buying for 
Scheideler & Beck, and Marjorie 
La Neve, former head of space 
buying for that agency; and Tom 
O’Dea, previously time buyer for 
William Esty Co. 


Basford Adds Allied Division 
The Mutual chemical division 
of Allied Chemical & Dye Corp.., 
New York, has moved its adver- 
tising account from The House of 
J. Hayden Twiss to G. M. Basford 


Advertising Age, December 10, 1956 


Co., both New York. Basford also], 


handles advertising of industrial 
chemicals made by Allied’s Nitro- 
gen division and Plaskon publicity 
for Allied’s Barrett division. 


Pro-Phy-Lac-Tic Sets Up Sales 

Pro-Phy-Lac-Tic Brush Co., 
Florence, Mass., a division of 
Warner-Lambert Pharmaceutical 
Co., is establishing its own sales 
force, effective Jan. 1. The force 
will number 36 men. 


Only 1 out 


of every 3 


radio stations In WBT-Chariotte 


50-mile area remains on 


‘the alr after sundown! 


50,000 watt CBS affiliate 
WBT Radio has ratings as high 
as 16.2 after sundown! 


That Carolina moon keeps shining down on more than 
3,000,000 radio listeners! And the majority of those listeners 
are doing what they’ve been doing for 34 years—listening to 
power-packed WBT Radio. 


Hitch your advertising wagon to the brightest star in Carolina. 
Gather a few post-sundown 14’s, 15’s and 16’s (Pulse, 1956) on WBT. 


Call WBT Radio or CBS Radio Spot Sales, TODAY! 


‘ 
CHARLOTTE, N.C.—50,000 WATT COLOSSUS OF THE CAROLINAS 
JEFFERSON STANDARD BROADCASTING COMPANY 


LARRY PENDLETON has been named 
exec vp of Walter McCreery Inc., 
Beverly Hills, Cal. Mr. Pendleton 
joined the agency in March after 
serving as a vp of Jordan Co. (now 
Hixson & Jorgensen) and operating 
his own agency in Glendale and 
Los Angeles. 


‘Chicago Daily News’ 
Adds Zone Sections 


in Expansion Plan 


Cxicaco, Dec. 6—With the inno- 
vation of three zone sections today, 
the Chicago Daily News has 
reached another milestone in its 
$11,000,000 expansion program an- 
nounced last year (AA, Aug. 15, 
55). . 

The three sections—north, west 
and south—will be _ published 
every Thursday and will carry 
special editorial material and fea- 
ture stories of interest to readers 
in the locality. 

Both retail and national rates 
have been set up, and advertisers 
may buy space in one or more 
zones. National zone advertising 
will be accepted beginning Thurs- 
day, Jan. 3. National open rates 
per line are: North zone, 65¢; west 
zone, 44¢; south zone, 58¢. Retail 
open rates per line: North zone, 
54¢; west zone, 36¢; sauth zone, 
47¢. 


® Circulation of the three zone 
sections breaks down as follows: 
North, 200,000; west, 130,000; 
south, 175,000. The zone sections 
include only the News’ retail trad- 
ing area circulation. 

The installation of new high 
speed presses at the new Daily 
News plant on Chicago’s South 
Side have made the new zone sec- 
tions possible, Arthur Youngberg, 
promotion director, said. Also 
starting today, the News is offer- 
ing advertisers full color on 
Thursdays. Rate is $850 above the 
present b&w rate. Spot color rates 
will remain unchanged. 

Mr. Youngberg told AA the 
News is still working on plans for 
a second branch plant and obtain- 
ing the remainder of the 66 press 
units, all a part of the expansion 
program. 


® Reaction from the other three 
dailies in Chicago, a town in which 
newspaper competition is getting 
hotter, was a unanimous “no 
plans for any change at present.” 

The Chicago Tribune, which has 
published highly successful metro- 
politan sections twice weekly for 
many years, will continue its sec- 
tions without change, a spokesman 
told AA. Both Sun-Times and 
American spokesmen said there 
were no plans for similar area 
sections now, but this did not pre- 
clude “any new features in six 
months” at the American. And 
the Sun-Times expects to make 
“many innovations” when it moves 
to its new building next year. 


Joins Leahy & Co. 

Helen Lillie Leary, formerly 
with Family Circle, has joined 
Leahy & Co., New York, as as- 
sistant to the vp in charge of the 
correspondence improvements di- 
vision. 
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THIS morning scene is repeated in 44% of the homes 
in Houston’s City and Retail Trading Zone. The Hous- 
ton Post is the only morning newspaper. It reaches the 
women of Houston before they start their housework— 
before they go to shop. It’s the one daily newspaper 


Marke 


elit 
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fat 
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best suited to women’s newspaper reading habits. 

Women get more out of The Post — so do Post adver- 
tisers. Get the new facts on Houston where the trend to 
The Post grows and grows. See your Houston Post sales- 
man, or your Moloney, Regan & Schmitt representative. 
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Franco Suit Says Grant ‘Maliciously’ 
Induced Seaboard to Break Its Contract 


New York, Dec. 6—A lawsuit and retain the large and reputable 


charging Grant Advertising and 
Seaboard Drug Co. with con- 
spiring to break a contract be- 
tween Seaboard and Carlos Fran- 
co Associates has been filed in 
supreme court here (AA, Dec. 3). 
The Franco agency seeks $156,718 

' in damages from Seaboard and 
$200,000 from Grant. 

The contract, according to Fran- 
co, established an “exclusive” 
agency-client relationship with 
Seaboard effective for a year be- 
sg June 1, 1956. The contract 

as cancelable by either party by 
90 days’ notice in writing. Then 
Grant Advertising came along and 
“maliciously induced, procured and 
aided Seaboard to violate, repu- 
diate and break the said agree- 
ment.” 

According to Franco’s com- 
plaint, Seaboard’s ad budget for 
1956-57 was set at $1,475,000. The 
money was to be spent to promote 
Seaboard’s Merecin, “new wonder 
drug for relief of pain due to arth- 
ritis and rheumatic diseases.” The 
appropriation was broken down 
as follows: $725,000 for radio, 
$500,000 for newspapers and $250,- 
000 for tv spots. 


® As part of its complaint, Franco 
submitted a photostat of a letter 
from Harry H. Patterson, Sea- 
board president, dated Sept. 12, 
1956. It said in part: 

“ ... There is no question that 
your present organizational facili- 
ties are inadequate to aggressively 
direct a full-scale merchandising 
program on a national scale. Fur- 
ther, the problem of credit with all 
media can be readily extended to 
us by an agency of greater size and 
strength, whereas it has been a 
constantly recurring problem since 
our relationship as client and 
agency began. 

“Therefore, during this period of 
growth and expansion, when 
credit, service and prestige are of 
such great importance to us, we 
feel that we have no choice but to 
make this important move (sever- 
ing the relationship) without fur- 
ther delay. In strict accordance 
with our contract we are serving 
written notice of cancellation.” 

Then, after Sept. 12, Franco 
charged, Seaboard refused to per- 
mit the agency to service “the 
Walter Winchell broadcasts, re- 
fused to accept responsibility for 
the Bob & Ray broadcasts and 
refused to allow plaintiff to place 
additional advertising in any 
media.” Franco said it “was com- 
pensated only for Winchell’s first 
broadcast. Thereafter .... all pay- 
ments were made directly by Sea- 
board or through Grant to the 
Mutual Broadcasting System.” 

According to a photostat of letter 
to Franco Associates from Sidney 
P. Allen, Mutual vp, Winchell was 
to get $5,882 a week, “not subject 
to reduction or rebate.” Time 
charges were set at $3,864 a week. 
The time and talent charge for 
“Bob & Ray” was put at $4,125 a 
week for Seaboard’s segment. 


# An affidavit by Mr. Patterson 
declared that Franco Associates 
was seeking a warrant of attach- 
ment of $45,000 “in furtherance of 
a threat made by the plaintiff that 
it would blacken the name of the 
defendant and ruin its reputation 
in the business community.” The 
affidavit added that Franco had 
already attached about $30,000 
“and has caused irreparable dam- 
age to the defendant’s reputation 
and business operation. 

“The plaintiff,” said Mr. Patter- 
son, “has engaged in an irrespon- 
sible and malicious course of 
conduct out of plain and simple 
peeve. The plaintiff is angry be- 
cause we were compelled to dis- 
miss it as our advertising agency 


Grant Advertising, because of the 
inability of the plaintiff to proper- 
ly handle and process our exten- 
sive national advertising program.” 


® Seaboard, which has some time 
yet in which to file an answer to 
the Franco complaint, asserted in 
the Patterson affidavit that “our 
primary concern” now is to make 
certain that the Franco agency 
“will be compelled to compensate 
the defendant and its many stock- 
holders for the great damage in- 
flicted. 

“We are advised that the plain- 
tiff is not financially responsible 
enough to answer for the damages 
already inflicted” on Seaboard. It 
sought a court order directing 
Franco to post a bond of $200,000. 


Seaboard Cancelled 
Winchell Because of 
‘Offensive Remarks’ 


New York, Dec. 6—Seaboard 
Drug Co. cancelled the Walter 
Winchell show on Mutual Broad- 
casting System because of the 
columnist’s “long series of offen- 
sive remarks.” 

Harry Patterson, president of 
Seaboard, which is being sued by 
its former advertising agency, Car- 
los Franco Associates, said his 
company had received “a serious 
number of complaints from lis- 
teners who had been aggravated 
and offended by Winchell’s con- 
tinued attacks upon Adlai Steven- 
son and many of his aides.” 

Mr. Patterson said Seaboard 
asked Mutual to ask Mr. Winchell 
“to cease these attacks after 
threatened boycotts by voters’ 
groups. Winchell’s reaction to this 
request led to his election night 
comparison of Adlai Stevenson and 
Christine Jorgenson, also on the 
full Mutual network.” 


® Seaboard’s product, Merecin, 
according to Mr. Patterson, had 
been “glowingly” described by Mr. 
Winchell “before his sponsorship 
by Seaboard.” But after Seaboard 
dismissed him, continued Mr. Pat- 
terson, “he has reversed his field 
completely, issuing a ‘warning to 
all drug and other stores’ and a 
statement that Seaboard and Mer- 
ecin are under investigation by 
government agencies. A columnist 
known to be friendly toward Win- 
chell stated that Winchell had 
‘fired his radio sponsor’.” 

Charging Mr. Winchell with 
“apparent malicious intent to 
malign, damage and _ discredit 
Seaboard and Merecin,” Mr. Pat- 
terson said he considered “any 
effort to suppress the distribution 
of Merecin or to discredit its mer- 
its a disservice to the general in- 
terests of the public.” 


GOOD RIDDANCE TO 
SEABOARD: WINCHELL 

Los ANGELES, Dec. 6—Walter 
Winchell came out swinging when 
contacted by AA for comment on 
the remarks of Harry Patterson, 
Seaboard Drug Co. president. Mr. 
Patterson said he cancelled spon- 
sorship of Winchell’s tv show be- 
cause of the columnist’s “long se- 
ries of offensive remarks.” 

Mr. Winchell told AA that Mr. 
Patterson and other Seaboard ex- 
ecutives gave him a free rein to 
make any comments that he want- 
ed to. “He now is quoted as saying 
that my comments during the cam- 
paign were offensive,” Winchell 
complained. 


s “They all knew that I was pro- 
Eisenhower, and there was never 
any complaint from them about 
anything,” Mr. Winchell said. 
“They never told me ‘to cease anti- 


Meat... 


Advertising Age, December 10, 1956 


and the Need for Reasonable Amounts 
of Fat to Maintain Good Health 


Tue place of dietary fat in human nutrition is being widely discussed. 
Scientists who know tell us that some fat is desirable in our everyday diet 
whether body weight has to be reduced or not. 


Why are fats important to good health? Because they contribute to the 
processes of growth and replacement of tissue. Because they are an im- 
portant source of calories. Because they make foods more inviting and 


better tasting. 


Despite great advances in nutritional knowledge the exact role of fat in 
the diet is not yet fully defined. Yet it is known that some fat is necessary 
in healthful day-to-day nutrition. 


For good health, good nutrition, and tastier meals, be sure there is some 
fat—in reasonable amounts—in your daily diet. Meat—the most versatile 
of high protein and B vitamin foods—because of its many varieties and cuts 
is an excellent vehicle to provide this essential fat in any amount desired. 
Animal fat products, such as lard, are not only economical, but add delight- 
fully to the taste appeal of hundreds of recipes. 


American 


The nutritional statements made in this advertisement 

have been reviewed by the Counci on Foods and Nutri- 
tion of the A Med A and found 
consistent with current authoritative medical opinion. 


Meat Institute 


Main Office, Chicago... Members Throughout the United States 


FATS ARE NEEDED—This page ad asserting that certain amounts of di- 

etary fats are needed to maintain good health will appear in the 

near future in more than 50 medical journals and publications. The 

ad is the American Meat Institute’s reply to magazine articles 

charging that “fatty” foods cause heart disease. L. G. Maison & Co., 
Chicago, is the agency. 


Stevenson gab.’ 

“The first I knew of any dark 
clouds was when they told me two 
or three weeks before cancellation 
that the sales were not good and 
they wanted out, after I forced 
their one minute and 41 seconds 
middle commercials down to the 
FCC ruling of only 60 seconds.” 


s Mr. Winchell pointed out that 
Seaboard sales in July were about 
$30,000. After a few free mentions 
by him, Mr. Winchell said, sales in 
October were nearly $200,000. 

“T am glad to be rid of them 
because middle-aged people and 
older folks on the streets waved a 
finger in my face and said you 
ought to be ashamed of yourself 
for endorsing this product,” Mr. 
Winchell said (presumably refer- 
ring to Merecin). 


De Lorenzo Is New 
VP for PR at GM; 
Paul Garrett Retires 


Detroit, Dec. 7—Anthony G. De 
Lorenzo, director of General Mo- 
tors’ pr staff, has been appointed 
vp in charge of the pr staff. He 
succeeds Paul Garrett, who is 
retiring. 

Mr. De Lorenzo joined GM’s 
Buick division in 1946, coming 
from the Kudner Agency where he 
had worked on pr for GM’s Fisher 
Body division. He moved to GM’s 
corporate pr staff in 1949, and ear- 
ly this year he was named director 
of press, radio and tv relations. 

Mr. Garrett, who retires at year 
end, cut a broad swath in the in- 
dustry. He is believed to have been 
the first pr director to be elevated 
to vice-presidentia] status by a 
major industrial company and he 
pioneered a concept of industry- 
wide pr thinking. 

He joined General Motors in 1931 
after having been financial editor 
of the old.New York Evening Post 
when it was owned by Cyrus H. K. 
Curtis. 


® As public relations director of 
GM from 1931 to 1955, and as a vp 
since 1940, Mr. Garrett did much 
to establish an ideology and code of 
ethics for a new and struggling 
profession. 


Grove Revises 
Citroid Copy 
‘Temporarily’ 


New York, Dec. 7—Grove Lab- 
oratories is making changes in the 
advertising copy for its Citroid 
cold pills. 

This move follows several weeks 
during which the company has 
been criticized, publicized and 
chastised by groups such as the 
Food & Drug Administration, the 
American Medical Assn. and rival 
cold pill manufacturers (AA, Nov. 
19, et seq). 

Gene McMasters, account exec- 
utive at Dowd, Redfield & John- 
stone, the Citroid agency, told AA 
today, “We are making some 
changes in our advertising.” He 
said they would be of a general 
nature, eliminating some “contro- 
versial theoretical points,” and 
added that they were not neces- 
sarily permanent changes. 

In answer to a question, Mr. 
McMasters said the change was not 
the result of any specific requests 
on the part of a government agen- 
cy (Grove has been having “in- 
formal” conversations with the 
Federal Trade Commission and the 
Food & Drug Administration) but 
was made because “we just think 
it’s wise to make it.” 


= He said there was no feeling 
that the company could not prove 
any of its present statements, but, 
he said, it would rather wait un- 
til after the first of the year before 
doing so. 

It was indicated that new re- 
search in the cold tablet field 
might play a part at that time. 

Specifically, the company has 
not decided on the exact changes 
although they are expected to em- 
brace some of the anti-histamine 
references and anti-biotic refer- 
ences in current copy and, in gen- 
eral, to eliminate some of the neg- 
ative selling in the present adver- 
tising. 

Mr. McMasters said proofs of 
the new ads probably would be 
ready next week. 


‘Reasonable’ Fat 
Intake Is Urged 
by Meat Institute 


Drive to Counteract 
Cholesterol Attacks Is 
Set to Bow in January 


Cuicaco, Dec. 5—The American 
Meat Institute’s new ad campaign, 
which emphasizes that “reason- 
able” amounts of dietary fats are 
needed to maintain good health, 
will break in the January issue of 
Journal of the American Medical 
Assn. 

Other page ads will follow in 
Today’s Health, 39 state medical 
journals and other related medical 
and nursing publications. In all, 
the institute will use about 50 med- 
ical magazines to refute recent 
charges made in articles in Time 
and The Saturday Evening Post 
that “fatty” foods cause heart di- 
sease (AA, Dec. 3). 

An AMI spokesman told AA that 
the ads will continue for an in- 
definite period, with the possibility 
of schedule increases as new dis- 
coveries or developments in the 
“fatty” foods issue occur. The ads 
are being placed by L. G. Maison 
& Co. 


8 Meanwhile, a team of University 
of Illinois scientists has reported 
that a high level protein diet may 
be helpful in avoiding heart dis- 
ease. 

Fred A. Kummerow, associate 
professor of food chemistry, who 
headed the research team, said the 
finding does not mean that a per- 
son must avoid eating fat. Instead, 
it means that the protein in the diet 
must be sufficient to neutralize 
any harmful effects of fat con- 
sumed, he said. 

The scientists experimented with 
3,000 chicks, which were fed vari- 
ous diets. As the protein intake in- 
creased, the scientists found, the 
proportion of cholesterol in the 
blood decreased. 


s In Washington, two National 
Heart Institute researchers an- 
nounced that they are starting 
“cautious” trials on humans of a 
drug which, in tests with animals, 
has controlled the natural produc- 
tion of cholesterol. 

Dr. Daniel Steinberg and Dr. 
Donald S. Frederickson found that 
by feeding rats a cholesterol-free 
diet, which also contained a syn- 
thetic chemical called “delta-4- 
cholestenone,” they were able to 
depress the natural cholesterol in 
the blood serum to as much as 
44% below that of control animals 
fed a diet which was similar, but 
in which the test chemical was 
lacking. 


Campbell Soup Sets Test 
for New Frozen Casseroles 

Campbell Soup Co., Camden, 
N. J., will begin test marketing a 
new line of frozen convenience 
foods—Swanson TV Brand Casse- 
roles—in a number of selected 
cities in various regions of the 
country. The company is not re- 
vealing yet which cities have been 
selected nor when the foods will 
be introduced. The four items cho- 
sen to activate the line are beef 
with gravy, meat loaf with tomato 
sauce, seafood au gratin with rice 
and chicken with noodles. Each 
casserole, packed in individual 
deep baking dish for two, will re- 
tail from 69¢ to 79¢. 

A heavy schedule of four-color 
ads, including a spread in the ma- 
jor newspaper supplements in each 
test city, will announce the prod- 
ucts. Point of sale material also is 
being developed. Tatham-Laird, 
Chicago, is the agency. 
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Pet aa ss. ene be ees 
RES Sep ee tiraae 
Effective Buying Income ... 
Total Retail Sales......... 
Food Store Sales.......... 
General Merchandise...... 
Home Furnishings ......... 
Automotive Store Sales is 
Filling Station Sales ....... 
Drug Store Sales.......... 


Building Material and sista 


A MARKET 
OF DEMONSTRATED 


BUYING POWER 


FAR IN EXCESS 
OF POPULATION 
INDEX 


Metropolitan Area Metropolitan Area 
Rank in Nation Total 
ea 955,500 
Se 314,400 
+ $1,849,781,000.00 
ee $1,360,225,000.00 
cco $ 247,120,000.00 
ae $ 308,658,000.00 
ee. $ 59,340,000.00 
et $ 253,048,000.00 
.s.. 18 $  67,824,000.00 
eee $ 65,660,000.00 
oy See $ 100,841,000.00 


Quality of Market: 25.2% above national average 


Average Household Income. .... . $5,465.00 
Owner-Occupied Homes......... 61.4% 


Families Living in Single 
Detached Units............. 75% 


Sources: 1956 S. R. D. S$, Marketing Survey of Buying Power; 1956 S. R. D. S, Consumer Markets; 1954 Community Studies, Inc. 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO 
41729 Grand Ave. 202 S. State St. 
HArrison 1-1200 WeEbster 9-0532 


NEW YORK SAN FRANCISCO 
21 E. 40th St. 625 Market St. 
Murray Hill 3-6161 Garfield 1.2003 
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U.S.News @suieas 
& World Report FOR IMPORTANT 


PEOPLE 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 


Advertising offices at 45 Rockefeller 

Plaza, New York 20, N.Y. Other offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, Los Angeles, 

and Washington. ’ 


Now more THAN 850,000 net Paip cIRCULATION 
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Evectro-Mortive Division 


GENERAL MOTORS CORPORATION 


; = LA GRANGE. ILLINOIS 
Eales foes x — 
ey a . asaceamaai a November 16, 1956 
iat RD om U.S. News & World Report 
>. Pee ee Suite 1917 
_ , a 2 fe 4 Prudential Plaza 


Chicago 1, Illinois 
Gentlemen: 
A compilation that came across my desk from a certain 


‘ highly dependable source outside the publishing business 
lois, Pa i p, compared growth in circulation and rates among six pub- 


Pee ee ~ lications widely used by capital goods advertisers, I got 
oe ee out my abacus and made some startling discoveries, 
Soe To wit: 
<3 4 U.S, NEWS & WORLD REPORT - CIRCULATION 


GROWN 5,2 TIMES SINCE 1940 BUT RATES* UP 
ONLY 2.9 TIMES, 


Like Electro-Motive, U.S. News & World Report has 
offset the effects of inflation in wages and cost of ma- 
terials by technological improvement in manufacturing 
hods and hinery, I take it. (As you may know, 
the average price of General Motors locomotives per 
horsepower is now almost exactly the same as it was 
when we turned out our first locomotive in 1935.) 


Your experts may have worked up something on this but I 
haven't seen it, To me you seem to have one of the most 


telling case examples of holdin rice uss against 
inflation on record in U. S. a Srey! Up I saw 
these figures I thought we were the in ce 


I salute the new champs, 


Cordially, 


Vibro Dieict 


*Black & White page 


For the advestiaiiia dollars of General Motors Electro-Motive Division 
(and for yours), “U.S.News & Wortp Report’ ’ delivers: | 


THE COVERAGE POWER of: more than 850,000 important high-income’ 
people, three out of four of whom hold managerial positions in business, 
industry, government, and the professions. : 


THE IMPACT POWER of the magazine which is Peonctatently voted 

“most useful in my work” and “the magazine in which 1 piace the most confidence.” 
This is voted in poll after poll of the key business and industrial 
leaders who spark American business, 


And as Mr. Fowler points out in his letter, all this at @ satisfying low cost, too. 


» 


| AmerieasOliss News Ma gaiine 


-- A MARKET NOT DUPLICATED BY ANY OTHER MAGAZINE IN THE FIELD 
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Still a Tinge of Guilty Feeling 


It is annoying and disturbing to discover, as we did the other 
day in talking to a group of college students and faculty members, 
that there are still lingering doubts in many people’s minds about the 
basic values of advertising to society. 

Even among students and instructors who are presumably plan- 
ning to devote their lives to advertising or related subjects, there 
still exist some guilt feelings about the business, some suspicions that 
it has overtones of racketeering. 

We would not be surprised to find this attitude among old style 
economists or social] scientists who profess to know what is best for 
society, although even in these areas there have been hopeful signs, 
in recent years, of a change in attitude toward advertising. But it is 
surprising to find these notions about advertising still persisting 
among potential practitioners of the art. 

Actually, we suppose, this is a hangover from those not-so-long-ago 
days when, along with trying to convince ourselves that the way to 
save the world was to cut down production “to match our capacity to 
consume,” the idea of inducing anyone to spend any money for any- 
thing at all by means of advertising was obnoxious to a lot of people 
who thought this was all “wasteful.” 

In answer to a question at one of these academic sessions, we ex- 
pressed our firm belief that marketing costs, including sales and ad- 
vertising costs, are almost certain to rise during the years ahead— 
both in actual dollars and as a percentage of total cost. This statement 
seemed moderately shocking to some in the audience and induced a 
considerable amount of discussion. 

We tried to point out that there is nothing shocking or disturbing 
or even surprising in such a situation. It is, in fact, a natural concom- 
itant of a high-level economy and a prosperous society. 

As the cost of basic necessities is reduced sharply in terms of the 
hours of labor needed to purchase them, the individual's ability to 
buy additional “non-essentials” increases. To meet this ability, a wid- 
er and wider range of goods and services is developed, and in turn 
the customer’s range of choice is greatly broadened. Under such cir- 
cumstances, it seems clear that marketing—including selling and 
advertising—becomes more difficult (and therefore more complex 
and more costly) than it is in a low-level economy which is hard put 
to it to produce enough goods and services to keep body and soul 
together. 

There is no need for anyone to feel the slightest sense of unease 
because distribution costs are going to go up in relation to total costs 
—this is simply an expression of the fact that production has tended 
to become the “automatic” part of our economy, and marketing the 


“dynamic” part. 


Does This Figure? 


In its December issue, Fortune carried, among other things, a blow- 
by-blow account of the presentations by five agencies to Rival Pack- 
ing Co. 

As we understand it, as each agency arrived at the Rival offices to 
make its pitch, Spencer Klaw of Fortune was among those in the 
group to hear the presentation. He was presented by name and affili- 
ation, as we get the story, but there was no additional hint of what he 
was doing there. At least one agency insists it thought he was a per- 
sonal friend of the Rival management. 

If our facts are correct, we believe that having a representative of 
any publication present at an agency presentation session, without 
making it clear that what was said might later be reported in con- 
siderable detail, is a not-very-nice idea. 

We don’t blame Fortune a bit for taking advantage of its journalis- 
tic opportunity. But if our version of the facts is anywhere near true, 


we'd be pretty cagey about making a presentation to the company. 


Advertising Age, December 10, 1965 


“He’s out to lunch, but he’ll be back soon. He’s buying his own 
today.” 


What They're Saying 


Trained Manpower Needed 

The creative man needs growing 
room. He needs recognition as well 
as pay. He needs to know depart- 
mental, as well as project goals. 
Cage him too tightly and his crea- 
tivity dies, or he aecepts that offer 
in California, “all expenses paid.” 

This may seem like sentimental- 
ity—until you stop to think that it 
was the creative men in science, 
engineering, finance and manage- 
ment who lifted us from an agri- 
cultural economy into the most ad- 
vanced technology in history. 

But no re-shuffling of person- 
nel, mo emergency recruitment 
program, no short-term measure is 
going to bring about any real re- 
lief of our trained manpower 
shortage. If our economy continues 
on its present course, the short- 
ages will be with us until we suc- 
ceed in rebuilding our educational 
system to meet the needs of a sci- 
entific age. 


—Charles M. White, chairman, Repub- 
lic Steel Corp., speaking at the first 
annual awards lunc American 
Society for Metals, d 


Something to Take Away 

A speaker is not an actor. An 
actor is paid to pretend to the pub- 
lic that what he is saying is conse- 
quential, even when it is rubbish. 
A speaker, whether paid or not, is 
supposed to be communicating a 
worth while idea. He should com- 
municate this as pleasantly as pos- 
sible—but his prime task is not to 
give the audience something to 
hold them in their seats, but 
something to take away when they 
leave. 

—Sydney J. Harris, in his “Strictly 


Personal” column, Chicago Daily 
News. 


As It Was in the Beginning 
There is a story that has been 
passed down from one generation 
to another that typifies his [D. H. 
Holmes’) thinking about the wel- 
fare of the customer. The setting 
goes back to the time of the Mex- 
ican War in 1845, just three years 
after the Holmes Store was found- 
ed. At that time, there was an 
Army camp located about five 
miles below New Orleans and 
American troops were quartered 


there. It was the custom of the 
wives. of the officers and men in 
that camp to do their purchasing 
at Holmes’. One day one of the la- 
dies said to Mr. Holmes, “We like 
to shop in your store, but there is a 
wooded area between here and the 
camp and frequently robbers 
pounce upon us and take our pur- 
chases away from us.” Whereupon 
Mr. Holmes is reliably reported to 
have said, “Very well, I will send 
your purchases to you.” He did, 
in his own carriage with his own 
coachman as driver. Thus began 
one of the first delivery systems of 
any retail store in America. 

—E. Davis McCutcheon, sales promo- 

tion manager, D. H. Holmes Co., New 

Orleans department store, speaking 


at a Smal] Business Clinic in Mobile, 
Ala. 


How It Was in ‘64 

Persons owing us for subscrip- 
tions can pay the same in wood, 
provided it be brought in immedi- 
ately. Those who have promised to 
pay us in wood must bring the 
same in a very short time or pay 
in cash. We also want 10 or 12 
cords of good wood immediately, 
for which we will pay cash on 
delivery. 


—The Argus, Robinson, Il., Oct. 27, 
1864. 


Take It Seriously 

We agency people shouldn’t 
sneer, even privately, when some- 
one starts off with those familiar 
words, “Now my wife says. . .” 
Instead we should pin him down— 
find out exactly what his wife 
said. Granted it’s a one-woman 
survey, but it may give us a clue 
as to what other women think—it 
may — to rhage sage information. 

Carson, a 


Belding ai at a Chicago Federa 
vertising Clubs copy clinic. 


New Tall, Tall Car 

Roger Cra’ster (cx), Rolls Royce 
export manager, admits he would 
rather not sell Rolls-Royces to the 
wrong people—that is, people of 
insufficient dignity or elegance. 
But he feels that a Rolls is less 
harmed by such associations than 
other cars. “The Rolls-Royce,” he 
says, “can rise above its owner.” 

—Fortune, December, 1956. 


Rough Proofs 


A Cleveland real estater said the 
newspaper strike had one good re- 
sult; it made his salesman get off 
their chairs. 

Doesn’t he mean 
seats”? 


“off their 


Classified ad says, “A leading 
manufacturing company has open- 
ings for black and white artists.” 

No segregation here. 


Dr. John .Dollard assured the 
ARF that advertising really isn’t 
powerful enough to make the pub- 
lic do its bidding. 

What ambitious new-business 
man has been making claims like 
that? 


Those magazine stories which 
charged that fats cause heart dis- 
ease may have given some im- 
portant people in the food business 
reason to hasten to their cardiac 
experts. 


“Grey named to handle Grey- 
hound advertising.” 

Considering the spelling, that 
may be considered something in 
the nature of manifest destiny. 


Coats & Clark urges the ladies to 
be really female and concentrate 
on sewing, knitting, crocheting and 
embroidery. 

The theme song for the cam- 
paign should be, “The Girl That 
I Marry.” 


Mennen will direct its 1957 baby 
product advertising to expectant 
mothers, who are very appropri- 
ately designated by the royal term 
of ladies-in-waiting. 


The New York Stock Exchange 
believes that Christmas gifts of 
securities would be just about ideal 
for children. 

Maybe, but you’d need some 
goed kid promotion to popularize 
Reindeer Preferred. 


“Smoking,” concedes the Ameri- 
can Cancer Society, “is a habit 
which gives comfort and pleasure 
to millions, supports a great indus- 
try, brings millions to the govern- 
ment in taxes.” 

Now you’re talking! 

e 


“‘A diamond is forever’ in 12 
languages, in 101 countries,” head- 
lines the Reader’s Digest. 

Diamonds must be a girl’s best 
friend just about everywhere. 


The Legion of Decency says mo- 
tion pictures are getting better, but 
the ads contain “lurid and salacious 
details.” 

The BBB may get after them for 
misleading the gullible theater 
goer. 


“Send complete information and 
current photograph,” suggests a 
publisher looking for a salesman. 

Send that picture along even if 
it shows a much poorer crop of 
hair than you formerly boasted. 
The publisher may be prematurely 
bald too. 


Copy Cus. 
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Sales tactics are surer when you can sharply define and clearly separate one market 
from another. 

Wage-Town, U.S. A.— huge, rich, growing — describes both a market and a social class 
which differ distinctly from other markets and classes...in habits, associations, in a basic 
way of life. 

The great majority of Wage-Town families are Wage Earner families. The remainder, 
while perhaps not technically Wage Earners’, closely parallel them in attitudes, interests, 
and economic well-being. 


WAGE-TOWN IS A VAST, PROFITABLE MARKET 


Here’s what’s happened since 1947 


TOTAL U.S. WAGE EARNER A WAGE-TOWN 
FAMILIES FAMILIES MARKET FACT 


54.8% of the nation 
in numbers UP 16.3% UP 32.4% are Wage Earners — 
8 million Wage Earner 


per $6,000 UP 3% times UP over 10 times Families are in this 
ad bracket 


Wage Earner DSP now 


In DSP 
UP 116% UP 200% $81.5 billion a year, 
ew) | or 62.7% of the total 


WAGE-TOWN IS A DISTINCTLY DIFFERENT MARKET 


Because of its different cultural values and outlook, Wage-Town cannot be reached to 
any large degree by magazines edited for white collar families. Instead, Wage-Town reads 
the FAMILY BEHAVIOR magazines in the TRUE STORY Women’s Group. For example: 


*Generally speaking, an hourly paid worker in mining, manufacturing, transportation, etc. in practice, includes for example, the electrician who owns his own business — technically ‘white collar’, 
socially, end euustenatay somales “wage-earner’. 
Sources: Socia! Research, Inc.; Mactadden Publications Division of Marketing and Research; Kemp Audience Study; Starch, May 1956. 


TTL 8 —to show how you can add coverage and 
Examined cut costs. Just ask our representatives 
7 to get the job meerway A 
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8% of TRUE STORY Women’s Group primary households are not 


reached by the leading women’s service magazine. 


3% of those homes are not reached by the leading weekly or bi- 


weekly. 


1% are not reached by the leading store service magazine. 


Yet TRUE STORY Women’s Group magazines reach OVER 


8 
s 
93% are not reached by the leading shelter magazine. 
9 


ONE-HALF of all the magazine-buying families in WAGE- TOWN! 


HERE’S HOW YOU CAN ADD THE WAGE-TOWN 
MARKET AND CUT YOUR COST PER MESSAGE 


On almost any list if you will substituteypye STORY Women’s Grou 's §-200 rina 
homes for those of one of the magazines you're using, you will exten our pote 
less cost per thousand circulation. | 
Your Net Your The Difference In Cost Your ° 
Unduplicated Total Cost In Unduplicated Per CPM 
if You Use Coverage Is B/W Page (Ix) Homes Is Insertion, You Is 
“Example T: 
LHJ + McC + GH + WHC 12,349,229 $58,565 — — $4.74 
LHJ + TSWG* + GH + WHC 13,473,485 $56,480 + 1,124,256 — Save $2,085 $4.19 
Example Il: 
Life + SEP + Look + Coll. 13,876,056 $74,925 ened arto $5.40 
Life + SEP + Look + TSWG* 15,044,914 $73,245 + 1,168,858 - Save $1,680 $4.87 


*True Story Women’s Group 


Remember-—the coverage you gain is vital WAGE-TOWN coverage. America’s sales future 
lies in Wage-Town! | 
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Aired Defamation Is 
Libel, Not Slander, 
N. Y. Judge Decides 


New York, Dec. 4—The laws 
of libel, rather than slander, apply 
in defamation cases arising from 
impromptu remarks broadcast over 
radio or television. 

That’s the precedent-setting de- 


cision Justice William C. Hecht Jr. 
handed down last week in state 
supreme court im the $1,100,000 
damage suit filed by Bernard 
(Toots) Shor, owner of the Toots 
Shor Restaurant, against Sherman 
Billingsley, owner of the Stork 
Club. 

Historically the laws of slander 
apply to spoken defamation and 
those of libel to written defama- 
tion. This concept was altered in 


Excerpt from Starch 51st 
Consumer Magazine Report: 


35% of all 
glls Magazine households 


surveyed spent more 
than $500 for wearing apparel 
during the past 12 months. 
This is exceeded by only 4 
of the 54 magazines 
appearing in the 
report. 


1,176,014 Elks comprise a 

mass market with class incomes 
the median of which is $6,050. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


MAGAZINE 


the Hartmann vs. Winchell case, 
in which it was held that the “ut- 
terance of defamatory remarks, 
read from a script into a radio 
microphone and broadcast, consti- 
tutes libel.” 

In the current case, Justice 
Hecht ruled that libel law applies 
to remarks spoken in a broadcast 
even when they are not read from 


a prepared script. 


® The suit stems from a nation- 
wide telecast of “The Stork Club 
Show,” in which a picture of Toots 
Shor was shown. Mr. Billingsley 
remarked, “I wish I had as much 
money as he owes.” 

Justice Hecht dismissed one sec- 
tion of the Shor complaint but up- 
held three others, thus indicating 
that the case will be marked for 
trial. 


ASHLEY IS AUTHOR 
OF NEW LIBEL BOOK 


SEaTTLE, Dec. 4—In 1948, Paul 
P. Ashley, member of the Seattle 
bar, published his “Essentials of 
Libel: A Handbook for Journal- 
ists.” Now Mr. Ashley comes out 
with a new book, aimed to replace 
the earlier one, “Say It Safely— 
Legal Limits in Journalism and 
Broadcasting.” 

Mr. Ashley’s new book is de- 
signed as a handbook on libel laws 
in each state for copy editors, 
writers, broadcasters, etc. 


® Questions of libel are discussed 
as they relate to editorial material 
and to advertising, and Mr. Ashley 
goes into questions of libel per se, 
and absolute and qualified privi- 
lege. 

The book is published in coop- 
eration with the Allied Daily 
Newspapers of Washington and 
the school of communication of the 
University of Washington. The 
University of Washington Press 
is the publisher. The price is $2.25. 


WALA Stations to H-R 

WALA and WALA-TV, Mobile, 
Ala., have appointed H-R Repre- 
sentatives and H-R Television as 
their respective representative. 


opinion m 


akers 


Any time you hear of 
an advertisement still 


pulling inquiries 


months and years af- 


ter publication take a 
good look at the mag- 


azine in which it was 


published. 


Advertising Age, December 10, 1956 


Getting Personal 


Hideo Yoshida, president of Dentsu Advertising Ltd., Tokyo, 
Japan’s largest agency, has sent friends in the U.S. a portfolio of 
Japanese art reproduced from woodcuts. Mr. Yoshida attended the. 
convention of the International Advertising Assn. in New York 
last May. .. 

On Nov. 23, 300 members of the Santa Barbara News Press per- 
sonnel honored publisher Thomas M. Storke with a dinner on his 
80th birthday. Still active in management of the newspaper, Mr. 
Storke has been a publisher in Santa Barbara since 1901, when he 
purchased the Independent. He later merged the Daily News and 
the Morning Press. . . 


FAREWELL—Anna Quinn, secretary to Kudner Agency vp, Schuyler 

Kudner, is pictured at a farewell luncheon honoring her retirement 

after 18 years with the New York agency. Among those attending 

the Waldorf-Astoria affair were (left to right) J. H. S. Ellis, Kudner 
president, and vps Kudner and E. J. Owens. 


William Ollendorf, account exec at Leo Burnett in Chicago, picks 
up a paint brush quite often in his spare time. Now Bill has been re- 
warded: The Art Institute of Chicago has accepted four of his paint- 
ings for hanging in its sales and rental department... 

It will be a spring wedding for Audrey Elaine Ellison and Jay 
Howard DeBow, account exec of Merrill Anderson Co., New York, 
and son of Thomas DeBow, ad director, Cities Service Petrole Its 
A June groom will be Albert S. Traina, eastern ad manager for 
Modern Bride, whose engagement to Caroline Vail Devereux was 
announced recently ... 


TRIBUTE—Stanley Ehrlich receives a bronze plaque inscribed, “A 

tribute of warmest affection to Stanley Ehrlich on the occasion of 

his 50th birthday from his associates at Ehrlich, Neuwirth & Sobo.” 

Frances Flannery, production director of the New York agency, 

presents the award while Frank Neuwirth (left) and Norton Sobo 
look on. 


Caskie Stinnett, assistant director of Curtis Publishing Co.’s pr 
department and author of the monthly “Speaking of Holiday” pro- 
motion piece, has a new book out called “Will Not Run February 
22nd,” which dissects the American commuter. . . 

Another prominent author is Richard Powell, vp of N. W. Ayer & 
Son, whose new book, “The Philadelphian,” will be released about 
Jan. 1 by Scribner’s. Reader’s Digest Book Club will also publish 
it. This book has been two years in the writing and some 20 years in 
the planning and hoping... 

Clyde R. Spitzner, commercial manager of Station WIP, Phil- 
adelphia area, has been named chairman of the 1957 Easter Seal 
campaign in the Philadelphia area. . . 

Robert R. Burton, vp of Needham, Louis & Brorby, and Edward 
R. Hitz, vp in charge of tv network sales, NBC Central Division, are 
co-chairmen of the allied arts section, business division, of the 1957 
Heart Fund drive in Chicago. . . 

Bob Reagan of the publicity staff of Station KTLA, Hollywood, 
and Barbara Fitzgerald were married in Pasadena on Nov. 23... 
Maynard L. Durham, head of Maynard L. Durham & Associates, 
Carthage, Mo., was campaign director of the Carthage United Fund 
drive, which was over-subscribed—making the first time in some 
years that the community has reached its goal in welfare drives. . . 

Leonard Mosby, production manager of WMBR-TV, Jacksonville, 
Fla., has a new son named Blair Elliott, born on Nov. 19. . . Walter 
K. Nield, vp of Young & Rubicam, New York, has been elected pres- 
ident of the Cornell Alumni Assn. A 1927 graduate, he’s been vp of 
the association for the past two years. . . 

Hal Davis, who joins Grey Advertising, New York, in January, left 
Dec. 2 for the Far East on a State Department-sponsored tour with 
Benny Goodman. . . 
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Eleven years ago, when Automotive News first 
distributed its issue covering the annual conven- 
tion of the National Automotive Dealers’ Associa- 
tion, a strange phenomenon was confirmed. 
Although programs and briefs were readily avail- 
able—car dealers, factory executives and manu- 
facturers had a deep hunger for last minute news 
and details—news that could only be supplied by 
a highly aggressive weekly automotive paper. 


There were problems all right—plenty of them. 
Desiring to maintain its reputation as the source 
for the most complete and timely news in the 
field, Automotive News geared its staff to meet 
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DETROIT: R. L. Webber, William R. Maas, Roy Holi- 
han, Woodward 3-0495. 

LOS ANGELES: K. H. Deibler, Dunkirk 3-0303. 


sales call on 10,000 car dealers at once 


Here’s how Automotive News has made it possible 


the test—supply NADA Show-goers and stay-at- 
homes with information so current that the ink 
would hardly be dry on the paper. That was eleven 
years ago! 

Did they succeed? Well . . . 

In 1956, with circulation swelled to over 43,000 
and interest in the NADA Show higher than ever, 
Automotive News again met the challenge . . . 
plus circulating over 2,000 extra copies at the show 
itself. 

The continuance of this feature issue hasn’t been 
by accident . . . comments prove it. Comments 
from show-goers, exhibitors, manufacturers, sub- 


Keeps you in FRONT of the fast moving automotive industry. 
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scribers . . . and most of all, proven results for 
advertisers. 

This year, the job will be bigger than ever. There 
will be more exhibitors, more visitors, more prod- 
ucts . .. more Automotive News readers, 44,000 
of them. And . . . the last minute details will be 
there. 

As you know, 1957 will prove to be one of the 
best—and most competitive—years in automotive | 
history. Whether or not you exhibit to the 10,000 
expected visitors at the NADA Show—wouldn’t 
it be wise to present your product story to your | 
customers who are sure to be there—in the weekly © 
newspaper of the industry they are sure to read? 
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for more SALES POWER! 
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R. M. GRAY, Advertising Manager 

Esso Standard Oil Company, says: 

“Outdoor posters are tailored to our needs. Their massive and colorful visual 
presentation carries our message right to our customers and prospects—the 
motoring public. Our Outdoor Advertising is on the job day after day and has 
been for many years. Thus we get the value of constant repetition. 


“This particular poster is one of our favorites, for it is the first work of a 
previously unknown young artist, Jerry Allison. We’re very happy to be able 
to use his work.” 


OUTDOOR Reaches More Customers...More Often... Than Any Other Major Medium! 


Yes, and OUTDOOR reaches your customers just as they are about to reach the stores. 
You talk to them when they are on the move to buy . . . in the mood to buy. You talk 
to more of them, too. T.A.B.* figures show 93% of people SEE OUTDOOR—for an 
average of 22 times per month. Certainly, OUTDOOR belongs in your plans. 


*Traffic Audit Bureau 


i 
Prize winning poster designed by Gerald Alli 
Advertising Agency: McCann-Erickson, Inc. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA © BOSTON ¢ CHICAGO © DETROIT ¢ HOUSTON ¢ LOS ANGELES 
PHILADELPHIA ¢ ST. LOUIS © SAN FRANCISCO © SEATTLE 
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Advertising Age, December 10, 1956 


Pulse 
Oct. 1-7, 1956 


TOP TWENTY SHOWS, ONCE-A-WEEK 


PROGRAM 
Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (P&G, General Foods, CBS) 
$64,000 Question (Revion, CBS) 
Jackie Gleason (Bulova, Old Gold, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Groucho Marx (DeSoto-Plymouth, NBC) 
Climax (Chrysler, CBS) 
GE Theater (General Electric, CBS) 
Jane Wyman (P&G, NBC) 
What's My Line (Helene Curtis, Remington Rand, CBS) 
George Gobel (Pet Milk, Armour, NBC) 
Phil Silvers (Amana, Camel, CBS) 
December Bride (General Foods, CBS) 
Playhouse 90 (Ronson, Singer, Bristol-Myers, CBS) 
Dragnet (Liggett & Myers, Schick, NBC) 
$64,000 Challenge (Kent, Revion, CBS) 
Hit Parade (Lucky Strike, Richard Hudnut, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Lawrence Welk (Dodge, ABC) 
Godfrey's Talent Scouts (Toni, Lever, CBS) 
Life of Riley (Gulf, NBC) 


z 
x 
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TOP TEN DAYTIME 


Mickey Mouse Club (Several sponsors, ABC) 
Queen for a Day (Several sponsors, NBC) 

Search for Tomorrow (P&G, CBS) 
Guiding Light (P&G, CBS) 
Arthur Godfrey (Several sponsors, CBS) 
Love of Life (American Home Products, CBS) 
News Caravan (Various sponsors, NBC) 
Art Linkletter (Several sponsors, CBS) 

Strike It Rich (Colgate, CBS) 
Garry Moore (Several sponsors, CBS) 


| Royal McBee Boosts Belsho 

| Royal McBee Corp., Port Ches- 
iter, N. Y., has appointed Edward 
Belsho advertising director of its 
|data processing equipment sales 
|division. Mr. Belsho has been with 
| the company since 1954 as a mem- 
|ber of the advertising and public 
relations department. 


— to Morrissey Gray 
Lawrence Phelan, formerly as- 
En public relations manager of 
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on. "t Miss the big parade B seer oes he 


& Ss. Mes | ay a to the president. 


Vaan Pere ik pee Senne or 


Bridge to the Lincoln Me- 
morial. meri Taken from he rot of Lee Manson. a mile 


in Washington =" 


If you think that “everyone in Washington works 
for the government,” you're in for a surprise. 

Actually more people are employed by private How big is parade 

industry. Other facts about Washington that may 

surprise you: in Washington? . 

Population has risen 40% in the past decade, ih : 

compared to a U.S. rise of 19%. Personal income 

is up nearly 150%. Retail sales up over 112%. is 


And here’s a “high” for the nation— Washington COLLIER’S....... ..10.0% 
has the greatest number of people employed per 2 
i j i ere SC VWWeans Advertising ea Gapancee 


family of any major U.S. city. 


Washington’s reputation of being a ‘depression EA 
proof” city is well deserved. In periods of crisis, 
PARADE....:..... ..64.9% 


there’s an increase in government employment. 
And in “normal” or good periods, private indus- ° 

try expands to “catch up’’—as it’s doing right Motrepeliton County Aree THE DENTSU SERVICE 
now. In the past few years, more than a hundred 
new businesses have been brought into the area. 
Since 1950, over 1.2 billion dollars of new resi- 

dential construction has been authorized, and % Stands on @ base of comprehensive research 
new office buildings, stores, schools, churches ’ * Includes eye-catching art and design 


etc. have added nearly 500 million dollars to the “ = 

construction picture. % Embraces all phases of advertising 
If you want your share of the big boom in Wash- * Results in campaigns that sell 
ington, PARADE and the Washington Post & ; 

Times Herald will give it to you. Each Sunday a we.see : 

they call on more than six out of every ten homes. ae DENTSU ADVERTISING LTD. 
Each Monday they begin to move goods off HEAD OFFICE -— _ Nishi-Ginza, Tokyo 
dealers’ shelves all across town. Cable Address — © DENTSU TOKYO 
PARADE ... The Sunday Magazine section of 55 Argentine 


fine newspapers covering some 2600 markets . . . 
with iaore than 15 million readers every week. Represented nationally by Sawyer, Ferguson & Walker Co. 
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DetrottaFimes completes its 
multi-million-dollar mechanical expansion é 


This year marks another date-for-the-record in the often spectacular growth and development 
of this great middle west newspaper. In a city that has grown so large and so rich, so fast, it has 
not always been easy to contemplate the expansion of each decade. Yet the Detroit Times has 
always made ample plans for progress as it has done again with the completion of a mechanical 


expansion program that makes it an ultramodern newspaper: 


28 New Goss High Speed Presses with superimposed color 
couple units permit printing of 80 page newspapers with 
four-color editorial and advertising pages. 


Relayout of production plant to accommodate new mechan- 
ical facilities coordinated with new high speed presses. . 


This modern equipment will make possible expanded news coverage of the fast growing 
suburban areas and provide an even more interesting newspaper for the thousands of fami- 
lies who already enjoy the Detroit Times delivered to their homes. It will mean later news, 


too, for only 22 minutes are required from newsroom-to-street in this dynamic center of 


printed communications. 


This complete mechanical modernization of the Detroit Times is another step in the far- 


reaching expansion program of aggressive journalistic moves underway in the eleven metro- 


politan areas where Hearst newspapers are published. 


A HEARST NEWSPAPER 


- 


(pl iis i} eal | : 
, ye 
Ae A ig = 
Kea : S . 
nil Ail) || \l+|(- iia AK Ba 
ae dl| aon) a ual A 1 YAN NAY , ; 
AAA ae | A | AA) Bs : see bit OH ua) Hy “ 
TAA AP Hi ais | Oa An F At SO TN nn ; i 
af 1 1 I mn ua Avie) he OE) La) eva) Dey | i , : ~~ 
mm a VAY A | Glog | 3 Aaa Hy it) HF My 
71) | ] UH IE i, hie . Lif ey , = y rt wi ne _ : 5 
PNG | GE | ee | ada TILE : 
‘ : any OY Hs N nes * i Ht amis 
me ~ s : y | By eat aire? : aa titi “4 reat i e* % a 
ah | Med oy rh) 1-1 Ma rue E HHH) ae | ey ; cS 
NSS ES || Fae) | | | |) ES) a) 3 
pet ane rt | Me 3 
SS eet x a ss . a 
a hip % ball =U sep 
Fs \ ie 
° 2 x . e 
€ : - es 
ee =— = 
= ce 5 , 4 a Se: Soe, f 
0 CS a [re 
ice an S = eee 


This is LOOK’s retail record in 1956. .. 
independents, chains, trade associations 


99,000 STOREWIDE} 


STOREWIDE TIE-INS GROW FROM 
8000 IN 1949 TO 55,000 IN 1956 


LOOK’s storewide promotions spur 
sales in many departments of the 
tie-in stores, stimulate such high 
retailer enthusiasm they are often 
quickly oversubscribed. In some 
promotions, dealers even pay to tie 
in. The growth in tie-in outlets over 
the years is powerful tribute to 
LOOK’s increasing prestige and in- 
fluence at retail levels. 


MORE APPLIANCE STOREWIDE TIE-INS 
THAN WITH ANY OTHER MAGAZINE 


LOOK’s “Make it a Great Day for 
Mother” spring promotion is the 
nation’s biggest magazine store- 
wide appliance program—with 
dealers paying for kits. 4,000 top 
retailers tie in, including Magee’s 
of Boston, Harry Price of Norfolk 
and Hardy Rickbeil of Worthing- 
ton (Brand Name Retailer of the 
year). LOOK pioneered magazine 
storewide appliance promotions. 


1 OUT OF 4 DRUG CHAINS TIE IN 
WITH LOOK STOREWIDE PROMOTIONS 


220 leading drug chains operating 
three or more stores tie in, includ- 
ing Owl, Sun-Ray, Katz, Cunning- 
ham, Liggett-Rexall and Thrifty. 
In addition, 3,100 high-volume in- 
dependents and 94 top wholesalers 
tie in. “Summer Starts Here,” and 
“Family Shopping Center for 
Health and Beauty” develop 7,700 
storewide tie-ins. 


TOP ELECTRIC COMPANIES JOIN 
LOOK’S ADEQUATE WIRING PROGRAM 


LOOK’s 2-prong public service 
event spurs consumer action plus 
industry cooperation. A “Who's 
Who” in the electrical industry 
forms tie-in list. Just a few names: 
Graybar Electric, Connecticut 
Light & Power, National Electrical 
Contractors Assoc., National Ade- 
quate Wiring Bureau. LOOK’s 
Adequate Wiring awards are elec- 
tric industry’s “Oscars.” 


STORES DOING 33% OF NATION'S 
FOOD BUSINESS TIE IN WITH LOOK 


3 LOOK storewide promotions — 
“Pick of the Pantry,” “Pack a Pic- 
nic” and “Thanksgiving a la Cart” 
—attract 38,000 storewide tie-ins. 
Great food chains take part includ- 
ing American Stores, Jewel Food 
Stores, Winn-Dixie, Grand Union. 
Retailers buy close to 2,000,000 tie- 
in newspaper lines in support of 
LOOK food promotions. 


LOOK CO-SPONSORS 1st NATIONWIDE 
USED-CAR PROMOTION EVER HELD 


“Operation Demonstration” is Ist 
industry-wide auto promotion co- 
sponsored by NADA and any mag- 
azine—1st promotion in which auto 
dealers buy a magazine merchan- 
dising package. 1,500 dealers tie in 
—buy over 400,000 newspaper tie- 
in lines. Among dealers— Floyd 
Rice, Ted Reed and Boggus Mo- 
tors. Up to 130 cars per dealer sold 
in 3 days. 
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A record 
¥..What other magazine can match it? 


LOOK PROMOTIO 


TOP DEPT. STORES IN 35 LARGEST 
U. S. MARKETS TIE IN WITH LOOK 


LOOK’s storewide promotions for 
1956 include “The Fabulous 50’s 
Look,” “The New Early American 
Look” and “The Great American 
Weekend.” Top stores in each ma- 
jor U. S. market, plus hundreds 
more across nation, tie in. Included 
— Halle Bros., Macy’s, Wanamak- 
er’s, Garfinckel’s, Dayton Co., J. L. 
Brandeis, etc. 


2,185,000 CARS ARE CHECKED IN 
NATIONAL SAFETY CHECK PROGRAM 


This is the largest voluntary safety 
check held to date—co-sponsored 
by LOOK, Inter-Industry High- 
way Safety Committee and Na- 
tional Safety Council. 800 cities 
participate. Safety check points in- 
clude steering, rear lights, front 
lights, exhaust systems, tires, wip- 
ers. Many defective cars repaired 
immediately by local dealers. 


4,500 MENSWEAR RETAILERS FEA- 
TURE LOOK STOREWIDE PROMOTIONS 


Menswear retailers give LOOK 
more storewide tie-ins than any 
other major magazine. 1956 pro- 
motions—“Give Him a Lift with a 
Valentine Gift”. . .“Famous Gifts, 
Famous Brands for Father”. . . 
“The Classic Look for Back-to- 
School.” Broadstreet’s, Woodward 
& Lothrop, W. Filene’s, Neiman- 
Marcus among tie-ins. 


built on cooperation with top 


STOREWIDE JEWELRY PROMOTIONS 
NET UP TO 50% SALES INCREASES 


1761 jewelry stores across the na- 
tion tie in with LOOK’s storewide 
promotions. Major LOOK promo- 
tions of the year — featuring Valen- 
tine’s Day and Back-to-School 
themes — are both oversubscribed 
within a month of their offer. Arm- 
strong’s, S. A. Meyer, Barr’s and 


Rudolph Bros. are among the top __ 


tie-in jewelry retailers. 


if retail acceptance is important in your ad planning, study the oppor- 
tunities at LOOK. Because LOOK works closely with retailers ...has a 
well-earned reputation for creative marketing at the retail level... 
LOOK gets enthusiastic dealer cocperation for your own sales organi- 
zation. You can be sure, if your retail program is sound, that adver- 


 tising in LOOK will help secure the extra dealer cooperation you want. 


--»A CREATIVE FORCE IN 
MODERN MARKETING 
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with the Automotive Leader 


Automotive advertisers place more display advertising linage in 

The Call-Bulletin than in any other San Francisco newspaper— 

because this newspaper concentrates its circulation (and their 
advertising dollars). 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


The most jor your money where it counts the most . . . 


SAN FRANCISCO 


‘CALL-BULLETIN. 


Advertising Age, December 10, 1956 


In 14 Cities, Marketer Must Have Strong 
Negro Sales to Dominate Market: Johnson 


Cuicaco, Dec. 5—There are 14 
cities in the U.S. where it is impes- 
sible for a product to achieve a top 
position without strong Negro sup- 
port, John H. Johnson, president of 
Johnson Publishing Co. (Ebony, 
Jet, etc.), said yesterday. 

In a talk before the local chapter 
of American Statistical Assn., Mr. 
Johnson pointed out that there has 
been a steady and heavy migration 
of Negroes to urban and industrial 
centers for some years, and the mi- 
gration is expected to continue. 


® The 14 cities with heavy concen- 
tration of Negroes, he said, are Bir- 
mingham, Baltimore, Philadelphia, 
Chicago, New York, Detroit, Wash- 
ington, Los Angeles, Cleveland, 
New Orleans, St. Louis, Memphis, 
Houston and Atlanta. Negroes con- 
stitute about 32% of Baltimore's 
and 18% of Philadelphia’s popula- 


in outstate Michigan 


THERE ARE MILLIONS OF DOLLARS IN 
BUYING POWER FOR YOU in this BIG 


8-county market with its continued growth and and agriculture. 
prosperity. In Saginaw County last year, retail This high income market has 
sales amounted to a whopping $280,631,000* plus — successful advertising campaigns 


an effective bonus of buying power in the other 
eight surrounding counties covered by THE 
Sactnaw News. 

And in the city of Saginaw alone, the hub of 
this fast-moving market, the consumer spendable 
income by family was 20% above the national 
average. Effective buying income per family 


been used. You, too, can put 


of this family newspaper. 


**ABC Publ 
six months 


BOOTH 


THE BAY CITY TIMES ©THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 


NATIONAL HEPRESENTATIVES: AH. Kuch 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 .N. Michigan Ave., Chicago | 1, 
Soperior 4680. Brice McQuillin, 785 Market St, San Francisco 3, Sutter 1-3401; William Shurtlif, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


now 4° largest industrial area 


gives you MILLIONS IN BUYING POWER 


reached $6,203. The entire market is steady and 
outstanding for its balance between industry 


area coverage of THe Sacinaw News has 


readership to work for your ad schedules now and 
for years to come, through the 50,427** circulation 


THE SAGINAW NEWS 


*Sales Management Survey 


THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


resulted in many 
when the greater 


this responsive 


isher’s Statement for the © 
ending March 31, 1956 


tions, he added. 

“It is difficult to understand the 
Negro consumer,” Mr. Johnson 
said. “He responds to certain things 
and not to others. You must under- 
stand him to sell him, and too few 
people understand the Negro.” 

The only thing that most Negroes 
demand is to be recognized and 
treated like anyone else, Mr. John- 
son said. A Negro likes to feel that 
his patronage is welcomed and 
coveted by business men, he said. 

“The Negro consumer, with more 
money to spend than ever before, 
is growing in importance and is 
coming into his own,” Mr. Johnson 
said. “There now are 17,000,000 
Negroes, who represent 4,000,000 
families with purchasing power of 
$16 billion.” 


Grey Advertising Appoints 
Seven New Staff Members 
Grey Advertising Agency, New 
York, has appointed seven new 
staff members. Lester Rondell, 
formerly vp and executive art di- 
rector of Scheideler & Beck, and 
Arnold Boston, previously art di- 
rector and co-director of advertis- 
ing of Mutual Broadcasting Sys- 
tem, have been named group su- 
pervisors in the art department. 
Eugene Bassin, formerly with Kud- 
ner Agency, has been named a pro- 
ducer in the radio-tv department. 
Other new appointments in- 
clude Isabelle Shaver, formerly 
with Ruthrauff & Ryan, a copy- 
writer; Gwen Seinfeld, previously 
an art director of Macy’s, a junior 
art director; Tom Armstrong, 
formerly with Vick Chemical Co., 
an assistant account executive, 
and Dave Keegan, previously with 
D’Arcy Advertising Co., a space 
buyer. 


American Packing Appoints 
Ridgway Advertising Co., St. 
Louis, has been appointed to han- 
dle advertising for American Pack- 
ing Co., packer of Sunrise meats. 
Ridgway has announced that it 
has resigned the account of Bonnee 
Buttered Beef Steaks. 


Miller Forms Company 

Harry Miller, formerly art direc- 
tor of Newby & Peron, Chicago art 
studio, has formed Harry Miller & 
Associates, which will be an affili- 
ate of M. M. Fisher Associates, 
Chicago agency. 


Handle Your Publicity 
Easily, Efficiently 
and Get Better 
Placement! _ 


OVER 2000 LISTING CHANGES 

Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 
Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 644" x 914” size, 
272 pages. Write fer your copy tedey. 
ae RS Te eee me 


PRICE $15.00 Sent on Approval 


State 
Bill: O Me O My Compony 


BACON'S CLIPPING BUREAU 


Chicago 4, Illinois 


343 So Dearborn St 
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UNMATCHED READERSHIP — as proved by spon- 


taneous reader response. 


EXTENSIVE COVERAGE—23,000,000 subscribers in 
39 major markets. 


INTENSIVE COVERAGE—80% to 99% family cover- 
age. 


TIMING FLEXIBILITY — “When they are skiing in 
Buffalo, the azaleas are blooming in New Orleans.” 


MERCHANDISING FLEXIBILITY— can fit your mes- 
sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


2 


IDEAL FOR TESTING — use any of the 39 major 


markets. 


LOCALLY EDITED — full of what interests readers 
most — their own community — their neighbors — 
themselves. 


The magic Formula for Most intensive readership and Greatest Advertising Results is LOCAL EDITING ond GRAVURE reproduction 


In every published survey ie 

of newspaper readership . 

the Home Edited Gravure Magazine 

has led every section of the paper 

in page-by-page reader traffic. 
: 

Your ad starts off with \ 

a better chance to get attention 

on the pages of the best-read i 

section of 51 of the nation’s | ue 

best-read newspapers. 


GOOD PLACE 
TO TEST 


i 
S 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST * HOUSTON CHRONICLE ° 


eg a ead Oe ee Beso) an mer ge Ey eS rr se nike 7. came no cS Os a) i of etn’, ene ak ee 8 ae ee me ee aed od * 
. os re og See ae [| eee Ue EO ee ae ei” er Pate ia. Sook," jk an Soe. ess 
“ ae eine ee rc > gang ee a oa 1 ee. ae Peer eke) Se Perit,” a, a ies oe Brae 
= . 2 ‘ «Sai Ao si ; foie ae sh 
i = : on gs eee 
ai : ie nig” Papaya 
‘ge 
a 
i 
‘ Pe gars, at Be, oe ety hae aay Roe. kage awe af bl d ee 
i . Soo. ee oe - a: ie.) nn gpitt VS. + 
: as i Be eam ae read i F se ee tae 4 Seg Ree ; 1 A» . La \ : , * 
; Fa mee lie | ES ee ere 3 eae <i i Dea qo Lee fied V * UM - ie “a 
: : ig ee a6 ake ee Gs 2 eee Ci ioe ‘ ; ? ‘ 
; ee HE eee a ho ere ae , Wee: ’ ae? oes Z . 
a M4 oe geste Fr Brees. ee ee ea eae: ’ 2 Se, eee iy } : ty F 
. ee sn) | cer: Oe res, Ge i i oi SR a G ; en » be : 
- ee ee Sey ae ee ek SUR -. at Tails t. 5 ar So .: § 
Me, Re  . eee ae we Bose eee Ia : + i ah ; 
; a ee RTS ere eee Bey oe oe ae ae sas scl ; 
i ae Dg ys os . , : re es <s ¢ ey - « ae OS ae ; . 
. i aaa : te) Ee J so ‘ - 
Bae aes kK. : hae fk * Ss . ox? 2 F “ 
; ee Sane S Aes ren? oof wo .\ a ju Mee hia 5 
a i at". <Ge” 7 ee * Mee eg a 
: bs a > ‘a & Figo pe it Sepeese a x “6 YG Pf a ns B a a ie 
; be ae Se ee aed a whe- \tak oN ae Zu Tle = Ps, x 
—— oe & ’ a 4 2 a 9 a J ae Mar so eh Oe er "3 re 
Le aa eee . “a Fail é ap a °h.. Te niga 
i é a: zh fees She cat * ee = SS ws y 77 ied afl oe / 
‘ ae : ‘ “ 4 oa 4 Ere 
{ i ie; Ae ae, ss ‘7 a \\ 3 : bite or sas boy 
‘ | eo — a 0% \e 3 ) GES a 
s . } i ee Be cus Be wes Se 7 A “4 ‘aero _—_— : fi 
: Re) a oy J ‘a oN op 
i rj tee ey ee , ' i » is % ake .. | Se ee 
P ie re ee es “ ee _- « i: pais 4 t. 
¥ é ¥ eer : S ee 7 = ea Fh ae : Poe. fee ‘ q 5 ee Ai < mu 
; | RS aes ‘ — + Ce Se PS ee : 
4 a a oe Pa eit: “ 5 gee on ia ¢ ee ae 9 ia =F he 
4 * Fe s ‘ a .. 4" Se atts Can he Sh ¥ . £8. a 
+ ; ee 1] Bec a E 4 Ce hae ee % tk ae if \ * i) ‘ tke P 
; ; ae ey ¢ ‘ -. di 4 ~ 2 a we Ss, ‘ . ai: d < 
' a: Ba ee ee Be ae aie * Ea Care. \ ‘ ae by _ 
: en oe ; eis > : Bie ewe eer? —- : 
i \ — “aa Bo seh ee — oti Be Pn ost ? Bee 3 
} — baa : in “2 # B TAS, Oto ‘ F Pe > ti 
- ‘ es EE a cae Cae, Tei e ;  Bisers aS 
: ; wee, poe ‘ . be pow oa <% ite cinta, Yaar 
i : ee. ee ‘ ae Fs ae ‘ , See er % od reagan TN i 
; : H SoS: cae > rae! * 2 atk . Sager agit i tr ae te 4 
24 Z é eee ae ? oe a pas he 2 a : Q 
¥ ‘% % j oF paw P pr? ie 2 ee — ia ‘ a a ee eras ¢ ‘ % ‘ 
£ i x cians : a eae 4 ae Oa + i td Bes Fa RS» ae ac 
‘ ; ; 2 : : at. : ie ogo 2 it 3?” a at aag eosin ; 
5 : ae te ee va ee. CS ai we a ae “ae Ap oee ine 
: > ae. ee 2 oS ae Si Sl ee eae & 
= ; é ; SO ie oe eae vies Ee p>) [a P Pas Fs oe oem ae > ate ee = 
; - aK. ME — z ay a ee ae Be ae ee rae rhe ; a ; 
Poa ee nn a ioe eee ee ae Ne * 8 
. ; * ish e # H : dint ead P aed 4 " ee F Boe ees ' we ee = Sy el ae Bee fed ops : 
‘ “ ae es ; , eee Y at & a a ee ES oe. A Fe aS : 
- { 4 m, i eee —— 2 2 ae, ste: et + ide aa “ee pane 5 in Bs Ay i 
, el ; 3 z ee yea a eee ee Ee eee yee ae ie Alege | a es aes Ree 
> ee i * ; 2 7 eee hte We a Mess). ath ot - ogee a ee’ a ae Gr aeped ae 4¢ af 4 * ; 
oo 8 anes : ty 3 - + ee Pees ss i 3 = tae oe - e sagt aha i. i eeagee eee 3 z ee 4 = 
fae is we d e - PS eee ict ee es ee Re a ie a Se el. ocean ee ire > " ae 
- Eid alee ine a ee Li ig ee get ee en as Ree” |. oe a . > a Mem Pg ee ie a Bk, #3 ee a : 
ioe ae Boa —— : es z ?. i, fe Se x es ey Bee = bes Ba wae ie rs 3 rats Ni : 
er a. ay 4, * es” aS re ee fe a yop a eee j a SL ome y Came, l= eee Pe fh Paka m 7 
: ae oe ‘ 3 ; on . ag NE ig See” ee = ge Se 2 oe re | 
ie a ; § a ae ae eee 1 es ea i ee 7 ae "2 Sy Sean ‘ <—ome -  « pes Se a# : 
Seen 3. E — 7 = “ ine et  «. ee Lee Fe 7 7 - co a ga » = a * + 3 iS a a Es 
fo Oe ae 4 Poe: Me De ee ee See , x “s Pe” ee ed ; 
an ; oa 2 eye eo ee | Se — ae °° oe ee : 
—— : ef es Uh Re en ae oe Pe t~ eee  e ae: i 
a 3 ee a ea a nae Sori © pete ge | com ed, gine ee A PF hy : 
a d eo oe ee Oe Pre } el eee Ne? me Ay be : 
a j i ee tc ey ee eee a habe ee 1a art oot See de pire) er eed k ie 
oe a a as Ss ae aes We eee ae © tee E ee = Peay Nits Sant OMIT <li eat £ 
+) ate ‘ ; hs Sy NO Mg, reg heer: = i ag A a aa the Lan aS earned or ery re ip 
é Wee Pr a A é Sore ge RD eae , ena aie ee «(eet Ge ee er cx eye —" 
ie eee - . } aS Ee: es SO sp ‘ Bee Th A ge A Boe a sy oo : : 
eee . gs SR Mae: hei Pee Rs ee 1) A See ae eae, ; ay 
Sa F Ag , | i ia, Tae dee , ae et ee Ae. A ME > oer ce ‘ - 
u 4 * Ses om (fy 3! Aes rs nh PT | Net eee ae a. a ae que a ee 
: ° Oe Bae Me a ee A oe oe eas PT a) ey ae i Ge 4 \q ey Bert Ure rae ot ; 
' - dues ‘ ag ~ Sime em "ee * te pe aa Rag Mee: a! i x Me aes, AN \ Wo but Bee < <3 fe 
q Roe ks eed me eo Bae ae 1S) age RE ee ed Re Mt VA FS ca ae outs 2 
> ” * eas ie CaS ‘ ee ON ey OT ee oe a 1) He 3 * Ops ieee a vs ‘x 
§ ; k : % ’ er: . : 7 ae eee : Brel. Apo oes deeds ee. 4 a 7 \\ teh a is ee aye - © a 
2 - : re gs ‘ “tee ep a OL ae \\ ay Pili Feaee: aA tee: . en 
> - *. g oe geet. $e Sh WOE fora Sd 5 ey 
> ae ect Nee Le, ae paae, Yer = We We VY is eros & eh Bie oh oo 
‘ wy ail pee 9 eo hs) See ee: wee eA VAT PY oot one ee 
, ri Shs ee melee - \ (eae NM Wi EP ee PH te bee 7 r aig 3 Bs 
' > : one i ae poe ~ 3 Weis 3 3 ey ea) AL Wyle n= ce ap ame; % 

: {a aay Bee ke Pat ft es 134 Gee a, BANS ANY Vai eo 2-4 ee 
ae “wh: ta _ PTA eae ON a ; eel ‘ 
as eee ys hy, Ac, TAA A ANT We A eT 3 MS ; 

, - 4. joe ; tae ; PAA Soak SR NN SS Si Se oe ji ego t d 
7 a Meee ci A pan ® 3 % 4 ba at \ y » Bo ee Meds Se aif 

) ee yg = ee ee: RD SNA Ge) SS a ee 
a , ie ren. 7 eet? * we 5 8 Ge ey * \ q A a. Ate $ i 

: 9 . ee 9 fais a eo, Vas VV AR Wt ee af 
- : Og eat ee 2 Y i hs Baer tao : 

ie B08 | ee i i a . a = a4 Ya \ ANN NN ~ ef Paar a ze ? 

P : Be. aie Bre =a : aa a.) “6 souls a as ON 2 

= «sy Se 2 tat RIAN ANE es +4 
tee Sa ot F- - . beets ae a iu caer vee ie fe Be 
; ee P 4 , ‘ on : Nien ee 5 me. Pe x a ok mee SB ,' “a : 

rs ad i caf i pee alte RS if aan Nae . J. ieee ts ee “3 ‘ 
a. oe Se el : oat a 0 Be. a r ee a has 
ss published survey. eee bys a of at scat Pie aon. Cena Fe” ah Cael 
” es ee ee * : Set : cain ye. Ge ees + 
aie . be 4 by \ 4 
ee * 
ae 
1. by eee 
_ : 
ECONOMICAL PRODUCTION — re s per 
' CA DITES aie f 
. a ies. 
LocAL GRAVURE MAGAZINES - 
s : Itc: te ee . 
PO > ‘ . 4 3 
‘ Nah 
2 ee ; s 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL ‘ 
NEWARK WEWS © NEW ORLEANS TIMES PICAYUNE STATES 
a PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT : 
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New survey shows that 32 million people 
read an average issue at least five different times 


Now advertisers can evaluate America’s leading maga- 
zines by an important new dimension . . . “exposure days.” 


A new nationwide study now reveals the number of 
days on which readers pick up and read a magazine—that 
is, the minimum number of exposures for an issue. 


The Reader’s Digest has an audience of 32 million 
people. They read it on 5.3 days apiece. That means each 
advertiser has more than 168 million opportunities for his 
sales message to be seen and read in the Digest. 


This is three times the opportunities found for any 
other magazine measured. 


The study, one of the most comprehensive ever, was con- 
ducted by Alfred Politz Research, Inc., and approved by 
the Advertising Research Foundation. Seven publications 
were studied: Reader’s Digest, Life, Saturday Evening 
Post, Look, Good Housekeeping, McCall’s, and This Week. 


The Digest has twice the circulation of any other maga- 
zine. It has a substantially larger audience. More people 
read the Digest, and read it more often than any other 
publication in America. ’ 


Advertising to this audience—in the Digest’s atmos- . 


phere of faith and confidence—can produce remarkable 
sales results . . . at amazingly low cost. 

The Politz study also provides other new market and 
reading facts of value to advertisers. It shows the latest 
comparative data, for instance, on magazine coverage 
by income, age, and family status . . . and ownership 
and recent purchase figures for major items by reader 
families. 

For a copy of the summary and highlights of “A Study 
of Seven Publications,”’ write Reader’s Digest, 230 Park 
Avenue, New York 17, N. Y. 


People have faith in 


fReader’s Digest 


: The Nation’s Largest Magazine Audience 
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Paul Kesten, Former 
‘VP of Future’ at 
CBS, Is Dead at 58 


New Yorx, Dec. 6—Paul W. 
Kesten, 58, former exec vp and 
board vice-chairman of Columbia 
Broadcasting System and a key 
figure in the development of tele- 
vision before his retirement in 
1946, died Dec. 4 in Great Barring- 
ton, Mass. 

Born in Milwaukee, Mr. Kesten 
at the age of 21 became advertis- 
ing manager of the Gimbel Bros. 
department store there. He already 
had seen service with the Marine 
Corps in World War I. Later he 
worked for several advertising 
agencies in Chicago and was an ex- 
ecutive in a clothing chain before 
joining CBS in 1930 as sales pro- 
motion manager. 

He was named to the board of 
directors in 1937 and appointed vp 
and general manager in 1942. The 
following year he was named exec 
vp, and in January, 1946, he be- 
came vice-chairman of the board. 
Ill health forced him to resign a 
few months later, but he remained 
in a consultive capacity. 


= Mr. Kesten’s work as CBS sales 
promotion director provided the 
first detailed breakdown of radio’s 
audience in terms of population, 
which enabled the company to 
show advertisers what radio could 
do 


During World War II Mr. Kesten 
was director of the War Advertis- 
ing Council. From 1942 to 1944, he 
also was director of the National 
Assn. of Broadcasters. 

On Oct. 11, 1945, Mr. Kesten dis- 
closed to the Federal Communica- 
tions Commission that television 
pictures in full color had been sent 
the day before from the CBS office 
at Madison Ave. and 52nd St. to 
the Chrysler Bldg. at Lexington 
Ave. and 42nd St. He had started 
work on color tv as early as 1936, 
and although not then an officer 
of CBS was known as “vp in 
charge of the future.” 

It was Mr. Kesten who brought 
Dr. Peter Goldmark into the CBS 
organization as an engineering ex- 
pert. They worked together on col- 
or and, in 1944; in the new ap- 
proach to tv production, forestalled 
development of inferior, rapidly 
obsolescent sets. 

After his retirement in 1946, Mr. 
Kesten became a director of Cin- 
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erama Inc. and was chairman of 
the executive committee of Cin- 
erama Productions. 


HERBERT METZ 

New York, Dec. 6—Herbert 
Metz, 64, retired director, district 
manager and former advertising 
manager of Graybar Electric Co., 
died Dec. 4 in Doctors Hospital 
after a brief illness. . 

Born in York, Pa., he was grad- 
uated from Pennsylvania State 
College in 1914 and joined Western 


Electric Co. In 1919 he became 
power and light advertising man- 
ager and in that capacity pro- 
duced the first Western Electric 
motion picture, “The Go-Getter.” 
In 1922 he was made power and 
light sales manager and shortly 
afterward also took on the job of 
advertising manager of the com- 
pany’s supply department. 

Mr. Metz headed the advertising 
and publicity program used when 
Western Electric supply depart- 
ment became *Graybar in 1925. 


Later he was elected to the board 
and became district manager here. 
He retired about two years ago. 


MICHAEL M. BLEIER 

New York, Dec. 5—Michael M. 
Bleier, 56, president of Feature 
Publications, Pioneer Publications 
and Crestwood Publications, pub- 
lisher of magazines, comics books, 
technical books and fiction in 
pocket-size editions, died yesterday 
of a heart attack at his home here. 
Born in New York, Mr. Bleier 


Advertising Age, December 10, 1956 


started his business career as a 
representative for a magazine sub- 
scription agency. 

Later he got into the premium 
business and started publishing 
books as premium offerings. At 
this time he organized Pioneer 
Publications. About 15 years ago, 
he started Feature Publications, 
publisher of the Prize comics 
group and the Young Romance 
group of papers. A few years later, 
he started Crestwcod Publications 
for the publication of technical 
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Advertising Age, December 10, 1956 


books and pocket editions of pop- 
ular fiction. 


HAROLD C. BAKER 

Newark, Dec. 5—Harold C. Bak- 
er, 71, vp of Fischer-Stevens, di- 
rect mail and advertising agency 
specializing in medical products, 
died Dec. 3 at his home in East 
Orange, N. J., following a heart 
attack. After graduating from 
Cornell University, Mr. Baker was 
associated with several compa- 
nies before joining Fischer-Stevens 


about 30 years ago. He had been in 
semi-retirement for the past three 
years because of ill health. 


FRANK BEVERIDGE 

WESTFIELD, Mass., Dec. 5—Frank 
Stanley Beveridge, 77, board chair- 
man and former president of Stan- 
ley Home Products, died last night. 
He had a cerebral hemorrhage sev- 
eral months ago and suffered a re- 
lapse last week. 

Mr. Beveridge started his busi- 
ness career in 1904 as a photogra- 


pher’s representative for Under- 
wood. In 1913 he joined the Fuller 
Brush Co. as a door-to-door sales- 
man. He was named a district man- 
ager in 1916 and a division sales 
manager in 1919. He was vp in 
charge of sales from 1921 to 1929. 
He then joined Real Silk Hosiery 
Mills as associate sales manager. 
In 1931 he started his own busi- 
ness as a manufacturer of 
brushes, cleaning equipment, 
waxes and polishes. In 1951, when 
Mr. Beveridge became board chair- 


man, it was announced that his 
company had doné a gross business 
of $70,000,000 the previous year. 
He was succeeded in the presidency 
by Catherine L. O’Brien, who 
helped him found the business and 
who had served as exec vp, general 
manager and treasurer. 


MRS. LEE J. ROUNTREE 
BrYAN, TEX., Dec. 5—Mrs. Lee J. 


Rountree, publisher and managing 
editor of the Bryan Daily Eagle, 
died of cancer today in Bryan Hos- 


pital. Mrs. Rountree took over her 
husband’s duties at the Eagle! and 
also his seat in the Texas legisla- 
ture, when he died in 1923. She was 
the first woman managing editor of 
a Texas daily and the first woman 
president of the Texas Editorial 
Assn. 


Leon Adds Vivo, Muralo 

H. S. Fromme & Co. has ap- 
pointed S. R. Leon Co., New York, 
to handle advertising and mer- 
chandising for Vivo Italian-roast 
coffee. A cainpaign, aimed at in- 
creasing distribution of the coffee, 
is being planned for 1957. Leon 
also has been named to handle 
advertising for Muralo Co., Bay- 
onne, N. J., maker of Spackle, 
Ultra Gloss floor wax and a line of 
vinyl and emulsion paints. Leon 
Co. has resigned the account of 
F. O. Pierce Co., paint manufac- 
turer, effective shortly after the 
first of the year, because of the 
“competitive nature of the two 
accounts.” 


Give 

the Gift 
you'd» 

like to get | 
yourself 


Hennessy is available everywhere, but 
you can now send Hennessy as a gift is 
friends and business sssociates in.30 states. 
For information, write, wire or phone: 
Beverage Gif Service, Dept. H, 

City National Bank Bidg., Beverly Hiiis, 
California. CRestview 1-6286 
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Bernhard Sees 12% 
Hike in Magazine 
Ad Revenues in ‘57 


New York, Dec. 4—“Advertising 
records continue to be broken. 
During the first nine months of 
1956, magazine ad revenues gained 
10% over the 1955 period, network 
television ad expenditures ad- 
vanced 21% and total ad revenues 
posted a 10% rise. 

“For the full year,” predicts 
“The Value Line,” investment sur- 
vey published by Arnold Bernhard 
& Co., “we continue to estimate 
that ad volume will reach $10 bil- 
lion, compared with $9 billion last 
year. 

“However,” it adds, “it now ap- 
pears that 1956 magazine revenues 
will not exceed $815,000,000 (a 
previous projection showed $830,- 
000,000) .” 

The report notes that only two of 
the six publishing companies in the 
group it analyzes are expected to 


JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketiag, is 
James D. Woolf’s column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
ae Mtge ree 
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now. Mail coupon below. 
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report larger earnings than in 1955. 
“These two, McGraw-Hill Pub- 
lishing Co. and Time Inc., already 
have increased dividend payments. 
The chief reason for the decline in 
profits of the other companies,” 
the report says, “has been a sharp 
increase in promotional outlays.” 


@ The Bernhard survey expects 
total advertising expenditures in 
1957 to reach $11 billion. 
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percentagewise, than in the current | postwar period.” This, it says, has 


year,” the survey says, “because of 
sizable space rate increases posted 


by publishers. We estimate maga- | 


zine revenues will reach $925,000,- 
000—about 12% more than in 1956. | 
While most periodicals probably 
will increase their space sales, 
much of the gain in revenues will 
likely stem from the higher rates.” 
Commenting on publishers’ pro- 
fit margins, the survey notes that 


been attributable to a variety of 
factors. 

“The basic influences—higher 
wage and material costs, increased 
| postal rates, and the debut of tele- 
| vision as a mass medium (which 


|deterred publishers from raising 


rates sufficiently to offset rising 
costs) affected all companies. To 
add to these woes, newsstand sales 
of most periodicals began to sag 
and, in order to maintain space 


the number of subscriptions so as 
to at least maintain circulation 
bases.” 

The survey points out that a 
number of factors affect profits. 
It, lists these as follows: 


e “The ratio of advertising pages 
to total pages directly affects the 
profitability of a magazine. With 
space sales weakening in the late 
1940s and early ’50s, this ratio had 
a tendency to decline.” 


generally speaking these have 


“Magazines’ share of ad revenues 
“narrowed considerably during the |ra.es, publishers had to increase 


will probably be somewhat greater, e “There has been a trend toward 


F. W. Dodge Corporation and The 
/ 


are very glad to announce 

the knowledge, experience and 

in their service to the 

hospital professions. The separate 
publications and services 

we believe the already great 


by this pooling of 


THE MODERN HOSPITAL PUBLISHING COMPANY, INC. 
919 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


The Modern Hospital «+ The Nation’s Schools ¢ College and University Business 
Hospital Purchasing File (Published by Purchasing Files, Inc.) 
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allowing advertisers greater dis- 
counts from posted rates for more 
frequent advertising in any one 
magazine and for more advertising 
in severa] periodicals of any one 
publisher. The problem here has 
been to attract the largest amount 
of space sales at the highest pos- 
sible price.” 


e “The number of distribution 
points affects not only the cost of 
distribution (it is cheaper to dis- 
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number of diversified points than 
from one area), but also the effec- 
tiveness of distribution, because 
there is closer control over widely 
scattered areas. 

“The methods by which publish- 
ers coped with these problems, and 
the degrees of success which they 
individually achieved,” the survey 
says, “indicate, in large measure, 
the quality of management.” 

The survey predicts that costs 
will continue to rise. “However,” 


increases which probably lie ahead 
should be far more than sufficient 
to outweigh further increases in 
publishing costs. 

“Net benefits from future space 
rate increases,” it says, “will prob- 
ably vary considerably from com- 
pany to company. Those companies 
which have relied principally on 
cheap subscriptions to build cir- 
culation will probably continue to 
require heavy promotional outlays. 
In addition to the circulation- 
building. expense, rising postal 


rates will expand the costs of dis- 
tribution. é 

“Publishers who have catered to 
the public’s changing interests will 
not have to spend so much to hold 
and build circulation. Moreover, 
the latter group will probably en- 
joy greater stability of earnings. 


s “On the assumption that televi- 
sion no longer poses the competi- 
tive threat that it did,” the Bern- 
hard survey says, “we estimate that 
the magazines’ share of the total 


tribute national magazines from a | it notes, “the magnitude of the rate 


Modern Hospital Publishing Company 
an afhiliation which combines 
facilities of the two organizations 
architectural, educational and 
entities of the organizations and their 
will be maintained, but 

strengths of each will be heightened 


publishing resources. 


F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


Architectural Record « Dodge Reports « Sweet’s Catalog Service « Dodge Statistical Research 
Service * Dodge Books * Dodge Bulletins + Daily Pacific Builder (San Francisco) * Chicago 
Construction News « Denver Daily Journal « Real Estate Record and Builders’ Guide (New York) 
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FOREIGN INFLUENCE—-Robert Bruce 
Inc., Philadelphia, will introduce a 
new Seafarer line of men’s beach- 
wear next spring. The ads will use 
a backdrop of Hiiton hotels abroad. 
This trade ad promotes the com- 
ing campaign. Feigenbaum & Wer- 
men is the agency. 


advertising melon will expand 
to about 8.4% in 1957 and to 9% 
by 1969. 

“If advertising budgets continue 
to increase as they have over the 
past ten years—and most observers 
expect that they will—total adver- 
tising expenditures in the 1959-61 
period would average at least $14 
billion per annum. At 9% the mag- 
azines’ slice would approximate 
$1.3 billion, 60% above the current 
level.” 


Cuiex Now Packaging Hand 
Cream in Plastic Tube 

Northam Warren Corp., Stam- 
ford, Conn., is now achieving na- 
tional distribution of its Cutex 
hand cream packaged in a plastic 
tube. Made of extruded polyethy- 
lene, the tube will not crack, dent, 
break or leak and is being pro- 
moted as a corvenient-to-carry 
container. The hand cream is the 
Sheer Lanolin formula introduced 
this fall packaged in a jar. In the 
tube, the cream retails for 43¢ plus 
tax and comes packed in a one- 
dozen counter display unit. No ad- 


‘|vertising is planned so far, al- 


though a cooperative advertising 
plan is now under consideration, 
and there is the possibility of a na- 
tional campaign after the first of 
the year. J. M. Mathes Inc., New 
York, is the Cutex agency. 
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CATERPILLAR 


a 
sail pulls into 
DYNAMIC DAVENPORT! 


The acquisition in late August of a fast-growing 
Davenport firm by Caterpillar Tractor Co. means even 
more rapid expansion of this dynamic market area. 


To SELL Davenport, use .. . 


DAVENPORT 
NE 


en 


FOR THE TENTH CONSECUTIVE 
VEAR ** FIRST IN LINEAGE IN 
ALL IOWA AND THE QUAD-CITIES! 


WSPAPERS 


© EVENING 


SUNDA. 


TANN & KELLEY 


(*t.m. req.) 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE AND E. MOLINE, ILL. 
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Adman, Newspaper Man Debate Cash Pay 
for Political Ads—Without Cash Discount 


SEATTLE, Dec. 5—The view that 
advertising media discriminate 
against political advertising by in- 
sisting on cash payment, yet sel- 
dom allowing the normal cash 
discount, was expressed at a pan- 
el session before the Advertising 
Sales Club here this week. 

One of the panelists, Gerald 
Hoeck, of Miller, Mackay, Hoeck 
& Hartung, also observed, “I think 
there is media discrimination, and 
mainly it is tied up with money.” 
As the agency plans a political 
campaign and places advertising, 
he said, “Always there is one fel- 
low at the left shoulder who says, 
‘Where’s the money?’” 

Mr. Hoeck suggested that in- 
sistence on cash payment for me- 
dia means that the “agency often 
assumes the risk at no greater 
profit than the media.” 

To the repeated question of why 
there is no cash discount for cash 


me 


Does frequency of insertio 


Greater frequency of insertion, in itself, builds a readership- 


political advertising, Paul Noble, 
representing the Spokafie dailies 
and speaking from the floor, noted 
that his publications do give cash 
discounts. But he questioned 
whether agencies really want me- 
dia to extend normal credit for 
political advertising since, he said, 
operation on a cash basis served 
as protection to the agency. 


® Panelist Donald B. Kraft, of 
Honig-Cooper Co., noted that “a 
great deal of the fault with poli- 
tical advertising and its timing 
can be attributed to the people 
who are responsible for the budg- 
et.” Contributions often come in 
too late to permit effective plan- 
ning and scheduling, he said. 
Speaking of political advertising 
on proposed laws that reach the 
ballot by initiative petition, David 
Pollock, of David Pollock Agency, 
commented: “It has been more 
important to the voter to know 
who is for or against a proposal 
than to know what the proposal 
means. ... We are all guided by 
example. Nearly every one would 
rather be wrong and be in good 
company than be an odd ball. 
“Political advertising takes this 
into consideration, just as does all 
advertising,” he said. 


Publishes Merchandising 
Methods Newsletter 

“What’s New in Merchandis- 
ing,” a monthly newsletter on 
merchandising methods, trends 
and ideas in all fields, will be 
published by Harry Singer & As- 
sociates, merchandising counselor. 
The newsletter, Singer says, “will 
carry a digest of the latest mer- 
chandising techniques being used 
throughout American business by 
manufacturers, wholesalers and 
retailers. Monthly prizes will be 
awarded to the subscribers send- 
ing in the best merchandising 
ideas.” Subscription is $10 a year. 
Singer’s address is 55 W. 1ith St., 
New York. 


Richman Joins Olian & Bronner 
Al Richman, formerly a tv writ- 
er and producer for Malcolm- 
Howard Advertising Agency, Chi- 
cago, has joined the creative staff 
of Olian & Bronner, Chicago, 
where he will concentrate on tv 
production and writing. 


bonus over and above the excellence of any particular ad. 
Advertisers who use 12 or 13 insertions per year average 

27% greater readership per advertisement and 22% lower 

cost per reader than those who use one to five insertions 

per year. 

These findings are from a McGraw-Hill Research Department 

analysis of Starch readership ratings for 706 one-page : 
advertisements in seven product groups. The Starch 

“read most” scores were used in this analysis. All ads 

appeared during one year in two McGraw-Hill publications. 

Copies of this Data Sheet (#3053) are available from 

your McGraw-Hill man. Studies such as this are a 

continuing project at McGraw-Hill . . . all designed to i 


Some folks say yes to anything just 
to get an order . . . but disappoint 
their customers. If we can’t make 
your deadline, we say so. Phone 
Betty Wolfe at Willard, Ohio, 231. 


Mail Coupon For FREE QUALATEX Baliees \ntermation 


provide a better understanding of how good advertising in 408 Tiffin Reed 
good business publications can help create more sales. Willard, Ohio 
Please send me: 
(C Name of my nearest QUALATEX 
Distributor 


0 Copy of “Advertising Balloon Fact 
Pack” (ideas, samples, prices and 
imprint worksheet) 


NicGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED Fiem 
éien | 
4 )) 330 WEST 42nd STREET, NEW YORK 36, Nv. ¥. Ae | 
City Zone —— State | 
MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
f s ., “ oor. ae : ae ; 
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Throughout the West this month, families are planning their holidays with Sunset Magazine 


It takes 3 magazines (all Sunset/ 


icture Western Living each month 


That's because people live differently in different parts of the 
West—their homes, their gardens, their travel are different. 
Foods are different according to the season. And SUNSET 
knows and reflects these differences all year long. 

How does SUNSET Magazine do it? By publishing three 
separate editions every month...each edition packed full of 
specific home, garden, travel and food features for a basic 
region of the West. 

There’s one big SUNseT for the Northwest every month 
with gardening tips for that particular climate and with food, 
travel and home building suggestions “tailored” to that area. 
Another edition goes to the Central region of the West with 


LANE PUBLISHING CO. 


similar—but specifically edited—features for that area. And 
a third edition is written with special “what to do's” for the 
Southwest and Hawaii. Advertisers, too, can take advantage 
of these three SuNseT editions by using them individually 
or changing copy from one to another. ; 


And it works! Thismonth you'll find hteetiens.. frém the 
snow areas to the beaches and deserts — planning their holidays 
through SuNsET. Because wherever Westerners live, SUNSET 
comes right to the point and advertisers can come right to 
the point—the helpful point—that makes SUNSET the West's 
most followed and believed in magazine. The magazine of 
Western living. 


Publishers of Sunset Magazine and Sunset Books 
Menlo Park, Califernia 


veg 


Med. 


eer oe * |) ae i. _ 
[2 ee oo ee er 1S Die We ee ie ae arn _— _ oy. =e 
Pe al one cee 2 ee: ee ed ae eon ee oe ee M pee ol. EE 6 Bena Pk ae cae 
Peat, as ; A : 2 + ie at ‘ee. eo ane ees Se = 4 ee Bete. see ae ee es oe a eee 
Tee 4 SS . le We ? £ “ 
. " as 
5 
’ , a } é | ‘ | i ! + sae ‘Seditetnedanie ™ “St oe ae r * + et neem : 
; 4 reer . a 4 a re fo i . Ae a * we 
eee ee “ae. ve pie + ks ay ; : / tn a me suai ows er iin v % . 
. ~~ : , 2 gee? Oe ' vi a? see oe vee tks. RAL at > = | a } : 
\. ae ES Sees oe : ‘ .. ce . wks : < : : es 
“ih “ne “sa ww 4 rl za |) a ; ae a 5 } ; 1 
ce oe i ae babs te i a pis eae Ee § t £ 
‘Loe es ee) Ba. Tiles ae “1 as RN San ae i oT 4 ae eae 7 >= Sp uk vo * 3 . ~~ 
a a Bee sO ae Rook hy a ae, ¥ he 4 ee eo a Boe 2 J ¥ 
Pore Merete — as t a it ee 7a fie — : tte eae : \ Poreey  ——— isa 
a nf Tete Be aE 1 —— } ii “here gia ayo Ay: = Re ie? ’ gen a 2 ' " ) oe > ; r ~ : 
Wd hl ta Ht bi Tals Ty wibid  *) a i - ae si een ea) if - 
ere Wh Bens ee 4 eh i i 2, are wre : \Yo i re 
ee WT ee a Me a ) ———— ‘ 348 j 
Ht ; Ta eae be ef Jie ge eee to Ss ee ; ee a’ F 
Re a th my | ak He ee 4 a ii ; : «e are \'\\\ ae : eer 
| ey AY tit ihe ; : a x a NYY Beate ‘ 5 es : 
a oe no : i i - \ f ,; = ' 2 
fae a le AP aud er 2 te ; . | \ : . : 
fee See ‘ £7 . ™ >a , v ip ' of | . ae ; Peale mld i 
Piso gee eee a J ——s : ? i Md = Vy . . > oi : 
1b ee | ot 7 li - ap | ese 4 ae | " 
> ae a ~ = ~~ A . ‘ ri \ ; i 
> a ~ am " ¢ ‘ ats * : wa Vv Py A a ¥ : 
é fe a jn J £2 iii — oe Pe Ne \\\ (eS ae Me ~ 
' ‘ a / om  S ; : eer s an pars te e's \\ Ce ee we Ree Ral = ws : 
; a ’ a ° uw c=” 4 . 1. \\} en roth a . 2 “op By 
. : San ; ee a fs | aaee aaa ; i! ‘ a, 4 : 
: ae ~ (<n 7 ot 2 oS ee = 5) 4 , es ie - = mq ce Fy \\ eS oS os as i BS a 3 : 
ee) at. a a fk ee 1a . 3 } : ; a ‘ a Ce yy oe Deg i Ce f 
4 er Pr ee shiek aa ; 1; oe “i ye ae ' = Rnd Sen : JE + 
j ONG a a owe Ge. ee t ; ; * ees -- : is ne oe i) aggre : sa ~ - 
Bi i * ; me 2 sn o% ‘" Qo. ; ok ae Pe RPE ate gf ae oe . Ne : 
eo a hh ei a lk age: 1% : ea = ee ae a eee jade , 
— o Ww —_ 1 rg dial Caer ; i: - py — ae aan { . > aM 5. aie bd ; 
‘ae Fat > a re . e* ie . 1 } i : . 2 <——e os * ae 4 \ \ a i me 3 ee 
re ieee ay ov. Ns ; ie it Le ‘& i, | Sa 5 al . ae 
4 {~~ 2 se _— al Bi} nt onde S ee ee at me . CU 
> oe an Sw Oe wp, J “ ' : py ‘ ww * ee uae \\\\\\\ ae ; 
He ee ‘3 : : ; 7 : i - : - . , } “ae ay fi . 2 
— yn mt 3 ae wed ae? . oo fhe ie - 7% wae 2 re; “ 
i = SON A ae. hs } ape WS wees ; a 
tiger oe iS 62 in ae we r aC Ne gps. “ae é 
oS, foe. ns” we ie ‘ } ores F ¥ | pet Sane YW ; 
et Ce hee ag hie = Sita, deel oes ee eS v 
oe age ae ; eas oe bs, t 4 2 ~r a yee Rane A a mf Bi . 
fel = see PO eer es Rot P ae oe eee “ ‘ “ . Peete ve ae. 3% \ a ime ee - ie ; 
} er eee -_ a ‘ _ ee Pet os, Bret - ee ae Nt Sigh — 
aes bee - Z oe 2 ; , {ley Ree Wee || \\\ et aml are ‘ 
a Be Se ae “ : , . <, aaa 
. ee ee (ante ae Sg : | ae a Vie. . eae oo fr : 
A a “3 ti. 5 Sacre 7" eS = gy Vig, See ince) + 
{ ee J? ae el 7 a ae Bo. 2 age a Sn ~~. \ a eae pe SUA? Si . 4 - 
; eS Bate: a 33 a of ie pee a ‘ “ ° ra Se rae 5 eg oe : 
i ae iovgee 383 abe + : —” a ? Ce. ot oy 4 a , ebb oi Pl Fi : 
Me ey aa eS ae Bee eS 2 Se p 4 % 
ee Beis | a Pe ee ¥ Pees ] ieee =| at ‘hee hy ae : r : | y * 
ees Beas, ae : ye a. La a. li : s ae 
i, So An eel r ‘ ‘ 4 ae : va * algae Sg ae. hy t : me...” Recor... satan \ Se ‘ pe 
- a? See a : a 7 | aae ; 7 . ag °F a co eee Fs, 5 
a ee ed * Sa 4 es , ie ‘ S $ " Pe ios ee ae: | Bf 3 
+. Reel a’ ‘ ees" b: ia o ‘ “2 hang oa Bs a : ¢ < ry a 
: a E: z ; Awe eo ene e 3 iA ‘ ae Sa i } ( - = 
2. See : ; Sion. fi es 7 te a eee uf - = 
ke 02 Sei ; 7 oe ee —— hi a. és s, - Rs ces A i ‘ 
ae woe “yaaa ea : % a el q ey e, «* Bae -- Se ea ee ; : 
ee mos Pen Ge Ei’ /s) 4. cee OS : ~" 
Sale x ‘ 7 B ° es Re) a aa - ts] ie a oie. - ~ ae i ! 
Bar, : : i . § oo ae : / § iC 3 : 
.~s : . 4 4 ty > = i. 4 * ds aA, a; F: . os 7 ™ a cat aa | ? ae a 
Nie 7 ¢ . bea it : 4 ~ Fis Bos. Rs a eb 
a . a ay yee : 4 > bp! | as, Beer. ae og 
Z $ ’ . a : “a ie 2 t § |: f po o . aie ee ike Soe ; “od ae 
oF - ° & 3 ae 7 oo - A ‘ 4 a i - y ; an 
a ee z v . Ned ay . — ¥ : ‘ . oe te aes: 2 , ; 
Ciug et jee. — : re , # ie | i A ~~ * . ae ae Pait ce. a :. 
a oe a, * = a i | ‘ga <. * eS a : S : 
ioe tl ae: ? a a re J “g q ‘ “SB — = io a } : - 
lll te A, a 5 Se uf . Cane AT a ae : : = 
fee oF oS eee ate "' oe > “| > @ a a ‘ee "ER . fe 8s “9 
es ere ie 3 ‘SS te Se a eee . 
a LP ae eee ae. ll eti(‘( - wae ' . > . —_ ci + oe : , e, 
oe | ee e ees = Te - , a ieee De ‘ ate ee Psat a ; é : 
Sh pages ty res mr ee , hee cae Saar: 4 ey = b — esa ee : Ul 
‘ <a, : nee - 23 é ee a 7 ae ae *S apa - OR Edie) jo a : ia ia #2 ae a Ss rook ; Be % rs oa x “se 
moore ae 4 en le , aa al lpr. ~~ =e fs . 
pies eee aan oe ae > re , , ee fie , he \ ie | . 
arte ny mins BY a i iio 2 6 ee | q . is 2: ee ie : * 
Nay id ge hee ae - a Re x ae a4 ; f- bats i he f , c es 
oe ae . 20h ee wi ad | Foal A, — # : a is 
a re genie Ge 22 ae ask —— ie al ee ae » “th. = : 3 : 7) * ‘ 
oe Ul a eo WV, is eNO a 
cals: ee oe — Bek, ee “3a — as .Y \ ae ge as Ke es * 5 
ex eee _ Rhus a ie “ ‘: Sl Kis oO ye i rc . sg 
a. en — as ae B j pte © os c. z oe a ah 
ee a fe ae a ae : ~*~ : : = i sn < aetna ““ * es - ~ 
, ee Ee ee See i — i re ae i‘ aa ay ( ; 
a — i: a TS. ae ae v Ai Fr ae wea: 4 : 
ee : “a it . x > - a mo. eae x -—~* e-— ie x ag sa s ¢ he ae § £ Ade i “s ee, 
ne cee a ‘Soh wa o . << . a - ye > py ee : oe ae mi : 
~ Ps eee Hei —— a ee x“ : ato ve é ae eee | \\ |i) we Fo ‘ fre hs 
Be ae a a = \ : a: op OS” CS ~~ a a hi 
a. (le > ae ‘ ® =e ee > i oe \y fs . ye 
Re geo: Ce a ae a gt Sake = Cr, cae Ee “Aa : 
rd ah eevee, ee 5 a ek : 3 a _ x Pen = % ye  » Bae | eis : oe 
ee ii ae as 4 i ! eee! e : 1/@ cea = ~ 5 ee & vi } = ‘ ae 7 
- oj Sagi ee a ‘ es a i - an” ee or 4 a ws , AG ‘s ryt hese ot 
ne eee . ae pene : Rents : i : x gf oe | or ae we eS rg 
i oa ad Pte Ma : = . 4, m aN a ee a 2 net ‘ ee said “ : ; fr er i Ag ot <7 we +% Fe = ‘J E- 
ar: “eet Sue ia. aan ae ae 7 be ail ne + a a / i : f. — 4 ,. 1 
ce ee - ) ae 5 a... = sa = “3 
oe 2 ee «6 =< te — ia * —— oo 
sie a ws - Po ee B. te see ah ie Pe - gata 2 SS Sin id 3 
So we! oe oe Sa ene sf ‘ “ a 2 tae ag OT an eee 
a oa - e oo ee : Ros Sie a ., ‘ oT a Pee ‘iad ot aa a we « at an | oe a 
: Dy see tape | ae, — ia en ee ee ‘<5 mae aos - BAO ee ms, » on, # 
a ae. - a se . anal a — 4 %i* Oe ut roa are ee. is - - Sing £ tae 
. ees er. E ce es as ——- | <n. ne ; 
feNe Sea et Bn; jets Tes : ae Sel a anid yO ne ‘ano fr 
eS ae ..¢ a _ oe — x Seer “4 : : 
ae i ees ee ——— é - eae ute ihe a Qs —Sa z 
wemgee gg a ie _ — ee ey, ae Se at "aay a 
re = i Fr ie : 
Pe Be’ fo. ee a CT é 
yy Ss a> "t 7 . é ee ee ores - i a stan” at ¢ af 
wih, jie are a : = <= een eae : 
SS Se x 
Me 
to ie 
WASUINGTON he 
NORTHWEST EDITION : 
OREGON e 
ee e fie 
NEVADA " 
- 
ENTRAL EDITION oe 
c eee e 3 ” 
ee cecvepecs y 
ry Bes 
2 “ 
¢ f 
-, bert 
4 E 
THWEST EDITION 
MEE 5 
a DL eee a 
ee « 7 
‘ > 
Sn Ret gre "y - es 
2 ae eee oe ee oe Be coe «4 she ‘ : . : a 
Gee. See Se ae ll Ee ee SN 
~ EE Go Ae eS ; eS fs | an ee cae ae a) eee. ae ie he I Wa gees 
oc. eee es ee eit Be : “i ee ey i ee ee ce a OR ees ec erm a ee ee cab ies ae 
eS We cls min SL ss AEE ea cleat ae i oa ae + TAs amare = eo a ieee ee ly eee ae: a j 
le 29 = i ae ad.) ier Pe fa oe . esenae Reema s F o25, Mo Aya se avo 


34 


Test and 


Pittsburgh 


market . . 
Panel of 2,000 


® Blind Product Tests 
© Opinion Surveys 


2 GATEWAY CENTER, PiTTSeURGH 22. 
Court 1-0220 


know the 


Pittsburgh families available for: 
* Promotion Penetration Studies 


Market Survey Bureau 


Bedell Criticism 


of Movie Ads 
Draws Rejoinder 


New York, Dec. 4—A spokes- 
man for the motion picture indus- 
try has taken sharp issue with 
Clyde Bedell’s views of movie ad- 
vertising as expressed in ADVERTIS- 
ING AGE Nov. 12. 

The spokesman, Taylor M. Mills, 
director of public relations of the 
Motion Picture Assn. of America, 
in a letter to S. R. Bernstein, editor 
of AA, accuses Clyde Bedell of 
striking “a low blow at his associ- 
ates in the advertising profession.” 
He also accuses AA of being re- 


sponsible for “this vitriolic and 
untruthful reporting.” 

Mr. Mills’ letter follows an ed- 
itorial in “The Film Daily,” signed 
by Chester B. Bahn, editor, who 
quoted the Bedell column and in- 
sisted the industry needed “truth 
squads” to combat such views. 

“The fact that ADVERTISING AGE, 
a respected trade publication, gave 
space to the Bedell canard may 
well cause many outside to give it 
unwarranted weight,” the editorial 
said. 


® In his letter to AA, Mr. Mills 
said: 

“Clyde Bedell (who represents 
himself as an advertising consult- 
ant) in his column ‘Looking at 
the Retail Ads’ in the Nov. 12 issue 
of ADVERTISING AGE, has struck a 
low blow at his associates in the 
advertising profession. 


One Contr ay Deliver 


FIRST IN TOTAL 


=-—) 


o ADVERTISING FOR 30 CONSECUTIVE YEARS 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh 


2 
ot * 


Advertising Age, December 10, 1956 


“In saying that ‘movie advertis- 
ing is the slippery eel and corner- 
cutter of top rank in advertising,’ 
he is damning some of the most 
able advertising people as well as 
such reputable advertising agencies 
as J. Walter Thompson, Buchanan 
& Co., Donahue & Coe and other 
equally distinguished agencies 
which include among their clients 
some of the leading motion picture 
producers and distributors. 


® “Clyde Bedell must be describ- 
ing his own creative stimuli when 
he refers to motion picture adver- 
tising writers working ‘in a cubicle 
of some kind, with a bottle of ab- 
sinthe and a bag of colored crayons 
and a stack of “feelthy pictures 
from Paris!” ’ Certainly this is no 
intelligent description of the adver- 
tising directors and their able staffs 
who prepared the motion picture 
advertising appearing daily in 
leading magazines and newspapers. 

“Responsible motion picture crit- 
ics have recognized that the 20th 
Century-Fox film presentation of 
Rodgers and Hammerstein’s great 
stage production, ‘The King and I,’ 
has heen superbly brought to the 
screen. The advertising for this 
magnificent color film likewise has 
been truthfully presented and in 
good taste. Bedell’s castigation of 
an advertisement for this film is as 
accurate as his description of mo- 
tion picture copywriters.” 


= (In his column, Mr. Bedell re- 
produced an ad for “The King and 
I” run by the Oriental, a Chicago 
movie theater. It showed Yul 
Brynner, chest naked, with one 
arm about Deborah Kerr’s waist, 
evidently pulling her toward him. 
Miss Kerr is dressed, in the illus- 
tration, in a low-cut gown. Mr. Be- 
dell commented, “Having enjoyed 
‘The King and I’ on the stage, and 
having seen Bangkok in reality, I 
was eager to see “The King and I’— 
movie version. I kept this ad I saw 
before the movie, feeling sure that 
Yul Brynner and Deborah Kerr 


would never even approximate the 
illustration shown in the ad. 

“They didn’t. 

“Brynner showed as much as the 
ad shows. 

“Deborah didn’t. 

“The picture was good without 
it, as I expected it to be. 

“Wouldn’t it be wonderful if 
movie ads started telling, construc- 
tively and intelligently, something 
about the movie advertised?”) 


‘Inside-Out' Projector 
Produced by DuKane Corp. 
The DuKane Corp., St. Charles, 
Ill., is producing a new automatic 
sound slidefilm projector which 
uses an “inside-out” film feed 
mechanism. The mechanism feeds 
film into the projector from the 
inside of a roll of film, eliminating 
the need for rewinding filmstrips. 
Other advantages of the new pro- 
jector, according to DuKane, are 
a mechanical take-up for com- 
pactly winding the projected film, 
forced air cooling and a mechanism 
which prevents film scratching. 


Reed & Barton to Hockaday 

Reed & Barton, Taunton, Mass., 
silversmith, has appointed Hocka- 
day Associates, New York, to han- 
dle its national and trade adver- 
tising, succeeding Ogilvy, Benson 
& Mather, which resigned the ac- 
count effective Dec. 31 (AA, Oct. 
22). 


Plymouth Names Wangers 
James Wangers has been named 
sales promotion manager of the 
Plymouth division of Chrysler 
Corp., Detroit. Mr. Wangers has 
been a member of the sales pro- 
motion department of the Dodge 
division for the past year. 


Lois Morse Joins Blair 

Lois T. Morse, formerly with 
Sponsor, has joined Blair Televi- 
sion Associates, New York, in the 
promotion department. 


* 


*K 


* 


From all of us, lo all of you, 
a sincere wish for a 


MERRY 
Lmao T MAS 


* 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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greatest dollar volume 


ADVERTISERS SPENT $6,100,000 IN WEEKEND IN 1955 


ower 1.150.000 net paid circulation 


IN THE UNITED STATES, O'MARA & ORMSBEE HAVE THE FACTS AND FIGURES 
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Spokesmen for TV 
Industry Ask Repeal 
of Tax on UHF Sets 


WASHINGTON, Dec. 4—Spokesmen 
for all segments of the tv industry 
have teamed up-in a “last chance” 
Crive to sell Congress on repeal of 
the 10% federal excise tax on all- 
band tv sets. 

Although similar proposals re- 
peatedly have been rejected by the 
Treasury and by congressional rev- 
enue experts, industry spokesmen 
went before the ways and means 
subcommittee last week and 
warned that this represents a “last 
chance” to eliminate a price dis- 
advantage which discourages the 
production of sets equipped to re- 
ceive the uhf band. 

Joseph Heffernan, an NBC vp, 
pointed out that lack of uhf sets 
prevents the development of ade- 
quate tv service in all parts of the 
country. But. Rep. Noah Mason (R., 
Ill.) expressed doubt that Congress 
should use tax benefits to influ- 


Serves Management 
e 

On Signs And Identi- 
fication Materials 

Whether they are searching for 
new ideas, new product uses or 
news of effective promotions using 
signs and identification materials, 
the planners of advertising cam- 
paigns turn to AR. Typical articles 


which proved popular with adver- 
tising managers are: 
“New 3-D Bulletins Gain 
Attention for Chevrolet” 
“Identification & Service” 
“Order your Signs Right & Save” 
“Plant identification” 
“Merchandising Program Builds 
Good Will” 
“A Trademark Comes To Life” 
“How to Get Better 24-Sheet 
Posters” 
“Martinson Creates Illusion of 
Animation 


Sells Management On 
Signs And Identifica- 
tion Materials 


AR. builds greater market accept- 
ance for suppliers of signs and 
identification materials with case 
studies—complete with pictures, 
“how-to-do-it” details, and sugges- 
tions for additional uses. Among 
AR’s outstanding advertisers are: 


Lutz & Sheinkman 

Burwood Products Company 
American Decalcomanic Co. 
General Outdoor Advertising Co. 
Ohio Advertising Display Co. 


Texlite, Inc. 


Whether signs and identification | 
materials represent your problems 
or weer prodxcts—turn to AR for 


ence competitive relationships 
within an industry. 


® The request for a tax waiver on 
uhf-equipped sets was supported 
by Sen. Warren Magnuson (D., 
Wash.) of the Senate commerce 
committee. He filed a statement 
pointing out that the committee 
recommended more than two years 
ago that Congress act to encourage 
uhf production. 

He warned that a comprehensive 
national tv system, with multiple 
services everywhere, and an op- 
portunity for numerous local sta- 
tions, cannot develop unless the 70 
uhf channels are used. 


A succession of witnesses from 


deGarmo Inc., New York, has 


other industries appealed for elim- | joined General Electric Co., Utica, 


ination of existing excises on 
household appliances, jewelry, lug- 
gage and other consumer goods. 

In addition, Charles R. Sligh Jr., 
chairman of the executive commit- 
tee of the National Assn. of Manu- 
facturers, proposed that Congress 
replace the selective excise system 
with a uniform tax covering vir- 
tually everything other than food 
and drugs. 


GE Appoints Robischon; 


Expands Lighting Service 
Robert E. Robischon, formerly 


director of public relations of | 


as manager of advertising and sales 
promotion of GE’s light military 
electronic equipment department. 

GE has also announced an ex- 
pansion of its marketing service 
within the residential lighting in- 
dustry. Five marketing and light- 
ing specialists, working from the 
company’s lamp division head- 
quarters, Cleveland, will work in 
cooperation with elements of the 
industry across the nation, GE says. 
The GE market development ac- 
tivity also includes an advertising 
staff to produce the national ad 
campaign the company has been 


Advertising Age, December 10, 1956" 


conducting in cooperation with the 
“Live Better Electrically” and 
“Light for Living” programs. 


Hiram Walker Sales, Net Up 
Hiram Walker-Gooderham & 
Worts Ltd., Walkerville, Ont., has 
reported its net earnings for the 
year ended Aug. 31, 1956, were 9% 
higher than for the previous year 
and sales were 8.7% above fiscal 
1955. Net earnings for fiscal ’56 
were $21,079,312, equivalent to 
$7.30 a share, compared with $19,- 
327,468, or $6.70 a share, a year 
earlier. Sales reached a record 
$370,927,502, up considerably from 


the $341,273,232 of fiscal 55. 
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SAG Okays $100,000 
in Back Re-Run Fees 
from Roland Reed 


HOLLywoop, Dec. 4—The Screen 
Actors Guild board of directors has 
voted to approve a settlement with 
the Roland Reed companies where- 
by actors will be paid more than 
$100,000 in overdue residual pay- 
ments on four series of tv films. 

The series are “My Little Mar- 
gie,” “The Stu Erwin Show” (also 
known as “Trouble With Father’), 
“Space Rangers” and “Waterfront.” 

The entire amount now due ac- 


tors will be paid over a period of | 
eight months, starting immediately. | 
The films involved were produced | 
under the guild’s 1952 contract, | 
which provides for residual pay- | 
ments on the third and fourth runs 
combined, and the fifth and sixth 
runs separately. Under the guild’s 
current contract, residuals start 
with the second run. 

The settlement covers: “My Lit- 
tle Margie,” made by Roland Reed 
TV Productions in conjunction 
with a Hal Roach Jr. company, 
with 118 episodes in arrears. Hal | 


uals at the rate of four episodes per 
week. Roland Reed will pay its 
share at the rate of two episodes 
per week, with delinquencies to be 
paid up not later than Aug. 6, 1957. 


s “The Stu Erwin Show,” made by 
Roland Reed TV Productions and 
a Hal Roach Jr. company, with 23 
episodes in arrears. Official Films 
will assume all re-run obligations. 


‘ater than Aug. 6, 1957. 
“Waterfront,” made by Roland 
Reed Productions, is now in the 


third run and. delinquent. Resid- 8 
uals will be paid up at the rate of | | 


one episode per week, with all re- 


runs from now on to be paid as} | 


hey become due. 


Luft Co. Hearing Agency Bids 


George W. Luft Co., Long Island 


“Space Rangers,” made by Ro-/! City, which turns out Tangee Cos- 


land Reed Productions, with 39 
episodes in their third runs, with 
some in fifth runs. Reed will pay 


metics, plans to name a new agency 


in about a week. The account has | ~ 
| been resigned by Warwick & Leg-| @ 


Roach Jr. previously reached residuals on a third and fifth run ler. H. Paul Warwick, agency 
agreement with SAG and is now of one episode each week, with all president, has resigned as a direc- 
paying his 50% of overdue resid- delinquencies to be cleaned up not ‘or of Luft. 


take the confusion out of 


circulation figures 


Circulation figures by themselves can get 
mighty confusing! 


But there’s a very useful tool developed by 
‘Uncle Sam, and used extensively by Penton, 
that takes a lot of the confusion and frustra- 
tion out of Media Selection. 


The Standard Industrial Classification System, 
better known as S.I.C., is the basis on which 
Penton publications report circulation and 
market statistics. This helps you do a more 
effective job of selecting media . . . and 
do it faster. 


It enables you to check circulation figures by 
uniform industry breakdowns. 


It pleases sales managers because many of 
them now classify their own sales in this way. 
They like the quick comparisons which they 
can make on Penton publications—a column 
of circulation figures showing total coverage of 
each S.L.C. product category. Along side of it 
is a count of the number of establishments. 
From the Penton Market Data Files you can 
determine readily the number of the worth- 
while establishments you’re reaching. 


The ability to buy coverage in this modern 
way is just one of the extra values you get 
from Penton. 


the P EN TON 


Publishing Company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


APPROPRIATE—Julius Wile Sons & 
Co. is building its holiday promo- 
tion around a new red sack dotted 
with green fir trees for its Dry 
Sack sherry. Ads are scheduled 
for Holiday, The New Yorker and 
newspapers. Anderson & Cairns, 
New York, is the agency. 


Court Declares 
Illinois Use Tax 


Unconstitutional 


SPRINGFIELD, ItL., Dec. 4—The 
Illinois supreme court has declared 
the Illinois use tax on out-of-state 
imports unconstitutional. 

The last state legislature set up 
the 2%% levy on goods purchased 3 
outside the state to plug loopholes Bay 
in the state’s sales tax income. . 

The court said the tax is illegal 
because it did not apply uniformly 
to ail users of personal property. 
It said, however, that it would be 
possible to have a constitutional 
use tax. 

The decision will cost tiie state 
$1,000,000 a month in revenue. 


1193,444 
LINES OF | 
RETAIL GROCERY 4 


Be 
The Riverside Press & Enterprise pub-Mi 
lishes more refai! grocery advertisingieam 
than 3 of the 4 Los Angeles newspapers ee 


hy 


840,593 Lines" 


L. A. EXAMINER 
L. A TIMES | 1,348,630 Lines" 
LA MIRROR-NEWS | 935,700 Lines 
L.A HERALD EXPRESS © 635,781 

*Dally and Sunday 


RIVERSIDE DAILY PRESS : 
AND ENTERPRISE < 
1,193,444 ~, 
LINES : 
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Librarians Name Lynch 
' Maggie Lynch, librarian of Kud- 


Jones Joins Weed & Co. 
Ralph Jones, formerly with 


ner Agency, New York, has been | KTLA, Los Angeles, has joined the 
elected chairman of the Council of | Hollywood sales staff of Weed & 


Advertising Agency Librarians. 


Co., national representative. 


Che Stuy City Sournal 


_JOURNAL-TRIBUNE. 


Lawter Plans ‘Bold’ Campaign 

Lawter Chemicals, Chicago, 
plans to spend about $50,000 dur- 
ing the next year to introduce its 
new daylight fluorescent screen 
process colors. The colors, with 
the registered trademark, Bold, 
will be promoted in publications 
reaching the advertising, merchan- 
dising and display fields. The cam- 
paign includes inserts silk screened 
with Bold, plus a brochure which 
includes samples. Copy emphasis 
will be on the economies and per- 
formance of the product. Kencliffe, 
Breslich & Co., Chicago, is the 
agency. 


Nine More Join ARF 

Nine new subscribers have 
joined the Advertising Research 
Foundation, New York. They are 
Barnes Chase Co., Buchanan & Co., 
Culver Advertising, Fitzgerald 
Advertising Agency, Gardner Ad- 
vertising Co., Lebhar Friedman 
Publications, Harvard University, 
University of Oregon and Agence 
Yves Alexandre, Paris. 


eames Sipe 5 


“If an advertiser tried to cover the 
Puget Sound country by using 
Seattle newspapers only, it would 
be like living in a house with a big 


hole in the roof.” 


Mr. Miller continues, “The com- 
bined Seattle and Tacoma markets 
include over half the population 


The circulation of the 
Tacoma News Tribune is 
MORE THAN 83,000 


Metropolitan Area ....89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


. .. if Tacoma is left off the Ad Schedule’ 


+ says Richard H. Miller, Pacific 


CHEMICAL COMPANY, 


Northwest representative, 
Consumer Products Division 


of the state, and account for more 
than half the business in the state. 
In the rich Tacoma market, very 
few Seattle newspapers are circu- 


lated, so the Tacoma News Tribune 


MUST be included, in order to do 
an adequate selling job in Wash- 
ington State.” 


of Washington State's 


important markets 


59.1% 


RETAIL 
SALES 
in these two 


Newspaper Drive 
Introduces Wey-Rite 
in 60 Markets 


Cuicaco, Dec. 4—Wey-Rite, a 
new food concentrate, will be of- 
fered to weight watchers this 
week with the start of a three- 
month introductory newspaper 
campaign in 60 markets across the 
country. 

A creation of Life Research 
Corp. here, Wey-Rite is described 
as an “instant mix that produces 
low-calorie, high-protein milk 
shake meals in seconds.” 

The product, the company says, 
was developed by doctors seeking 
a way to obtain rapid weight loss 
and yet maintain strength in obese 
patients scheduled for surgery. It 
has been tested in four regional 
markets for about two years, ac- 
cording to Life Research. 


® The three-month campaign, 
which will include a series of three 


1,000-line ads in each of the 60 
markets, will begin on the West 
Coast Dec. 4 and work eastward as 
distribution is broadened. Televi- 
sion and magazine advertising is 
scheduled to follow the product's 
introduction in newspaper ads. 

At the outset, Wey-Rite will be 
sold on a direct basis through 
Wey-Rite nutrition centers—a 
combination store-office—now be- 
ing set up in each market. 

Robertson Potter Co., Chicago, is 
the Wey-Rite agency. 


Area Survey Shows 18% of 
TV Families Own Added Sets 

Nearly one out of every five 
television families in metropolitan 
Philadelphia has more than one 
tv set, according to a survey by 
Telepulse for WCAU-TV. The sur- 
vey found 18% of the tv families 
in the area owned two or more 
sets, with a smaller percentage 
owning three or more. Approxi- 
mately 10% of the second sets 
were either portable or color re- 
ceivers. 

According to the study, which 
covered 1,012 set owners, of those 
families with more than one set, 
4.4% own a color set, while those 
owning color receivers in ratio to 
all tv homes boiled down to 1.1%. 
In the homes with more than one 
set, 5.4% owned portable receivers, 
while the percentage of portable 
receivers in relation to all tv 
homes was 2%. 
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Research 


SHAKE DIET—Life 
is breaking a 
three-month newspaper drive with 
this ad for Wey-Rite. 


MILK 
Corp., Chicago, 


Oil-Heat Institute Signs 
for TV Film Distribution 

The Oil-Heat Institute of Amer- 
ica, New York, has signed a con- 
tract with Sterling Television 
Distributors U.S.A. to place 
“Housewarming Party,” the insti- 
tute’s 1344-minute consumer pro- 
motional color film on automatic 
oil heating, on national tv net- 
works. 

The film will appear on tv start- 
ing Dec. 15. Arrangements call for 
a 15-minute program with com- 
mercials on automatic oil heating 
before and after the movie. It will 
appear in 100 telecasts in about 70 
cities. Local groups will be notified 
two weeks in advance of the tele- 
cast so that they can tie in with a 
local promotional effort. The tele- 
casts will occur at the rate of 10 
to 13 a month over a period of 
about a year. 


O’Brien Rejoins Dougall 

After a five year absence, Eliza- 
beth A. O’Brien has rejoined Stew- 
art, Dougall & Associates, New 
York, as senior associate and con- 
sultant on media and consumer 
studies. Since leaving the market- 
ing management analyst in 1951, 
she has been doing independent 


management research. 


we don’t monkey around 


when you call us 


The consolation in knowing 
what you are doing is that you 
just go ahead and do it. 
At Laurence we take pride 
in doing it right 
the first time. 
That comes from working 
with blue-chip advertisers 


and their agencies for 20 years. 


au rem Co & inc- cHicaco 


FINE PHOTOENGRAVINGS FOR 20 YEARS 
547 South Clark Street « WAbash 2-6284 


Are you receiving your free copies of “‘Laurence’s Guide 
for Photoengraving Buyers’’? If not, write or phone today. 
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OUTDOOR LIFE 


Breaks All Records 
in eerste Volume! 


-0uToOOR LiFe ADVERTISING LINAGE AND RE VENUE 


1956 is the biggest year in Outdoor 
Life’s 58-year history! In fact, the ad- 
vertising revenue of Outdoor Life is 
the greatest ever reported by any 
sportsmen’s magazine in any year. 


And that’s not all... 


In 1956 Outdoor Life set all-time 
sportsmen’s magazine records in cir- 
culation, too... both total circulation 
and newsstand sales! 


366,0 04 ims 


353, 55 ines 


333, 003. es 


319, 25 ws 


BT aa 272,558 wes 


OUTDOOR LIFE 


~ (1951- 1956) 


*1,761, 934 


As the fastest-growing magazine 
in the nation’s fastest-growing maga- 
zine field . .. Outdoor Life is a sound 
investment for advertisers of all prod- 
ucts sold to sportsmen and their fam- 
ilies. For it serves the market of men 
as big as all outdoors! 

To get the full story behind this 
phenomenal growth and what it 
means to you and your products, just 
call the man from OUTDOOR LIFE! 


The BEST SELLER in history of sportsmen’s magazines. 


5,630,346. ; 


-) 677, 083. 


2, 409 366 


27950 
52 156; 345, 


in total circulation! 


FIRST 


in newsstand sales! 


FIRST 


in display advertising linage! 


FIRST 


in advertising reventc! 
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Selling the as 
Growing LUBBOCK Market 


1S €asy as 


| shootin’ fish in a barre] 


--. With advertising 
in the... 
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— 
is OLN : 


Gen. Adv. Mgr. LESTER M. HORNER 
Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 


Biggest Income Boost in ‘55 Was 16% 
Increase Recorded by Business, Sales Group 


WASHINGTON, Dec. 4—Business 
men and sales workers scored the 
most impressive gains as the aver- 
age income of U. S. men turned up- 
ward in 1955, according to a new 
survey by the Bureau of the Cen- 
sus. The income of the average 
business and sales worker spurted 
16% above 1954, the bureau said. 

The gains for craftsmen, and 
operatives—two largest groups of 
industrial workers—averaged 3% 
and 7% respectively. 

While the average income of all 
male workers was $3,400—a $200 
gain over 1954—the average for 
the 51,000,000 fulltime workers was 


W5 ots 
ae 
= 


Advertising Age, December 10, 1956 


$4,200. For year-round male werk- 
ers in large cities, the average was 
$4,600. Based on sample studies 
carried out by Census field work: | 
ers during March, the 1955 income 
report points up the varying in- | 
come patterns based on work ex- 
perience, size of community and | 
region. 


s While average income for fe- 
male workers was only $1,000— 
one-third of the average for males 


—the report notes the average for | ~ 


women who worked fulltime —_ 


$2,700—two thirds that of males. 
Within some occupational groups | 
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WITH HOMBURG—A plumber-of-dis- 
tinction advises other plumbers 
how to makes sales and profits in 
this ad scheduled for trade jour- 
nals starting in January. Len 
Woolf Co., Los Angeles, is the 
agency for Dura Steel Products Co. 


—clerical workers, government 
workers and professional services 
—women averaged about 25% less 
than males, while in other groups 
their earnings were 40% to 50% 
less. 

Average earnings of males in 
small cities ran 6% below those in 
similar occupations in larger com- 
munities. Though average income 
for males in the South was only 
$2,500, compared with $3,700 for 
the rest of the country, the median 
for fully employed whites in the 
South was $4,000, only 10% below 
the national average. The average 
for white women was not below 
that received by women elsewhere. 


® By increasing to $3,400 in 1955, 
average income of males rose 5% 
over the preceding year. The pro- 
portion with incomes over $5,000 
increased from 20% to 24%. 

The full report, Series P.60, No. 
23, may be purchased from the Su- 
perintendent of Documents, Wash- 
ington 25, D. C., or from field of- 
fices of the Department of Com- 
merce, for 15¢. The 24-page report 
contains 12 tables and numerous 


| charts. 


The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 
te sell your products! 


Dept. AA 12 
H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 £. 7th New York, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Investigate Now! Write 
for this free booklet. 
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As newspapers move ahead in their daily usefulness to 
readers and to advertisers, so moves the Bureau of Adver- 
tising of the American Newspaper Publishers Association, 
Inc. And, may we add, vice versa! 

Our newest move — to larger, more productive quarters 
in New York at 485 Lexington Avenue — reflects. the phe- 
nomenal growth of the newspaper as America’s No. 1 
advertising medium. Circulation is at an all-time high — over 
56,000,000 copies a day. So is the advertising invested in 
newspapers by all advertisers —a total of $3,087,800,000* last 
year, more than was invested in television, radio, magazines 
and outdoor combined. 


Who We Are And What We Do 


The Bureau of Advertising was established in 1913 to 
serve the entire newspaper medium and its advertisers. 
Today, it has over 1,000 member newspapers and publishers’ 
representative firms. It has three major functions: 


1. To help advertisers make more effective use of news- 
paper space. 

2. To act as the clearing house for all newspaper selling 
organizations. 

3. To promote the greater use of newspaper space. 


Services Available 


The Bureau maintains five offices strategically located 
throughout the country. From any one of them, advertisers 
*Source: McCann-Erickson, Inc. 


BUREAU OF ADVERTISING 


American Newspaper Publishers Association 485 LEXINGTON AVE., NEW YORK 17—MURRAY HILL 7-9300 
360 N. MICHIGAN AVE., CHICAGO 1 — RANDOLPH 6-3458 + 333 PINE ST., SAN FRANCISCO 4— EXBROOK 2-8530 
3670 WILSHIRE BLVD., LOS ANGELES 5—DUNKIRK 8-4103 » 2761 GUARDIAN BLDG., DETROIT 26—WOODWARD 3-4353 


The Bureau of Advertising 


is on the move 


and agencies can get help (at no ost) in planning their 
newspaper advertising. 


Our sales force stands ready to help you solve your 
advertising media problems. The Research and Marketing 
Departments provide you with a multitude of market and 
media studies. In addition, there are a number of booklets 
and visual presentations which are available. For example: 


“1955 Expenditures of National Advertisers in News- 


papers” — A detailed annual report of all advertisers spend- 
ing $25,000 or more for national newspaper advertising. 


“How Much Will It Cost?” — A handy guide for quickly 
estimating the cost of newspaper campaigns. : 


“People Speak Their Inner Minds About Newspapers” — 


A motivation research study of newspaper readers which 
reveals why people read newspapers. Most important to 
advertisers and agencies. 


“Ad Facts” — A series of illustrated brochures, each the 
case history of an advertiser who used newspapers success- 
fully to accomplish some marketing objective. 


“Special Market Studies”—These are available on specific 
products, such as cigarettes, liquor, razors, frozen foods, etc. 
They can help you find your best sales opportunities. 


We hope you'll avail yourself of the Bureau's services. 
Do it soon and do it often. 


WRITE FOR THIS BOOKLET — Describes 
everything the Bureau has to offer plus 
a list of consumer market studies made 
by newspapers. For your copy of _ 
“Newspapers at Your Service,” ad- 
dress Dept. A, Bureau of Advertising, 
485 Lexington Ave., New York i7. 
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Here, the excitement of the busy week 


Macy’s parade for the enchanted millions has special 3 
meaning for the limited few...Bystanders disperse, but | 
one audience keeps tense vigil: “What’s the crowd’s e 
mood?”, . .“My price—can I get it?”. . .“ Production : 


—have I enough? Too much?” 


At toy and TV factories, textile mill and steel mill—State Street, Mar- 
| ket Street, Wall Street—Business Week clocks this special season’s 
big parade . . . the march of these too few, breathless, busy weeks that : 
f separate the businessmen from the business boys, that put the final 
| stamp of “good” or “‘not-so-good” on the business year. But this 
week, next week, every week, as the underscored urgency of business 4 

surges heros its pages, there are no “watchers”—this audience is the —_ 


show, itself. 91% are management men .. . the names at the end of 


BUSINES 
WER 


the editors’ pencils, the news just off the wire, the influential few who 
set the pace and the pattern for all business. Why wouldn’t Business 


Week rate “best-read” among management magazines? Why wouldn’t 


your own business and industrial customers vote it “most useful’’? a) 


A McGraw-Hill Publication e . . . 
ember Audit Bureeu of Circultions Why wouldn’t the unique business-excitement between its covers draw 


an unchallenged advertising volume? Sellers-to-business agree with m! 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN Macy’s.. . sales come easier where excitement comes naturally. 
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“SUNDAY and FRIDAY insertions with the GRAND RAPIDS 
HERALD Combination, Rate give our gasoline client 
excellent mileage for his money.” 


. .. says John Norman, President, 
Norman-Navan, Inc. 
Grand Rapids, Michigan 


“Our client, the Naph Sol Refining Co., refiners of Zephyr gasoline, leading 

independent in Michigan and Wisconsin, has found that large space, sports sec- 
tion advertising in the Sunday Herald, the area's only Sunday paper, and re- 
peated the following Friday not only affords a double impression to the public, 
but also gives the Zephyr dealer organization the confidence of greater adver- 
tising backing. 


“This type of space was very effectively used recently to announce Zephyr's 
appointment as a midwest distributor of Uniflo, nationally known all-temperature 
motor oil.” 


MICHIGAN Member of Federated Publications 
REPRESENTED NATIONALLY BY 


Furniture Capital 
; SAW YER-FERGUSON-WALKER COMPANY 


of the World” 


Advertising Age, December 10, 1956 


| Information for Advertisers 


“Who Shops in Charlotte?” is 
a sales study by the Charlotte 
Observer of Charlotte shoppers 
from outside Mecklenburg County, 
showing where they come from 
and the volume of sales they ac- 
count for. Copies are available 
from C. David E. Henes, promo- 
tion manager of the newspaper. 


e “America’s Healthiest Market” 


is a booklet presenting a quick | 


look at hospitals prepared by Mod- 
ern Hopital. It gives the basic | 
| Statistics for appraising this mar- 
|ket for a wide variety of prod- 
lucts, number and size of units, | 
|dollars spent, personnel, buying 
structure, etc. It also contains a 
brief description of the magazine. | 
|Copies may be had by writing R. | 


T. Sanford, director of market re- | 


search, Modern Hospital, 919 N. 


PA sais 


Lo age se ae 


Sat. 
aio 


+ 


1955 TOTAL RETAIL SAL 


$2,536,309,000 


Siete aes te 


ZS, 


ONLY TEXAS’ BUSIEST SALESMAN 
covers the Fort Worth-West Texas 


market of over 2,107,300 PEOPLE’ 


me | | *23.5% of Texas 


ee 


ORE FAMILY COVERAGE DAILY IN 
COUNTIES AND 20% OR MORE 
IN 55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 
than any other Texas newspaper. 


Rone 


: 
; 

E LARGEST CIRCULATION IN TEXAS 

: , .. without the use of schemes, premiums or contests—“Just a Good Newspaper” 
Rigs se AR CE 


A Ee 


Michigan Ave., Chicago 11. 


e The Spokesman Review and 
Daily Chronicle, Spokane, Wash., 
has prepared a new market data 
and media booklet, “The Billion 
| Dollar Spokane Market.” Up-to- 
| date statistics cover population, in- 
come, sales, industries, etc. Copies 
are available on request to V. H. 
Davey, manager, promotion and 
research department, Spokesman 
Review and Daily Chroncle, Spo- 
kane. 


|e A finger-tip reference to all the 
}essential facts of the American 
Journal of Nursing has been dis- 
tributed by that publication in the 
| form of a special “1957 Fact File” 
‘folder. The standard size corres- 
|pondence file folder is imprinted 
with the market story of the pub- 
|lication’s audience; complete rate 
vcard data; mechanical require- 
| ments; etc. Copies may be obtained 
|by writing J. J. Casey, American 
Journal of Nursing, 2 Park Ave., 
New York 16. 


_Steinreich Heads Ruppert 

| Kenneth P. Stemreich, exec vp 
| of Jacob Ruppert, New York brew- 
er, has been elected president to 
succeed the late Frederick M. Lin- 
| der, who died Oct. 29 (AA, Nov. 5). 
| Mr. Steinreich has been associated 
with Ruppert since 1947. He was 
elected to the board in 1954 and 
|mamed exec vp in 1955. He is also 
|senior trustee of Fox Theaters 
|Corp. and a director of several 
| banking organizations. 


Agency Adds Retail Dept. 

Lee, Marion & Marsh, New York, 
| has organized a new retail depart- 
|ment. The new department, the 
| agency says, will be guided by in- 
‘formation made available by the 
Continuing Study of Newspaper 
Reading, which was conducted 
over a 12-year period by the Ad- 
vertising Research Foundation. The 
agency feels that results of this 
| study have been “sorely neglected.” 


Walsh Joins McCarty 

Donald A. Walsh, formerly as- 
sistant sales promotion manager 
for Hearst Magazines, has joined 
McCarty Co., New York, as an ac- 
| Coma executive. 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 
As each sheet is viewed, it is 

flipped over the top. Special con- 

struction allows all sheets to lie 
perfectly flat Rh .. expensive 


cloth hi leaf. 
ete Views PR ae — ard by the 
automatic 


SEND For Full Line Folder 


\SalerTosbe: Gre. 
1702 W. Washington, Chicage 12 
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CONQUERORS OF YELLOW FEVER: Courtesy of Wyeth, Philadelphia 


In a bleak, lonely Army Hospital in tropical Cuba, medical 
history was made by a group of unsung heroes, men who 
conquered the terrible scourge of yellow fever. The date . . . 
1899; the men . . . Drs. Walter Reed, James Carroll, Jesse W. 
Lazear and Aristides Agramonte, all physicians of the United 
States Army. 


In their quest for the cure, these dedicated men of science 
used themselves as guinea pigs, and injected into their veins 
the dread germs of yellow fever. The reward for such unself- 
ish devotion to humanity was the discovery of yellow fever 
vaccine, one of the truly great medical discoveries, as many 
a soldier and sailor during World War II and Korea can grate- 
fully testify. 


The lives of these great men are among the most purposeful 
of all Americans, for they worked for the good of mankind. 
They reached their goal with an identity of purpose that was 
incapable of seeing the word “Impossible”. . . that constantly 
kept them striving for the unattainable. And the unattainable 
was always to be reached! 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


The American Legion’s role in community and public health 
programs has been one of outstanding devotion and unselfish- 
ness. Uppermost in its contributions has been the successful fight 
for better medical care for disabled veterans — beyond this, in 
raising funds for local hospitals, generous contributions of time 
and money for voluntary service work, sponsorship and collec- 
tions for Blood Banks. 


The Legion’s activities on behalf of America’s health extend be- 
yond these fields too: in Junior Legion baseball, with nearly one 
million teen-agers; thousands. of Boy Scout Troops; Boys State 
and Boys Nation, and countless other activities. 


Nearly 3,000,000 Legionnaires contribute freely of their time 
and effort to promote these worthy projects in their local com- 
munities. Their inspiration—and information—comes from their 
own American Legion Magazine. To the astute advertiser, this 
represents a tailor-made market knit together with an identity 
of purpose carrying over to the products and services they buy. 


LEGION 


720 FIFTH AVENUE, NEW YORK 19,N.Y. 
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JWT Names Palmer Art Director 
Al Z. Palmer, formerly an art 
director of Young & Rubicam; has 


been named an art director in the 
Chicago office of J. Walter Thomp- 
son Co. 


Zh "y and still growing 


oNe 
(\ ww 
we 


Retail sales for 1955 were $215,373,608 
greatest in the state outside Chicago, and May 
average daily bank debits are 11.2 over May 


REMARKABLE ROCKFORD 


1955 and .8 over April 1956. 


Rockford, lilinois has grown to be the 
richest market in the state outside Chi- 
cago, and it is still growing. Two huge 
new plants have gone into production 


during the spring . . . 


another new $5 


million factory covering six city blocks 
is under construction. You can take 
advantage of our prosperity. Advertise 
in the Rockford Morning Star and 
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Register-Republic for complete cover- 
age of this rich 13-county area. Four 
color press facilities are available. 


~ 134,448: A.B.C. CITY ZONE 


MRE A MORNING STAR 
meee eet 
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Drive Abets Tendency to Munch 
Popcorn-at TV Sets as at Movies 


Institute’s Point of 
Sale, Plus Tie-in Ads, 


Keep Everything Popping 
Cuicaco, Dec. 4—The popcorn 


industry, which used to depend 
‘| heavily on theater sales, now seems 


to have weathered the movies-to-tv 
switch. It has done this (1) by fol- 
lowing movie patrons home and 
becoming a part of tv watching an‘ 
(2) by gaining wider acceptance in 
homes, through an estimated $4,- 
000,000 worth of tie-in ads, plus 
popcorn’s own promotion. 

According to Bill Smith, execu- 
tive director of the Popcorn Insti- 
tute, the decline of movie theater 
patronage in favor of tv at home 
has incited a sharp marketing 
change in the popcorn industry. 
Until about five years ago, Mr. 
Smith says, popcorn processors de- 
pended on theaters for about 65% 
of their sales. The fall-off in movie 
patronage posed a serious threat to 
a major segment of the business. 


®s An answer to this threat came in 
1953 when the Popcorn Institute, 
“established for the sole purpose 
of increasing the consumption of 
popcorn,” went into operation. Lo- 
cated in Chicago and operated by 
Bryne Marcellus Co., trade associa- 
tion management specialists, the 
institute represents popcorn pro- 


“Hitch” Your Natural-Color Video Commercial 
to a First Run Feature Picture 
in a First Run Motion Picture Theater 


a 


“a "tig DE scree™ we? 
RAL coLor 


in Theaters 


SOast to coASs* 


(r Regional if Desire 


For About $5.00 per Thousand Viewers You Get... 
AMERICA’S BIGGEST CAPTIVE AUDIENCE 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 
the screen. 


COMPETITION—none—only four or less non-competitive advertisers. 
LOCATION—the big, wide screen of first run theaters, showing first run 
pictures. 


... AMERICA’S BIGGEST DIMENSION FOR 


COMPLETE ADVERTISEMENTS 


You can do a powerful job of selling when you are the only advertiser in 
your field using the complete unified forces of sight, sound, and action—in 
full color video—on America’s biggest theater screens—with a captive 
audience that cannot escape your message. 


For more information contact: 


cessors who account for about 90% 
of the world’s popcorn volume, 
most of which is in the U.S. 

A significant accomplishment of 
the institute and its members has 
been its promotion of popcorn as an 
effective tie-in product in ads for 
other products with which it shares 
a “community of interest.” Com- 
panies now in on the tie-in are 
Coca-Cola (McCann-Erickson), 
Penick & Ford Ltd.—Brer Rabbit 
molasses (Batten, Barton, Durstine 
& Osborn), Kraft Foods Co., 
(Foote, Cone & Belding), the Mich- 
igan State Apple Commission (di- 
rect advertiser), Morton Salt Co. 
(Needham, ‘Louis & Brorby) and 
Wesson Oil and Snowdrift Sales 
Inc. (Fitzgerald Advertising) . 

The reciprocal arrangements be- 
tween these advertisers and the 
popcorn people vary from com- 
pany to company. But in general, 
the institute and its members in- 
clude the other products in their 
point of sale and merchandising 
material and publicity. The adver- 
tisers, in return, tie in popcorn 
with their advertising, mostly dur- 
ing the heavy fall popcorn promo- 
tion period. 


® This fall, for example, Wesson 


Oil ads featuring popcorn included 
four-color pages in the Oct. 14 and 
28 American Weekly, the Oct. 16 
Look and November issues of 
American Home, McCall’s, Better 
Homes & Gardens, Sunset Magazine 
and Good Housekeeping. Popcorn 
plugs were also included in Wes- 
son’s tv schedule (“Valiant Lady” 
and “The Bob Crosby Show, 
CBS), point of sale material, ad 
mats and other promotional activ- 
ities. 

Morton Salt has run four-color 
pages including popcorn in the Oct. 
22 Life, October issues of Good 
Housekeeping, Everywoman’s 
Magazine and Woman’s Day; No- 
vember issues of Family Circle, 
Farm Journal, Western Family and 
Ladies’ Home Journal, and Decem- 
ber issues of Better Homes & Gar- 
dens, Sunset and True Story. Mor- 
ton’s point of sale and ad mats also 
feature popcorn. 

Coca-Cola, Brer Rabbit molasses, 
Kraft and the Michigan apple com- 
mission are all carrying out similar 
promotions. Kraft, for instance, is 
promoting popcorn balls made with 
Kraft caramel. 


# All told, Mr. Smith says, this tie- 
in advertising has been amounting 
to about $4,000,000 worth of pop- 
corn promotion annually, a fair 
shake for a trade association with 
a limited operating budget. The 
institute itself spends no money on 
media ads. 

The promotion seems to have 


POPCORN 


SHIPMATES—Coca-Cola, Morton Salt and popcorn are all aboard for 

this point of sale piece prepared by the Popcorn Institute in collab- 

oration with the soft drink and salt marketers. Popcorn brana 
names can be substituted for the “popcorn” head shown here. 
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Solid Cincinnati 
iS the Cincinnati 
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Solid No.1 in 


“Make a note, Miss Kelsey... I want all the space 
buyers moved to this side of the building.” 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


032 Carondelet St. New Orleans, 'La. 
AMADA, 


70 East 45th St. 
mmr 


New York, N. Y. 


The Cincinnati Daily Enquirer is solid No. 1 
right down the line. Including a 21,000 
edge in City Zone circulation... a healthy 
lead in Retail Display Linage. Get full story 


193 Walton St., N. W. 
from Moloney, Regan & Schmitt, Inc. 


Atlanta, Ga. 
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KRAFT TIE-IN—Popcorn gets a solid 
boost in this Kraft ad on popcorn 
balls made with Kraft caramels. It 
will appear in Metropolitan Sun- 
day Newspapers comics section | 
Jan. 27 and in Puck—The Comic 
Weekly Feb. 3. Foote, Cone & 
Belding, Chicago, is the agency. 


been a real shot-in-the-arm for the | 
popcorn industry, for in spite of the. 
drop in theater sales, over-all pop- | 
corn consumption is now at an all-| 
time high of about 200,000,000 Ibs. | 
a year. This is well above the con- 
sumption rate even when theater 
sales were at their zenith. 

The tie-in advertisers, for their 
part, seem to be more than satis- 
fied with the arrangement. Says 
E. H. Thompson, assistant sales 
manager of Wesson, “As a direct 
indication of retail grocers’ interest 
in advertising and promoting high | 
profit lines of popcorn with Wesson 
Oil, we can state that our over-all 
program for 1956 was an outstand- 
ing success. We received more in- 
store display and grocer feature 
ads than in previous years. 

“Popcorn promotion by grocers 
has been growing each year,” he 
says. “We shall certainly continue 
our cooperation as an annual effort 
for Wesson Oil.” 


8 Similarly, C. R. Rowland, assist- 
ant advertising manager for Mor- 
ton, says the popcorn promotion 
“has constantly proved to be one 
of our most successful and popular 
tie-in ads from both our customers’ 
point of view and that of our own 
people. We believe one of the main 
reasons for this success is the par- 
ticular way popcorn lends itself to 
the merchandising of many and 
varied related products.” 

All of this is not to suggest, of 
course, that the popcorn people 
have given up on the theaters as 
movie houses still make about 25% 
of popcorn sales annually. 

A tremendous amount of the in- 
stitute’s point of sale and merchan- 


Government Business IS Good Business! 


Get your share through time-tested 


Official Journal of AFCEA 


There's volume and profit and PRESTIGE 
manufacturers of communica- 
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dising material is for movie houses. 
A lot of this material carries coun- 
ter tie-in promotion for Coke and 
other products. 


Abbott Labs Wins Sucary! Suit 
Abbott Laboratories, North Chi- 
cago, has won a Sucary] trade 


/|mark infringement suit against Im- 


perial Process Co., East Spring- 
field, Ill., manufacturer of a liquid 


|| sweetener. A permanent injunction 


restrains Imperial from further in- 
fringement of the Abbott trade 


name and from using copyrighted 
material in Abbott’s booklet of 
Sucaryl recipes. The injunction 
was consented to by Imperial. The 
Springfield company had been 
marketing a product called Su- 
creme, which bore on its label the 
words “contains Sucaryl.” 


]. M. Hickerson Moves 

J. M. Hickerson Inc., New York 
and Des Moines agency, has 
moved its New York office to larg- 
er quarters at 551 Fifth Ave. 
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Ofticial Films Gross Up 735,590, compared with $1,200,000 

Official Films, New York, re-|the previous year. Pre-tax earn- 
ports its gross profit for the fiscal | ings were $908,007 in comparison 
year ended June 30, 1956, was $2,-| to $424,007 the year before. 


And one can’t UNSAY it! 
Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 


Family-wide insistence on newspaper quality, 


repeated in more than 300,000 Southern California homes, 


helps to explain why The Mirror-News is first in 


home-delivered circulation, first in advertising volume 


in the Los Angeles afternoon newspaper field. 


TRROR-NEWS 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


REPRESENTED NATIONALLY BY 
O'MARA & ORMSBEE, INC., NEW YORK. 
CHICAGO, DETROIT, SAN FRANCISCO 
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How do you 
judge a 
Medical Journal ? 


by the eminence of its authors? 
by the practical value of its papers? 
by the quality of its readers? 


Postgraduate Medicine is read by over 30,000 doctors 
for its stimulating, direct approach to the practice of today’s 
medicine. 

The unequaled authority of men like Drs. Crile, Jr., Cattell, 
Cole and Livingston* whose proven, clinically tested material 
appears in the current issues of Postgraduate Medicine, 
is why today’s forward-looking doctors—your busiest doctors— 
voluntarily turn to Postgraduate Medicine for constant 
guidance to better patient management. 

Therefore, when you use Postgraduate Medicine you 
concentrate your advertising on your busiest doctors—your Rx 
volume market. 

*Dr. George Crile, Jr., Cleveland Clinic; Dr. Richard B. Cattell, Lahey Clinic, Boston; Dr. 
Warren H. Cole, Professor of Surgery and Head of the Department, University of Illinois 


College of Medicine, Chicago; and Dr. Samuel Livingston, The Johns Hopkins University 
School of Medicine and the Epilepsy Clinic, The Johns Hopkins Hospital, Baltimore. 


Postgraduate Medicine 


DR. CHARLES W. MAYO 
Editor-in-Chief 


30,3451. PAID ase 


{Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, subject to audit. 


Bryce Richardson 
CAMPAIGN MATERIAL—Checking over point of sale dis- 
plays to be used in connection with the first use of 
network tv by Diamond Walnut Growers, now par- 


general manager; Dennis C. Bruner, advertising 
manager, and Robert W. Werth, director of market- 
ing of the grower group; Charles Richardson, Mc- 


ticipating on NBC’s “Home,” 


are James H. Bryce, 


Cann-Erickson, and Walter G. Tolleson, NBC. 


Pabst Revives Old Tankard 
Pabst Brewing Co. is reviving its 
Old Tankard ale and is now dis- 
tributing it in select markets. Plans 
are to extend distribution nation- 
ally. According to Pabst, “the 
brewing of Old Tanka-d ale was 
discontinued during the war when 
it was impossible to obtain the 
imported hops necessary for its 
production.” Advertising plans in- 
clude national magazines and radio 
and tv plugs on the “Blue Ribbon 
Bouts” program and the “Wednes- 
day Night TV Fights” show. Leo 
Burnett Co. is the agency. Pabst 


has recently revived another pre- 
war brand, Andeker beer (AA, 
Oct. 29). 


Larson-Duncan Formed 

L. A. Larson and Hugh Duncan 
have formed Larson-Duncan, con- 
sultant in public relations, adver- 
tising, merchandising and market- 


ing, with offices at 259 E. Wells | 
St., Milwaukee, Wis. Mr. Larson | 


formerly was with Hearst Corp. as 
assistant to the vp of WISN and 
WISN-TV. Mr. Duncan previously 
was division manager of Holland 
Furnace Co., directing sales, mer- 


chandising, advertising and public 
relations. The new organization has 
been named to handle advertising 
and pr for Weber-Waukesha 
Brewing Co. and Sassy Interna- 
tional Corp. 


SiMPSON-REILLY, LTD. 
eaesgotsite Repr : e; 


SAN FRANCISCO. CENTRAL TOWER 


LATEST ABC REPORT OF MARCH 31, 1956 


Now, well over 3 to 1 lead 


... in covering more of the Mississippi market than 


any other publication. 


PLUS . . . lowest milline rate to reach the Jackson trade 


area and state markets. 


. still leading by nearly 3 to 1 in coverage of both 
Jackson & 16 county retail trade area. 
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N. J. Court Rules 
Against S&H in 
Escheat Hassle 


TRENTON, Dec. 4—The New Jer- 
sey supreme court today reversed 
the decision of Judge C. Thomas 
Schettino handed down last winter 
(AA, Feb. 6), dismissing one of 
two escheat cases brought by the 
state of New Jersey against Sperry 
& Hutchinson Co. in 1955 (AA, 
Feb. 14, ’55). 

The New Jersey court of last 
resort, headed by Chief Justice Ar- 
thur T. Vanderbilt, held in effect 
that whether the five-year escheat 
statute—applying to dividends, 
interest and wages, all payable 
in cash—embraces cash-discount 
trading stamps is a triable ques- 
tion. 

The effect of today’s decision 
will be to send the case to trial, 
with a second case involving a 14- 
year escheat statute. 

Essentially, New Jersey is at- 
tempting to collect the funds set 
aside for all Sperry & Hutchinson 
stamps issued between 1896 and 
1950 that have not been reclaimed. 
Action is being brought under two 
escheat statutes. The first provides 
that the state may take title, after 
legal action, to personal property 
that has been unclaimed for 14 
years. The second statute permits 
the state to become custodian of 
certain personal property, especial- 
ly cash funds, unclaimed for five 
years. 


® Judge Schettino ruled last Feb- 
ruary that the state’s five-year 


statute applies only to interest, 


wages and dividends, and not to 
trading stamps. 

William S. Beinecke, vp and 
general counsel of S&H, comment- 
ing on the decision, said, “We are 
naturally sorry to see this reversal 
of Judge Schettino’s decision. How- 
ever, we are still confident that 
the court will find that neither the 
five-year nor the 14-year statute 
applies to cash-discount trading 
stamps.” 

Elmer J. Bennett, of Carpenter, 
Beggans & Morrisey, Jersey City, 
argued the case for the state. The 
senior member of the law firm, 
James D. Carpenter, last year was 
appointed escheator by the state. 
He will receive 5% of any sum 


realized by the state as a result of 
these cases. 

Josiah Stryker, of Stryker, Tams 
& Horner, Newark, is the attorney 
for Sperry & Hutchinson Co. 

No trial date has been set. 


How much is involved in the|{ 


New Jersey action is unknown and 
has never been stated. Estimates 
have placed the sum as high as 
$33,000,000. If the state can take 
title to this, or any part of it, it 
will probably lead to legal actions 
in other states, and, conceivably, 
could wreck the trading stamp 
business. However, it is believed, 
the court action here is likely to 
be a protracted one. 


AD FIELD HAS STAKE 
IN STAMPS: S&H EXEC 

New York, Dec. 4—“If trading 
stamps can be banned so can ad- 
vertising,” Robert L. Hanst, vp and 
advertising manager of Sperry & 
Hutchinson Co., told the Advertis- 
ing Men’s Post of the American 
Legion here yesterday. 

Mr. Hanst said that restrictions 
on trading stamps could lead to 
restrictions on advertising, price 
bargains, window displays or any 
other means of promoting sales. 

“No matter what you think about 
trading stamps,” he said, “any fight 
against restrictive legislation is 
everybody’s fight.” 

Emphasizing that “both adver- 


tising and trading stamps make | 
constructive and positive contribu- 


tions toward wider distribution of 
goods,” Mr. Hanst pointed out that 
“stamps, as a promotional tool, are 
something to be advertised.” 

Pointing to the Nov. 6 defeat of 
the anti-stamp tax measure in 
North Dakota by voters in that 
state (AA, Nov. 12), Mr. Hanst 
said that “the people in North Da- 
kota recognized that the problem 
belongs in the marketplace and not 
in the legislature. It is a problem 
of competition which must be met 
by competition.” 


® He said that a recent private 
study brought out that in one large 
city, advertising linage in the food 
field rose 36% in the six months 
following introduction of trading 
stamps, as compared with the six 
months before stamps were intro- 
duced. 

Noting that S&H spends millions 
of dollars for advertising, Mr. 
Hanst said that merchants not us- 
ing stamps have been spurred to 
advertise to offset the advantages 
of stores issuing stamps. 


Who’s Afraid Of TV? 


When TV came into our Town a couple years 
ago, like most publishers, we shuddered in our boots. 
We expected to lose $100,000 in national bus- 


mess 
DOT CAMBLE- 
(weet Eaton 


LEA035 4Te1- 


Instead of that, we add- 
ed a few extra editions for 
our fine country readers 
and sparked up our sheet 
generally and we ve 
gained several hundred 
thousand dollars a year 
in both local; national, ad- 
vertisi and circulation 
since came to town. 

Maybe we ought to get 
a second TV station... 
We've surely done better 
with one than we ever did 
with none. 


Incidentally, our papers editorially broke up a 
log jam to get TV started. Two factions were fight- 
ing to get it and we turned the heat on, forced the 


weaker side to quit. 


No. We don’t own TV. 


All we own is The 


Sentinel-Star, which has four 


times the combined circulation of Miami, Tampa, 
Jacksonville papers in our 5 county area 


ORLANDO [FLORIDA]; SENTINEL-STAR 
Editor & Sole Owner & 


Martin Andersen, 


No. 1 Galley Boy 


National Representatives Burke, Kuipers & Mahoney 


eee al 


CAN YOU GUESS 
WHICH MAGAZINE 
OF BUSINESS 
DRAWS THESE 
DECISION-MAKERS? 


Based on over 80% active business readership: 


e Over 84% directly authorize or recommend 
everything from plant machinery to air con- 
ditioning. They are one of the most concen- 
trated equipment purchasing influences in 
the nation! 


¢ 66.34% have the authority to buy or recom- 
mend the purchase of services-—from engi- 
neering to financial. 


e Are trucks your business? More than 13% 
of this market are men who directly select 
them for their companies. 


e From typewriters to electronic computers, 
these men have the voice. Almost 30% have 
a say in the purchase of office machinery. 


e Looking for a market for insurance? Over 
22% authorize or recommend the purchase 
of insurance for their companies or their 
employees. 


e Do you serve the building industry? You 
might look to more than 13% of this audi- 
ence. They recommend or authorize the pur- 
chase of building materials. 


¢ Do you sell chemicals? Iron and steel? Al- 
most 12% of this virtually unduplicated 
audience authorize or recommend their pur- 
chase. 


See how good a guesser you are. 


All statistics from Audience Survey — 1956, 


49 


te Meir 7, ee ae ie % « 
Des Pra ES a a ae ce. > A et Tt a Sas | (ae) 
a a ae So Cee ee ee: ne i 
og 5 2 ee orp : ee | eee ie ae ae tae ee eS coe : aE — ae re Pm ie He 
7 ma ¢ alee eet Sea oe 
> ve . 
: ate \ aoe ih 
ee eee ae et Gi 
a. sae ; ee eee ee ‘ 
RS ee ) a 
eo oe hi i 
a o ete zi i Cr ioe! 
1 a a, s a e a a 
3 cee f a 
ie tien 7 Pet « Jos (ah ane eae ee 
a eet Pi ¢ 
Bsa | ye A Sie ee poe td 
| Se ee = an ee 
er aera aoe te ‘ 
a We Se aa a ess 
ae OS ~ 
a _ Ssetiy 
Vs U2 q * 
a e -> aoe orm nig noe, = i 
: Le eA 1) <i 2 
: par oe se. ered F ae h 
a y= ee ee A 
: # ar “lay ‘Shee S 
| a Tro . Ps: 
Epa J ee 
- ie 2 (ae ay ae . 
5 a - ee “ae ie 
. | ee hs <eie hig 
: a ee Or aA: : 
ia” So : fe Vir ka a ok 6 
eee P pL ae ll Be e 
ee ae. * a a a 
ee: ae ae 4 Bia ; 
aaa Bi =e les ee F 
y oe z ‘ se mete be oa - e ; 
Aaa bs ee ey 
Ae q F Ree > No 
ea. oes. VS 
> a ic - Se oe ‘ 
he ag a # 
Si 4 — ‘, 
ee ~ 
‘aaa me we hi 
aes: » ¢ 
. 4) i an i a a a 
 _ % ‘ 
,_ 4 a wt ; 
ae ae PP! 20 ‘ 
i * o 2 ie 
ae . ie 
Be lee “ hen, “og » 
= eee . ae a ae 
Be ea 2) Jen oe 
Ree ce ; , ¥ 3 
ao - a a4 ’ 
eee eS z 
ee. Soc of 
ee J 4 t 
ee -s : Phe ete 
ee iid . 
ee ee ao: ‘ E 
es eae : 
Bc sy aif ee Bae eo 
—_— ta 
ra a a 2 
5 ay — ai ‘ 
i oe = be. an : 
Bee ih at 
| Seti hn Ee : ee 
0 Se a Sees 
ig oe EA em of ’ 
4 Paya ; eee 
~ ' ee ioe Baa a 
4 eee eS 
Ey ; eS oe 
Bea rl is a Sie r 
. 2 i | Se 
5h; % * en Ses, 
: _ ie ee 
. a ta 
| : ; re ta 
} " t 
| F . 
ce \ 2 a x 
ne , ar 
a a oo 
pee ay . eae 
te “a tae é 
¢ . nese ae roma 
2 : Pe 8 Se un 
‘Se pa . a. 
= . J be aes 
ag Mate e “= oe Sy 
m ce, - - Be * 
es ‘2 ee ie e 
See bat é fe WES 
ioe: : : aig : : 
y Sec) oe ee Me: Jin 
7 EE eee eee 8 i or: 
on [ee ee ; 
- if rf \ 
ba 4 J a PP sam fF 
&% ; ‘ bas ae ie fe 
: . es 
‘ t ve ce: al: eee - ot 
3 a E ? ' q Ae 
. aig 4 , seni i : % 
a rt, eae : to 
em es = 2g ‘a — oui 
veg Pie 4 ’ : "a = 
i: ; oS 
Be de HB : a 3 Sen ge . ; 
r ; Ste a. “a = — — x . 
ae th. SS eee . . 3 
Bh ea Pe ay 7 sy 4 
eS ae Mg b, 3 
fi deh, — wo a 
ae am : - S 
eo ae : e : 
te hie teas g ha ea ae 
OP Ae es ie ae ae ie i 
U—____ ii ‘ae sehr ea va Mee lee i; 2 
ig ee 
ae ae $ a : 
} a oe oie os a ee ng 7 
' , A aves : ae ie eee . 
% - ga to at eT. - hear 
, Be ok Rt: : oe Se Ge 
, + » r ee oe ae. , ; Lay wes. om < 
ah ce. ie an’ a= - 
Y see ; - Es : ~ 
7 Aa) 4 (| we Bee ey, a ies 7 
4 , os ao Pee : a 
be aes be ae ie: a 
5 AG a Ly < 
: elie [0 eae ae x 
/P- ae a ! - is ; 
oes # a : | 
oo an eae tae ae 7 a a i 
Soe Ee . a & oom 
a rare > eae . fe! gq a: ye sh 
pete 8 Be # bi Ms 
. Seas Paes - ”~ iS 
Spo ae eee a ag se 
aaa ll ; (Z My: , 
re ae | a = ; : fa ‘sh Bahst By 
ee cc ae mee 
ae ee é ; 
= ? : a ; 
Bae ot 43 rete al th 
hy eee > a : “> 
Saar eG : ; : 
ee a cee ey sm ” 
eae tts eee ' Fe a ; 
ae ‘ : 
ie oo s é, 4 
i ~ ’ jue 
fe 3 + 
5 a > j 
. ia. “pgp — a i i 
fe oe 
Re ann EnSnnEnEE REE ye 
+ 
Re ee MI ge i 5 bi — ~ 
ee —a ies, ag a ‘i — a a a ee ; i , > 
- Be eo ee a. 1. io eee be aa he a eae ee oe eas oe ue 3 sg La 
ae y ; = Se 7 —— aes ie ae pie aa oe le gees, ed NCE Tee Pes a a Se oe ae Bee is tis x gk 
: Gi i 8 aR Roe iu a - ., So : ome ee geet eS ag SS oe. ye ama gras se Pee ee Faye eee a : a ga et 
eee ee iy 2. te ee i F er a 5 20 ate = er ia ca ea —. Ue ak age saps 4 
a a Woe i ~ <3 7 Gaal 4 . See oe So ides ee ee ee ie 
<b - ak ship a et Eo as i 


ANA Sets Co-op Workshop 

A one-day workshop on cooper- 
ative advertising including case 
histories and presentations will be 
held by the Assn. of National Ad- 
vertisers on Jan. 24 at the Plaza 
Hotel, New York. Elmer Ward Jr., 
Palm Beach Co., is program chair- 

man. 


The metal industry's 
N ve Taal 
since 1 


W. here at Anderson & Cairns often 
=e to ourselves as a shirt sleeves agency. 

e think it’s an appropriate description 
ee two reasons: first, because we devote 
an inordinate amount of time coordinat- 
ing merchandising, retail store promotions 
and product publicity with our clients’ 
national advertising programs. Second, 
because every man in our shop from the 
Board Chairman down, works daily at 
the job of being an advertising man and 
giving service to clients. Tom Vohs, our 
Executive Vice President, is a good case 
in point. In addition to his administrative 
duties, he spear-heads the contact on such 
accounts as Greenwood Mills, The Dynel 
Division of Union Carbide and Carbon 
Corp. and Chatham Manufacturing Co. 
In between time, Tom sits on “Strategy 
and Creative Plans Boards” for products 
as diversified as Julius Wile and Odalisque 
perfume, Rootes Motors, Eaton Station- 
ery, Eberhard Faber Pencils and Holland 
Bulbs. If this sort of concentration on the 
main issue sounds interesting to you, why 
not phone Tom Vohs at MU 8-5800 and 
ask him all about it. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22, N.Y. 


Sales Exec Clubs, 
Sheraton Collaborate 
in Tele-Sell Specs 


New York, Dec. 4—What is 
termed the “world’s biggest sales 
meeting” will take place Feb. 26 
and March 5, when Sheraton 
Closed Circuit Television will stage 
Tele-Sell Spectaculars before 30,- 
000 salesmen in more than 25 cities. 

Local sales executives clubs are 
cooperating with the Tele-Sell 
Spectaculars, presenting the tele- 
casts in local hotels or auditoriums. 
In New York, the 3,000 seat Man- 
hattan Center will be used. 

For an admission price of $10 
for the two programs, sales execs 
will listen to a group of top execu- 
tives—all former salesmen—dis- 
cussing (1) how the salesman 
should handle himself and (2) how 
the salesman should handle his 
customer. Each program will run 
for two hours, with 90 minutes 
televised. 

Production is under the direction 
of Walter Wanger and the Jam 
Handy film organization. Camera 
crews have been filming “do’s and 
don’ts of selling” sequences across 
the country for several months. 


s Arthur H. (Red) Motley, head 
of the Tele-Sell advisory commit- 
tee, said the telecast “is aimed at 
dramatizing the most modern and 
effective methods of selling, and if 
it teaches the salesmen of the na- 
tion how to do their jobs a little 
better, it will have accomplished 
its purpose.” 

Among the executives slated to 
appear before the cameras are: 
John M. Fox, president, Minute 
Maid Corp.; Alfred C. Fuller, 
chairman, Fuller Brush Co.; Jo- 
seph Kolodny, director, National 
Assn. of Tobacco Distributors; 
Byron Nichols, vp and sales man- 
ager, Dodge Corp., and director of 
marketing, Chrysler Corp; Herman 
C. Nolen, president, McKesson- 
Robbins; John M. Wilson, vp of 
sales, National Cash Register Co. 


Filmack Offers Storyboards 

Filmack Studios, New York, pro- 
ducer of film commercials, has 
devised a completely new four- 
panel storyboard form for the pro- 
duction of film commercials. The 
boards have individual panels for 
video, animation and background, 
audio and timing. The storyboards 
are available for the asking. 


Kansas Citys 
' 


"ichite @ i ow 


SALES SPECTACULAR—This {s a partial map of the cities that will be 

included in the Tele-Sell Spectaculars scheduled for Feb. 26 and 

March 5 in more than 25 U.S. and Canadian cities. Some 20,000 

miles of television cables will link giant screens between the various 
cities. 


ACA Appoints Legxte 

The Assn. of Canadian Advertis- 
ers, Toronto, has appointed B. E. 
Legate general manager and sec- 
retary. A senior account executive 
of MacLaren Advertising Co. Ltd., 
Mr. Legate will assume his new 
duties Jan. 1. He succeeds Frank 
A. Healy, who is leaving to take 
a position with the House of Sea- 
gram Ltd. 


Richardson to Blaine-Thompson 

Richardson Corp., Rochester, 
N.Y., manufacturer of root beer, 
fountain toppings and consumer 
canned toppings, has named 
Blaine-Thompson Co., New York, 
to handle its advertising. The ac- 
count was previously handled by 
Hutchins Advertising Co., Roches- 
ter. 


TvB Names Accas VP 

Gene Accas, director of opera- 
tions of the Television Bureau of 
Advertising, New York, has been 
appointed a vp. 


© new low cost 
© new easy application 


Here is exactly what window sign advertisers 
have been waiting for—a durable, economical 
decal sign applied in seconds without water. 
The new American Presto Cal “G” is a perma- 
nent type sign that does not interfere with 
window washing and can’t be easily “‘pulied 
down” by children, competitive routemen, or 
storekeepers . . . not affected by temperature 
or weather conditions. 

The new Presto Cal “G” is so quick and 
easy to apply your people will get up more 
than ever before. They'll stick to the “selling 
job” for months or even years. See the new 
American Presto Cal “’G” for yourself. Write for 
FREE samples or request a salesman to call. 


Complete art service without obligation 


‘WONDER SALESMEN 
LOVE THE NEW 


American 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 


Mfg. plants: Chicago - 
Offices in all principal cities 


Cleveland - New York - Windsor, Ont., Can. 


Use Tile Throughout 
Home, Dow Urges in 
Campaign for Styron 


MIDLAND, MicH., Dec. 4—Out to 
enlarge the home wall tile mar- 
ket, Dow Chemical Co., maker of 
Styron, has embarked on a 1957 
merchandising program to drama- 
tize applications of the plastic in 
tiles used in parts of the home 
other than the bath and kitchen. 

The market development pro- 
gram, titled “Design 57,” will use 
advertising, publicity and retail 
merchandising to sell the public on 
tile as a decorative material] in en- 
tries, halls, recreation and living 
areas, patios, laundry and utility 
rooms and bedrooms. 

Dow has retained John and Ear- 
line Brice, home furnishings and 
fashion experts, to develop new 
decorative uses for tile shapes and 
colors now produced by the indus- 
try. 

Editorial material on their tile 
schemes already has appeared in 
the September Woman’s Home 
Companion and is expected to ap- 
pear in early 1957 issues of House 
& Garden, Living for Young Home- 
makers and New Homes Guide. 


® A total of 82 four-color pages 
on the same theme will also appear 
during the year-long campaign in 
American Home, Good Housekeep- 
ing, Home Modernizing, House & 
Garden, Household, Living for 
Young Homemakers, McCall’s, 
Sunset Magazine and Woman’s 
Home Companion. 

The trade publication ad sched- 
ule includes American Builder, 
American Lumberman, Architec- 
tural Record, Building Supply 
News, Flooring, House & Home, 
Practical Builder and Tile. 

Beneficiaries of the promotion 
will be manufacturers of plastic 
wall tiles made with Styron, a 
polystyrene. Dow will make avail- 
able to retailers tie-in mailing 
pieces, reprints of Dow ads, radio 
and tv ad scripts, general publicity 
and an at-cost pegboard for flex- 
ible semi-permanent displays. 


Ellsworth to American 

Kenneth G. Ellsworth, formerly 
manager of public relations of 
American Thread Co., has joined 
the American Standards Assn., 
New York, as director of public 
relations. 
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It’s KORBES— 


THE MAGAZINE FOR THE 


Picture this, if you’re selling machinery and equipment, for example: 
every time your ad appears in Forbes you talk directly to over 140,000 
men who can buy your product right now. 


They won’t be merely intrigued. They won’t have to take it to the higher- 
ups. They are the higher-ups! 

Why are these leaders Forbes readers almost exclusively? Here is your 
answer: Forbes alone gives them precisely the information they want 
and need to help them make a decision—finally —about a product, a 
service, an idea, a company, or an investment. 


Forbes serves up the facts fast... crisply, briefly, uniquely. For a busy 
executive this is an incomparable service. 

To get all the facts... to get the inside story on this richest of business 
markets ...send for “The Men Who Make America’s Final Decisions” 
today. This free information-packed brochure will open your eyes to 
all you may have been missing. 


DECISION 


FORBES ¢ 70 FIFTH AVENUE « NEW YORK 11, N.Y. 
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“Daily use of Spot-TV 
is our best selling tool} 


says Geo. W. Byers, Sr., head 
of the world’s largest 
DeSoto-Plymouth dealers, 
regarding sales effectiveness 
of WBNS-TV, Columbus, Ohio 


Your words—“best selling tool” —make that a pretty 
positive statement, Mr. Byers. 

I intend it to be positive. Based on our experience 
with WBNS-TV, those words are justified. 


When did that experience begin? 

Back in 1950. The Byers “News with Pepper” has 
the longest unbroken sponsorship record of a daily 
TV program by a local Columbus advertiser. 


And consistent renewals reflect consistent results? 
Precisely. When you live and do business right 
where you advertise, it isn’t hard to tell what brings 
in the customers. Every year since we’ve been on 
WBNS-TV, we've held first place in Franklin 
County auto sales. What’s more, our percentage of 


am 


tsa; 


es 


iS 

hs the total cars sold has kept going up. 

Pa Factory reports indicate your leadership goes be- 
yond county limits. 


oe. 
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We're proud of that fact. In August, 1955, a news 
release by the DeSoto Motor Co;poration stated: 
Byers are the world’s largest dealers of DeSoto- 
Plymouth motor cars. That report included the 
volume handled by our dealerships at Cincinnati 
and Louisville. 


Advertising helped you reach that position? 
Naturally. From the moment a dealer learns the 
value of concentrating on qualified media, with ad- 
vertising prepared by trained agency personnel, he 
is bound to get more for his advertising dollar —and 
achieve far greater penetration of his market. 


In your opinion, what factors make Spot-TV so 
effective for you? 

I'd say a combination of factors. The staff at 
WBNS-TV does a big-league job in handling our 
telecasts. And, as Byers News Reporter, Bill Pepper 
has the sincere personality that makes him a fine 
ambassador for our company. 

He gives the commercials, and the news also? 
That’s right. And those commercial messages get 
careful attention from our advertising agency, work- 
ing closely with our entire sales organization. We 
steer far away from wild schemes. In fact, in speak- 
ing of any car, new or used, if we can’t PROVE a 
statement, we don’t make it. 


You show cars “live’’? 
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GEO. W. BYERS, SR., head of Geo. Byers Sons, 

Inc. whose operations at Columbus, Cincinnati Aen i Of course. Because it cag not only TELL but also 
wr : 7 ae +Aa5 SHOW -— through film, slides and actual cars on 

and Louisville have won for the organization the i= 'Y; . eee camera—TV has tremendous power to put a mes- 


title of ‘world’s largest DeSoto-Plymouth dealers.’ 


> ‘ nearly six years, Spot-TV has proved our best sell- 


* 
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< sage across. So I repeat: in day-by-day use for 
or ing tool. 


WP 
Television's 
First Exclusive 
For sales building availabilities on these major-market stations...Call as LAI og 7 National 

Representative 
WTVR—Richmond WBNS-TV— Columbus WBKB—Chicago WFIL-TV— Philadelphia WPRO-TV—Providence | WEWS—Cleveland WABC-TV—New York 
WDSU-TV—New Orieons | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit | KVOO-TV—Tulsa WIC — Pittsburgh WCPO-TV—Cincinnati | KFRE-TV—Fresno WFBG-TV — Altoona 
WOW-TV—Omohe | KTTV—tos Angeles | WABT—Birminghom | WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton | WMCT—Memphis KGO-TV—Sen Francisco | KGW-TV—Portland 
OFFICES: NEW YORK + CHICAGO + BOSTON + DETROIT «+ ST. LOUIS + JACKSONVILLE + DALLAS + LOS ANGELES + SAN FRANCISCO ¢ SEATTLE 
TEmpleton 8-S800 SUperior 7-5580 HUbberd 2-3163 WOod'rd 1-6030 CHestnut 1-5688 Bigin 6-5770 Riverside 4228 DUnkirk 1-381! YUkon 2-7068 Elliott 6270 
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World Distribution 
of TV Sets Is Seen 
Rising by 18% in‘56 


New York, Dec. 4—Commer- 
cial television was introduced last 
month in the German state of Ba- 
varia. 

Television service began in Aus- 
tralia in September. The first sta- 
tion, TCN, Sydney, was a com- 
mercial one. 

Iraq's first tv station began 
transmissions May 2. 

A new tv station went into op- 
eration last month at Bourges- 
Neuvy, France. This was the third 
station launched in France this 
year; the country now has 15. 

Prior to its recent. difficulties, 
Egypt ordered a $336,000 televi- 
sion broadcasting system from Ra- 
dio Corp. of America. 

Television is also making its de- 
but this year in Finland, San Sal- 
vador, Portugal and Spain. Uru- 
guay is scheduled to begin televi- 
sion transmission on Dec. 7. 


# In short, new activity in tele- 
vision is a world-wide phenome- 
non. Developments are coming so 
rapidly that figures on set instal- 
lations are obsolete by the time 
they are in print. 

“World Communications,” a 264- 
page survey issued earlier this 
year by the United Nations Edu- 
cational, Scientific & Cultural Or- 
ganization, estimated world tv set 
ownership at 44,000,000. Today, a 
52,000,000 figure would be more 
in line with the actual situation. 

According to the semi-annual 
“Television Factbook” published 
in August by Television Digest, 
world set ownership passed the 
50,000,000 mark the first half of 
this year. Later country-by-coun- 

(Continued on Page 71) 
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Radio-TV Station Census, 1956 


(Source: Federal Communications Commission) 
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*42 of these stations authorized to telecast are “dark,” although li- 
censes and permits are still outstanding, and have not yet been re- 
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‘Permanent Saturation?’ 


Big Advertisers Like 
It Local, Radio Finds 


Tight Market for Good 
Local Spots Leads to 
Long-Term Contracts 


By L. S. Botts 

Cuicaco, Dec. 6—Radio, which 
per dollar of volume has in recent 
years been the object of more re- 
search, more frantic promotion and 
more tears than any other medi- 
um, seems to have found itself a 
permanent job in advertising dur- 
ing 1956. 

In the process it also appears to 
have logged in a good sales year. 
Certainly, there are fewer areas of 


More Washington 


Probing, Possible 


Court Action Face Television in ‘57 


By Stanley E. Cohen 

WASHINGTON, Dec. 6—Television, 
which ranked as one of the nation’s 
most investigated industries in 
1956, is headed for more trouble 
—and perhaps a showdown—in 
1957. 

During this year, congressional 
committees, the Department of 
Justice and the Federal Communi- 
cations Commission’s special Net- 
work Study Group have been ac- 
cumulating information about net- 
work relationships with affiliates, 
program producers and advertisers. 

During the coming, year these 
investigations are likely to lead 
to legislative proposals and pos- 
sibly even court action, seeking to 
deal with some of the practices 
under investigation. 


a At times, during 1956, network 
officials literally shuttled from one 
hearing room to another, as three 
congressional committees probed 
their innermost business secrets. 
Between trips to Washington, they 


were visited in their own offices by 
Federal Bureau of Investigation 
agents working for the anti-trust 
division of the Department of Jus- 
tice, and the Network Study Group 
of the FCC, which is looking into 
some of the same problems. 

Ironically, this multitude of in- 
vestigations shaped up at a time 
when the industry enjoyed un- 
usually cordial relationships with 
its traditional tormentors, the 
members of the FCC. 

From Chairman George C. Mc- 
Connaughey down, the commis- 
sioners are “industry-minded.” For 
the first time in history, there is 
not a single commissioner who is 
likely to disturb an industry meet- 
ing by saying something unfriend- 
ly. 


= Nevertheless troubles have piled 
up. Despite peak prosperity, the tv 
broadcasting industry stopped ex- 
panding nearly three years ago. | 
With nearly 100 permit holders, in-" 
(Continued on Page 72) 


dismal failure within radio than 
at any time since the “other me- 
dium” darkened its career. 

In outline, here’s the picture, 
with roughly a month still to go in 
1956: 

e Local radio volume continued to 
climb at a fast rate. Radio Adver- 
tising Bureau estimates that local 
advertisers will spend $340,000,000 
this year, against less than $300,- 
000,000 in 1955. A lot of key sta- 
tions, and even whole markets 
(like Los Angeles), were said to 
be essentially sold out. 

e Spot radio appears to be climb- 
ing even faster, after some lean 
years. National advertisers will 
put something like $140,000,000 in- 
to spot this year, for at least a 20% 
gain over °55. 

e In startling contrast, the net- 
works will continue their eight- 
year slide in revenues this year, 
though two of the networks should 
make a little money. The outlook 
was for reduced network service, 
perhaps even a new kind of cafe- 
teria-style network offering its 
wares on a fee basis. 

e Rates continued to decline on 
evening time and to increase in 
the early morning until, according 
to Station Representatives Assn., 
there was hardly any difference 
between day and night rates, ex- 
cept in the very largest markets. 

e After years of survival opera- 
tion, station morale was markedly 
higher and broadcasters began to 
observe some of the niceties, argu- 
ing about such nearly-forgotten 
things as rate observance, number 
of commercials, quality of commer- 
cials, etc. 

e There was plenty to argue 
about: “jukebox,” or “rock ’n’ 
roll,” station operation was mak- 
ing headlines, and so was promo- 
tional legerdemain. One result was’ 
an outstanding outburst of con- 


Slather of Old Movies ... 


TV Revenue Is Up, But 
Shows Are Creaky 


Despite Lack of New Hits 
TvB Sees Sales Up 22% 


Amid Restive Sponsors 
By Maurine Christopher 


New York, Dec. 7—A review of 
television in 1956 finds sponsors 
moving their video dollars around 
like neurotic poker players. Net- 
works are going through top man- 
agement changes and Hollywood is 
making a strong impact on viewers 
and advertisers as it pours out 
enough old movies to reach around 
the world. 

When the final results are in, 
this may well be remembered best 
as the first year in which television 
failed to produce a single hit to fire 
the public imagination, excluding 
such spot news thrillers as the cov- 
erage of the Andrea Doria disaster 
and ‘the United Nations crisis. 

Whether they be the victims or 
the perpetrators of this unexciting 
state of programming affairs in 
network tv, advertisers obviously 
are very much aware of it. Their 
restlessness has been indicated by 
the inordinate number of program 
switthes, format revisions and can- 
celations. 


= From the days of Milton Berle’s 
reckless abandon through Pat 
Weaver’s studied search for the 
spectacular, every previous season 


came up with something fresh for 
viewers and sponsors to cheer 
about. 

In between the age of Berle and 
the era of the specs, there was an 
array of dazzlers: the madcap 
comedy of “I Lovy Lucey”; the an- 
tics of Sid Caesar and Imogene 
Coca; the dramatics of Senator 
Kefauver and his crime probers; 
the funmaking of Jackie Gleason; 
the battle of Senator McCarthy vs. 
the army; the drollery of George 
Gobel; the journalistic pioneering 
of Edward R. Murrow; the won- 
ders of “Disneyland”; the slapstick 
carryings-on of Phil Silvers, and 
the taut suspense of “$64,000 Ques- 
tion.” 

So far, the 1956 season has not 
introduced a new personality or 
program idea that can fit into this 
elite group. No newcomer—with 
the exception of the “Challenge” 
sequel to “$64,000 Question”— has 
even managed to get into the top 
ten rating circle. 


® Sponsors, who take their cue 
from the public on such matters, 
are unusually restive. Several are 
looking for aiternates to carry part 
of an every-week schedule; some 
are dropping their shows; others 
are looking for replacernents. And 
the networks have room for paying 
customers—night and day. 


Daily Use of Television 


Average Hours Per Home Per Day, 
November-December, 1955 
Copyright by A. C. Nielsen Co. 


vo We cone es. | Peres 


MONDAY— FRIDAY SATURDAY 
AVERAGE 


High levels of television viewing and heavy emphasis by viewers 
on night time are shown in this chart, According to Nielsen, the 


(Continued on Page 82) 


over-all daily viewing average, shown here at five hours, 35 
minutes, reached six hours per home in January, 1956. 
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is bad or that there is any mass 
exodus from the medium. On the 
contrary, gross sales are up sub- 
stantially at all three networks and 
spot business—thanks to the hard- 
selling representatives and syndi- 
cators—is booming. The Television 
Bureau of Advertising predicts that 
tv—network, spot and local—will 
gross 22% more than last year’s 
record figure of $1,025,300,000. 
Coincident with chalking up 
these phenomenal grosses, network 
tv has been caught up in a flurry 
of top management changes, for- 
mat revisions, sponsor traffic and 
“$64,000 Question” imitators. 


® Color might provide the spark 
that television needs to start every- 
body talking about it again as 
they did in the days when the 


living room screen was a new toy 
for the whole family. But people 
have to see colorcasts before they 
can get excited about them—and 
most of them haven't. 

Advertisers aren’t getting ulcers 
worrying about the 100,000 or so 
color tv homes. They’re too busy 
trying to find a network show or 
a spot lineup that will reach their 
share of 36,000,000 b&w equipped 
homes. 

Much as they would enjoy seeing 
their products in their natural col- 
or on tv, most sponsors are not 
eager to increase their live produc- 
tion costs 5% to 15% and their 
film costs 20% to 25% until there 
are enough potential customers 
watching. 

Potential customers, in turn, 
don’t seem to be in any great rush 


to pay even $495 for an “inexpen- 
sive” set to see entertainment al- 
ready available to most of them 
in monochrome. The price block 
factor was pointedly emphasized 
by an omission in a recent color 
section of the New York Post. None 
of the ads mentioned the total 
price of the sets pictured. 

At the moment only one major 
company, Radio Corp. of America, 
seems to be terribly interested in 
tearing down the color roadblock. 
Working with its subsidiary, Na- 
tional Broadcasting Co., RCA keeps 
pouring more and more dollars into 
the project. 

NBC provides the bulk of the 
network color schedule and is con- 
stantly adding programs to the list. 
NBC’s owned stations also are go- 
ing in for color heavily. Happy 
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with its black and white prosper- 
ity, Columbia Broadcasting System 
is no longer straining to be a 
color pioneer. American Broad- 
casting is waiting and watching. 


= Approximately 230 NBC and 
CBS stations—well over half their 
total stations—are now equipped 
to carry network colorcasting. Here 
and there, stations throughout the 
country have used their local color 
schedules for strong promotional 
effect. 

A couple of months ago RCA’s 
New York distributor, Bruno-New 
York, ran a plaintive ad asking: 
“Why are ‘certain people’ holding 
back color tv from the public? 
What is the truth about color tv? 
Why are some manufacturers try- 
ing to keep color television from 


FURNITURE 


——— 


THE BEELINE’s FRESNO station 


KMJ has MORE TOP RATED SHOWS. ... 7 out of 
the 10 most popular programs in the Fresno area are 


KMJ shows, reports Pulse. 


KMJ has GREATER COVERAGE than any competi- 


tive station, daytime or nighttime. (SAMS) 


KMJ has 2 GREATER FCC CONTOUR, daytime or 


nighttime, than any competitive station. 


Beeline stations, purchased as a unit, 


give you more listeners in Inland Cali- 
fornia and Western Nevada than any 
competitive combination of local sta- 


tions . 
thousand. 


. and at the lowest cost per 
(SAMS & SR&D) 


Mc Clotchy Broadcasting Company 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


: 


the public?” 

At that time, Bruno told AA that 
the foot-dragging manufacturers 
were “trying to keep color tv from 
the public” because they wanted to 
get rid of their b&w inventories 
and because “they can’t produce a 
color set at a good price—compar- 
able with RCA.” 

If this distributor’s analysis of 
the situation is correct, a safe pre- 
diction is that tint tv will start roll- 
ing when RCA begins to get some 
competition from other manufac- 
turers. 


Ins and Outs at CBS 


The CBS fall lineup included ten 
new nighttime titles—most of them 
dramatic shows. One of these, the 
Mennen and Chemstrand sponsored 
giveaway, “High Finance,” will be 
leaving the air soon; Hazel Bishop 
Inc. will take over the Saturday 
night period with another big mon- 
ey show, “You’re On Your Own.” 
Another of the ten—“Zane Grey 
Theater”—signed Ford as co- 
sponsor for General Foods after the 
latter requested release from its 
contract. GF also turned over sev- 
eral pre-Christmas telecasts on 
“December Bride” to Shulton Inc. 

There was a complete sponsor 
turnover on Douglas Edwards and 
the news, with American Home 
Products and Colgate coming in. 
One day a week was still open as 
this issue went to press. 

Arthur Godfrey is still sold out 
on Wednesday night, but the re- 
volving door has been turning there 
too, with Bristol-Myers coming in 
and CBS-Columbia, Bauer & Black 
and Frigidaire moving out. The 
door remains open to anybody who 
wants to share some of Toni’s por- 
tion of this telecast. 


s Life replaced Elgin as an alter- 
nate on “Person to Person.” Kel- 
logg moved in to replace Whitehall 
as co-backer of “Name That Tune”; 
Colgate took over half of R. J. 
Reynolds’ “Bob Cummings Show.” 
Come 1957 these two advertisers 
will replace. their co-sponsored 
“Crusader” with “Mr. Adam & 


Eve.” 

Frigidaire bowed out as an alter- 
nate on “Do You Trust Your Wife” 
and the network is looking for 
another advertiser to share the 
show with L&M. Ford dropped its 
Saturday night spectacular after a 
prolonged disagreement with the 
network over the type of show to 
be carried. This left CBS with only 
two regularly scheduled sponsored 
color series—the monthly Chrysler 
“Shower of Stars” and Godfrey’s 
Wednesday night presentation. 

Among format revisions Herb 
Shriner shifted from a quiz to a 
vaudeville-like setting for Pharma- 
ceuticals and Jackie Gleason re- 
turned to a live heur for Old Gold 
and Bulova after his vaunted long 
term film contract with Buick was 
mutually cancelled. 

The new Herb Shriner package 
was dropped at the end of seven 
shows. Pharmaceuticals kept the 
time for a Goodson-Todman panel 
called “Nothing But the Truth.” 


# In mid-year CBS shook up its 
daytime schedule a bit when Jack 
Paar and Robert Q. Lewis went off 
the payroll. Johnny Carson was 
given a brief afternoon try; but he 
was soon replaced with film re- 
peats of “Our Miss Brooks,” a 1956 
nighttime casualty. 

There may be another program 
shakeup next spring, with Satur- 
day night getting the overhauling 
treatment. Two new hour shows, 
the “Big Record” and Perry Mason 
whodunits, may be added to help 
Jackie Gleason keep the people 
tuned to CBS. 

But comings and goings notwith- 
standing, CBS continues to retain 
its hold on the sales leadership in 
the industry. The network’s new 
president, Merle S. Jones, is com- 
ing in, not because of dissension in 

(Continued on Page 60) 
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WCAU means 


PHILADELPHIA 


response 


This story is directed particularly to those 
who ask, “How much product did it move?” 
WCAU-TV’s “Mister & Missus” team, Joan and 


Gene Crane, in.a few weeks inctesssd the 
upholstering department’s work at Gimbels about cs 
200 per cent! Proof that this outstanding couple x 


converts audience appeal to sales appeal. : 
So when you think of response, think of WCAU. 


WCAU, WCAU-TYV re Philadelphia Bulletin Radio and 
TV stations. By far Philadelphia’s most popular stations. Ask Pulse. 
Ask ARB. Ask Philadelphians. Represented nationally by CBS Spot Sales. = 
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Reversing a Popular Trend .. . 


Advertising Age, December 10, 1956 


Producers, Announcers Become Sage Ad Experts, 


Voice Their Opinions on Broadcast Commercials 


On Integrating Commercials 

Q.—Let’s assume you are now serving 
as a buyer rather than a producer of tv 
programs. Would you like to see your 
commercials integrated into the show? If 
so, how would you go about getting some 
producer like Mr. Goodson to integrate 
them? 

Mr. Goodson—That’s a good question. 
I think they are more effective when in- 
tegrated, but only when you are lucky 
enough to have a personality on your show 
who can do the commercials. 

Garry Moore, for instance, does com- 
mercials for Winston (on “I’ve Got a 
Secret”) and I think he’s done a tremen- 
dous job. Garry, whenever he can, 


will get a device that will tie in not so, 


much with the show but with topical 
events. For instance at election time he 
did one of the greatest commercials he 
ever did. He was able to tie it in both to 
the show and the elections by satirizing 
the commercial as though he were making 
a political speech; then he sat down and 
carried on in straight fashion. Integration 
is very effective on a show of this sort 
which lends itself to integration. 

Q@.—Do you think integration is pretty 


ii ot 


= “What sponsors really want is security.” 
much a question of the show itself? 

Mr. Goodson—-Yes—the show and the 
people. Take a show like “What’s My 
Line.” As far as we are concerned as 
producers we have no objection to what 
you call integration except that John Daly, 
who comes out of the tradition of being 
a@ newsman ... still feels that an emcee- 
™ moderator is one thing and a commercial 
man is another. 

When you talk about integration with- 
out your principal character doing it, then 
I.think you get very coy ... like trying to 
# think of gimmicks to tie the commercials 

into the business of trying to guess some- 
m one’s occupation. 

For example, on “Beat the Clock,” 
which Joanne does for Hazel Bishop, 
we just let Bud Collyer do a lead-in and 
I think he does one commercial on the 
show himself. But if we had to integrate 
this every time and make it fit into the 
content, I think it would get so affected 
that we would be ripping the fabric to 
pieces. 

To summarize: Integration is good if 
you don’t strain for it. The right kind of 
personality is an Arthur Godfrey or a 
Garry Moore or Bud Collyer, who is an 
Sex-announcer and can do your commer- 

cial, But I think it’s a strain to give a lead- 
ing personality like an actor a commercial 
line after an hour drama. 

Q—Mr. Cook, do you think when a 
commercial comes up in a dramatic show 
that you lose a large number of viewers? 

Mr. Cook—I don’t think that’s true at 


Hundreds of advertising agency personnel and their opposite numbers in clients’ organizations, including 
the boss’ wife, mother-in-law and children, have become overnight authorities on play writing, stage direction. 
costuming, choreography, diction and other matters theatrical, by the simple process of buying a radio or 
television program, or even a couple of 10-second spots. Thinking that the theatrical professionals have suf- 
fered this influx of adman-experts without public retort for just about long enough, Advertising Age last 
month gathered a handful of broadcasting pros around a luncheon table in New York and invited them to 
become temporary experts on advertising, and to discuss the commercial sell in broadcasting from their 


special viewpoints. 


‘ 


Guests were Mark Goodson of Goodson-Todman, “king of the panel packagers”; Fielder Cook, one of the 
Unit Four team of producers-directors on the “Kaiser Aluminum Hour”; Ben Grauer, famed commentator, an- 
nouncer and master of ceremonies; Joanne Jordan, actress turned tv saleslady (Hazel Bishop, tor example); 
and Rex Marshall, busy “television salesman” (Reynolds Metals, Instant Maxwell House, for example). 
They were questioned by Ad Age's Sid Bernstein. John Crichton and Maurine Christopher, the while the 
conversation was recorded and photographer Sid Schonbrunn busily snapped hundreds of candid shots. 

Some of their more cogent comments on such subjects as integrated commercials, live or filmed commer- 
cials, the effect of program mood on the commercial message, and whether men or women make the best 
broadcast salesmen, are reported here, largely in their own words. 


all, with the proper commercials. I think 
if we ran the greatest commercial in the 
world 15 minutes before the top contestant 
on $64,000 Question comes on on another 
station, we’d lose audience. But barring 
an unusual situation like that, I don’t 
think so. 

Q.—Do you think integration makes any 
difference? 

Mr. Cook—I don’t think it makes any 
difference if they’re done well. We all 
have our own opinions of what’s well. I 
think a proper commercial integration is 
one fashion; there are 500 other techniques 
at least... 

Q.—From your standpoint as a director 
and producer of dramatic shows, would 
you rather the commercials were or were 
not integrated? 

Mr. Cook—Do you mean personalities 
being integrated or integration within the 
fabric of the show? 

Q@.—Complete integration I define as 
calling for the commercial to take place as 
a part of the show itself. From that you 
can go all the way back to the incidental 
integration when the announcer comes in 
with a phrase that is intended to bridge 
the gap from the show to the commercial. 

Mr. Cook—I work mostly with dramatic 
shows, There I think an integrated com- 
mercial is the least effective. In a fine 


“Without flexibility and comfort, you 
cannot achieve belief.” 


dramatic show, you present an act of the- 
ater. In the commercial you should give 
them an interlude of equal taste, of equal 
sensitivity and equal delivery. As soon as 
you combine the two, they become cheap. 

Q.—Do you feel differently about the 
question in the case of other types of 
shows? 

Mr. Cook—If I were selling Lucky 
Strikes and Jack Benny were working for 
me, I would turn over the entire commer- 
cial to Benny if he would do it, on any 
basis he would take it. If he did nothing 
but told a joke and asked the camera man 
to take a close-up of his brand of cigarets 
—this is a great commercial. 

Mr. Marshall—lI’d like to take modest 
issue with that. It’s all right with Lucky 
Strikes, but it doesn’t do any good if 
you’re selling Oldsmobile where you want 
to describe something about the car. The 
same with U.S. Steel and Reynolds Alu- 
minum when you have to describe the ap- 
plications of the product. A closeup of the 
seal isn’t enough. In other words, it de- 
pends on the product. 

Mr. Goodson—Don’t you think a thing 
like integration—we’re using a very seri- 
ous word very lightly—that commercial 
integration is distinctly limited by the 
natural factors that you’re surrounded 
with? 

As an example of integration where it 
doesn’t belong, there’s a decent little west- 
ern show called Jim Bowie. In it the hero 
wears long hair and the uniform of his 
day. And at the end of the show he comes 
right back, out of his uniform dressed in a 
plain suit with the same long hair that 
fitted him as a character and picks up the 
Vaseline hair tonic and says, “Fellows, 
use it.” He’s not Jim Bowie now but a new 
man. To me this is stretching the rubber 
band to the point where it’s already 
broken. I laugh at that point. 

Mr. Grauer—This is the nub of the 
problem. How can I make a bridge, a nice 
bridge, between the program content and 
the commercial message? The answer is— 
the touchstone to the advertiser is taste; 
good taste and taste doesn’t mean some- 
thing elegant that’s practiced only at the 
Beaux Arts by Toulouse Lautrec. Taste is 
common sense and what you do as a 
gentleman—not to be greedy about getting 
in there and selling directly. You sell by 
an over-all feeling of fitness. It’s an indi- 


rect sell and it may not be available to 
the man who has a mattress special this 
week only. 

Mr. Goodson—An example of bad inte- 
gration would be if Ed Murrow in the 
middle of his show when he came to his 
second guest would say, “By the way, do 
you ever use Amoco?” That would be pure 
integration, wouldn’t it? 

Q.—Would it be equally poor taste if 
Ed Murrow, in between those two guests, 
took a sip of Hamm’s beer, for instance? 

Mr. Goodson—That’s strictly up to Ed 
Murrow because that’s not integration 
any more. 

Q.—yYes, it is, when Hamm’s is a spon- 
sor. 


On Whether Commercials Should 
be Live or on Film 
Q.—Are commercials better live, or on 
film? 
Miss Jordan—My whole idea in selling 
is that the sales person has to sell himself 
first, that people have to like the person or 


“The sales person has to sell himself first.” 


he can’t sell the product. So when spon- 
sors pick someone, they pick someone they 
like and who fits the product. After that, 
they should get a good director and let 
the salesman go to it. 

But in these film commercials there are 
at least five agency men and five men 
from the sponsor, each trying to tell you 
to read a line a different way. I finally 
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PRIVATE QUIZDOWN—Discussion was animated at luncheon at which AA asked producers and announcers to discuss broadcast advertising. 


end up by saying, “Well, I'll read it six 
different ways and you can pick out the 
one you want.” 

To me a live commercial is so much bet- 
ter. This is why I think Raymond Spector 
is so wise; he doesn’t go for films—he’s al- 
ways gone for live commercials. He gives 
you the general idea of how he likes you 
to read the commercial and he’s perfectly 
happy if everything goes off and you sell 
your personality. 

I think the sponsor should have confi- 
dence in you; if he doesn’t he shouldn’t 
buy you. 

Mr. Marshall—I agree that there’s a cer- 
tain hysteria attendant upon the making 
of the commercial film. I think agencies 


“They want a man who stands for the 
company.” 


get this feeling of entrapment. To give a 
specific, we’ll rehearse a live commercial, 
get the copy and we agree or disagree 
with something that’s written. We discuss 
it with the director, the writers and may- 
be one of the client’s people. 

We hash it over and then you kind of do 
it your own way since you’ve been hired 
to do the job. Then the report comes in 
the following morning from the client— 
and it’s good, swell. Chances are it’s good, 
if you’re on for more than 13 weeks. 

But on film everybody realizes that this 
thing is captured in the can. It’s going to 
be looked at over and over again. Every 
little word is hashed over and consequent- 
ly we do get put into a straitjacket. 

How to get away from that, I’m not en- 
tirely sure. But psychologically if you’re 
successful on live commercials for a $3,- 
000,000 campaign, the sponsor should have 
a little faith in you and let you go ahead 
on a film. If you hire Joanne Jordan or 
Rex Marshall, you turn them loose, trust 
them with $3,000,000 worth of your money 
and let them have their way. 

Miss Jordan—With a good director— 

Mr. Marshall—Right. And don’t get ner- 
vous about it. It certainly makes the per- 
former nervous if you don’t trust him. I 
do think video tape will resolve some of 
these problems; it can be played back 
right away. We're going to lose some 
spontaneity, but we’ll have that problem 
to face when we come to it. But it will 
help ease the tension a little bit in making 
a film. As it is now, you have to wait until 
three days after the film gets through the 
lab and the sets are all broken down and 
the whole $20,000 deal is shot to pieces be- 


fore you really know whether you have 
done it right or not. 

Miss Jordan—I think live commercials 
have more spontaneity. I think you get 
more of a person’s personality in the live 
commercial because, as Rex says, you only 
rehearse a couple of times, do a quick 
dress run-through and then the show. You 
get more sincerity into it and you can sell 
a product better. You repeat one-minute 
commercials in rehearsals 20 or 30 times 
for films. 

Sometimes the takes are due to mechan- 
ical problems, sometimes it’s your fault. 
But by the time you have repeated one 
sentence 20 times, you wonder how it will 
turn out. I once started a minute film 
commercial at seven in the morning and 
didn’t finish until 8:30 at night as we went 
over and over the lines. 

Mr. Grauer—I have a feeling there are 
two schools on the question of commer- 
cials and their effectiveness. I think one 
school is that it’s not so much how you say 
it as long as you repeat the product name 
17 times. Repetition . . . repetition . . . say 
the product’s name—and no matter what 
else you say, just so you keep it within 
the bounds of decency. If you say this is 
the best detergent, or if you say this is the 
best detergent, it doesn’t matter as long as 
they hear the name of the detergent. 

But I would go along with Rex and Jo- 
anne that what is missing in a lot of com- 
mercials is the sense of a performance, of 
contact—and that absence of contact is 
because your performers are caught in the 
middle of a whole box of mechanical de- 
vices. Some of these mechanical devices 
have two legs and are called agency men. 
* My guess would be that there is a much 
better chance of a live commercial being 
live. But there’s a $20,000 campaign on 
that one commercial—what am I saying? 
$100,000 is probably more like it—so I can 
understand and I’m sympathetic with the 
problem of trying to get it down pat on 
film. 

But it doesn’t make for art. 


On How Tightly to Control 
Commercial Copy 

Q.—yYou’ve been talking about the 
personality in a commercial. What I want 
to know, too, is do you think you should 
have some leeway with the language? Do 
you quarrel with the fact that the sponsor 
wants you to read this particular set of 
words—in this particular order? 

Miss Jordan—I think they definitely 
give you leeway. Sometimes it’s written 
almost like a radio script—just fact after 
fact after fact. So they don’t mind if you 
put in phrases of your own, such as “of 
course,” “you know.” Filmed commercials 
they don’t want to change too much. In 
live commercials they like to make it 
easier for you; because it’s live they know 
it has to be easier. 

Q.—What do you think about this, Ben? 

Mr, Grauer—I think when you're talk- 
ing about a man’s product, its description, 
advantages, etc., and a selling message 
that has been very seriously arrived at 
with his advertising agency based on mar- 
ket research, these are the people who 
know what the point is. They’re profes- 


sionals; they’re expert, and the performer 
should not tamper with the meat. If the 
“meat” is: that it dissolves; that it is 
economical; and that it is lightweight— 
those are the three sales points and they 
should be sacred terms. But the form in 
which they are cast sometimes sounds like 
it came out of the mouths of a combination 
of a college professor and an infant. 

Nobody talks that way. This is a very 
common thing. Most agency men know 
and recognize this. And if they’re sophisti- 
cated about it, when they get somebody 
like Rex they say, “Well, let’s break this 
sentence down and change the words.” 
But I wouldn’t want to fool around with 
the sales points. 

Mr. Marshall—I certainly go along with 
Ben. I do not think we should be expected 
and are not qualified to fulfill the func- 
tions of the advertising experts who de- 
vote their entire time to analyzing the 
copy campaigns and their effects on popu- 
lations. 

Q.—But aren’t you an expert? 

Mr. Marshali—Sure, I’m an expert at 
what I do. And I do think that it is 
tacitly agreed by evetybody, particularly 
with the expense involved in television, 
that a client should get a person who will 
be able to represent his product in the 
type of message he wants to get across 
and then having gotten such a person, he 
should be allowed some freedom of ex- 
pression. Would you like some personal 
examples? 

Q.—wWe certainly would. 

Marshall—I’m working for three prod- 
ucts—Gleem toothpaste, which is voice- 
over activity on tv spots, and Instant 
Maxwell House and Reynolds aluminum 
—the latter two, of course, being on-cam- 
era activities. 

Now on Gleem, I presume I was con- 
tracted to do their work because the way 
I sound happened to dovetail as closely 
as they can find with the way they want- 
ed the copy written and the way they 
wanted it to be heard. So in that case 
they don’t try to tailor me to the copy be- 
cause they had a plan in mind and saw a 
person who they thought would fit it. 

Now Reynolds Aluminum happens to 
be exactly the opposite. When I went to 
work for them in °52, I had a conference 
with the Reynolds people and they asked 
me a lot of questions. Then I said I 


“Performers are caught in a miserable 
box of mechanical devices.” 


wanted to ask them a question. 

I said: “What is it you want to get out 
of television?” And the Reynolds man 
said, “We want to increase the awareness 
in the minds of the American public of 
the benefits and uses of aluminum, build 
up the aluminum business, and we feel 
that we’ll get our share of the market.” 
Well, that was a pretty simple and very 
general point of view. But they haven't 
digressed from that point of view. No- fm 
body has ever said “read it louder” or 
anything. So I agreed, I’d like to work for 
them and they. started writing the copy 
to fit me. I might take issue with a cer- 
tain sales point, but I can’t change that jim 
because that has been decided by a plans H@ 
board; but as far as the phrasing of it is 
concerned, the copywriter and I work it 
out together. 

Q.—And what about your other spon- 
sor? , ‘ 

Mr. Marshall—To finish up my compar- 
ison, Maxwell House happens to be a 


“To achieve belief you have to transmit § 
honesty.” 


combination of the two examples I have § 
just given you. For this product, they 
have worked out very definite points, iim 
part of which is the repetition of “tiny 
flavor buds” with the magnifying glass. i 
Taxi drivers, waitresses and lots of other Hm 
people ask me every day: “Hey, Rex, have im 
you got your magnifying glass?” If Imm 
wanted to get on my high horse and say, 
“I’m not going to do this any more,” well, im 
I wouldn’t be doing it any more; but some- 3am 
body would be using that magnifyingii™ 
There is a point where the campaigniag 
was decided and set and I’m not going tol 
change it. But there it is tempered by thelg 
examples I gave you of Reynolds Alu-im 
minum. We work very closely together. 
have some associction with the client, ag 
lot of association with the agency, andi 
they try to make me comfortable in m 
work. My suggestions are welcome-—mygam 
suggestions as far as being 2 spokesmacaym 
for them, not as a mastermind at plana 
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Producer's Point of View on Control Ba 
@—Mr. Cook, when you have some™™ 
thing like “Patterns” going for you, woulda 
you like to skip the middle commercial? & 
Mr. Cook—No, not in thst piay, becausday 
that play was constructed for three comm 
mercials, which were quite valuable iim 
their way. The show we have now wag 
only constructed for two breaks; wal 
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begin our second act before the half- 
hour mark so that we don’t leave the play 
until four or five minutes before “The 
$64,000 Question” is over. 

That was an awfully good point Mr. 
Grauer made when he mentioned the 
word “taste.” And the two sales represen- 
tatives here mentioned the problems in 
film and live commercials. I believe the 
fundamental need commercially is for 
belief, and to achieve belief you have to 


transmit honesty. Whether you're doing it - 


with a motion picture camera, or a well 
known personality, or hands cutting 
through Kraft cheese, or however it’s 
done, it must be something that you are 
fundamentally comfortable with. 

Q.—What’s the best way to achieve this 
bélievability? 

Mr. Cook—You asked for the adver- 
tisers’ approach and I’ve worked for them 
for ten years. At the agency where I 
worked [J. Walter Thompson Co.] we 


[en always insisted that our producers pro- 


duce the commercials. If you can put on 
a fine dramatic show or any other kind 
of show, you can also do a better commer- 
cial than anybody else. It also gives you 
an unbreakable bond with the client be- 
cause there’s no middle ground. You have 


i as much responsibility for the commercial 


as you do for the show. In doing commer- 
cials this way we had control of our copy, 
control of our translation into visual in 
what was said and how it was said. 

I think much in the field is written 
and produced for the printed page, wheth- 
er it’s done in New York or wherever the 

3 client is, by many people who have no 

| background in the theater or in the visual 

@ sense. They write for the printed page— 
which is great art in itself—but there is 
so much concentration on the word that 
you can’t change that into the visual no 
matter how much you believe in it. 

And there is so much concentration on 

' minutiae that there is very little area of 

flexibility left for the personality or the 
[a film director. This is not a personal 
problem; I see what other people run in- 
to. Like Mr. Marshall, who said he has 
fine clients, I have worked for two fine 


But without flexibility and comfort, 
you cannot achieve belief. 


On Program Mood and Its 
Effect on Commercials 


Q.—Let’s talk about the mood of the 
Mprogram and its effect on the commercial 
message, particularly on such psycholog- 
ical shows as “Studio One.” Is it difficult 
Mumto sell anything after that sort of drama? 
On the other hand, is light comedy so 
Mlight that it leaves the buyer in such a 
frame of mind that he’s unwilling to think 
pf anything serious—like buying a car, 
say? Is there a problem here? 
Mr. Cook—I don’t think that’s a prob- 
lem, er particularly true. I think if you 
ave a show that is as successful as 
last year’s “Night to Remember” (Titan- 
¢c) you may not absorb the first commer- 
‘ial for Kraft as fully as you had before, 
sut I think the impression in this case 
mavas so great that it was not a problem, 
find I think that happens very rarely. On 
mehe other hand, if you have a show so 
yad that the audience is staying with it 
yecause there is only one station in town 
ind no place else to turn, they’re not 
toing to watch the commercials with any 
nore interest than they watched the show 
tself. Those are the two extremes. 
Q@.—I’m not talking about a bad show. 
’‘m talking about the show that is so 
ood that at the end of the first act 
verybody’s in tears. There was one 
Studio One” show for example, and very 
Svell done, in which a mad doctor insisted 
n cutting everyone’s hands off... 
Mr. Grauer—That’s no piace to sell 
‘almolive .. . 
Mr. Geodson—Since I am not a pro- 
ucer of serious drama, it would be to 
1y own self-interest to say the only place 
rhere you could sell would be in light 
ntertainment vehicles. My own feeling 
| that human beings are very complicated 


and they go into a series of changes in 
emotions. And so I think to try to say that 
I must get him in X mood before I can 
run the commercial would take a psycho- 
analytical board to figure him out. 

I think unless you had a camera in 
hundreds of houses taking pictures of 
what people do when the commercials 
come on, you’d never know, because ac- 
tually they might just get up every time 
the commercial comes on. 

I’ve seen it at fights—you rush out to 
get the beer in the kitchen at exactly 
the time the man’s trying to sell it. 

My feeling is that you’ve just got to 
take your chances. I think if you catch 
attention, that’s about all you can hope 
for. The show assembles the audience and 
gets them in an attentive mood, that’s 
about all. 

Miss Jordan—In the middle of a play 
here in the theater, you hear crying in 
the audience. But at intermission you go 
out and have a cigaret and laugh and 
talk. Then you go back in and you’re in 
the mood for the play again. 

Mr. Goodson—<Actually you have to 
take into account the fact that people go 
to the theater to enjoy themselves. The 
expression—“I went to the theater and 
had a good cry”—does not mean that 
people come out of the theater miserable. 
It was very enjoyable even though you 
used up three handkerchiefs. People read 
mysteries that scare the hell out of them 
and kids read things that scare them to 
death, but they enjoy it. 

Q.—But the analogy between the thea- 
ter and radio or television is not com- 
pletely apt. In the theater there is time 
to move from one mood to another quite 
leisurely. In broadcasting, the time ele- 
ment is missing. Very rapid mood transi- 
tions are demanded. 

Mr. Grauer—Yes; and that’s why an 
over-all point of view on the show is so 
essential. Maybe there should be 20 sec- 
onds of mood music before the visual 
change... 

Miss Jordan—That’s why I think com- 
mercials are so nice when they don’t 


“The prototype of the show stays on.” 


just bang, bang, buy this soap or some- 
thing. I think you talk for a few seconds 
just to get them out of the mood of the 
show and into the mood of listening to 
you, and then you “hit them.” 


On Whether Men or Women 
Make Better Salesmen 


Q.—I want to explore one other aspect 
of the business—it has to do with men vs. 
women. Who does the best job of deliver- 
ing a commercial—a man or a woman? Is 
there a difference if a woman sells wom- 
en’s products and a man sells men’s 
products? 

Miss Jordan—It depends on the prod- 
uct. A man can possibly sell furniture, 
but after all a woman buys the furniture. 
I think they have to take into considera- 
tion whether the male or the female buys 
the product. It’s half and half with cars. 


“By the time you have repeated one sen- 
tence 20 times, you wonder how it will 
turn out.” 


If you notice, on the car commercials 
they have men and women. The women 
telling you about the beautiful aspects of 
the cars, the men telling you about the 
mechanical things. For food products, very 
definitely women. 

Mr. Grauer—I don’t agree with Joanne 
completely. I agree with her point, but 
when it comes to selling, I have to go to 
the male approach for virility and di- 
rection which are essentially male char- 
acteristics. I think women like to be 
sold by a man. But I would say the wom- 
en are okay for the women’s products. 

Mr. Marshall—I agree with Ben and I 
think that generally women’s role in — 
vision is for specialization. Betty Furness 
is a specialized form. 

Q.—And yet it is interesting that every- 
one here seems to agree that Betty Fur- 
ness is doing a terrific selling job... 


On Whether a Broadcast 
Salesman Can Be Too Popular 

Q.—How many products do you think 
you can sell in a week on television and 
still convince the people of the believ- 
ability of what you’re saying? Is there 
such a thing as being too popular with 
sponsors? 

Miss Jordan—lI’ve had complaints, be- 
cause on the West Coast I was doing 
national shows plus local shows at one 
time. I was getting a very good price for 
local shows, so I took them, because I 
have a couple of children to support. It 
was all right when I was being hired in 
New York, but if I were being hired in 
Los Angeles, they’d say, “My goodness, 
every time you turn the dial, you’re on 
this or that.” 

Finally, I refused to do spot commer- 
cials on film, because they can be on 
any number of times a day and you just 
get so much money for 13 weeks. I dis- 
covered two or three years ago that you 
can wear yourself out. 

Q—Mr. Cook, would you want Betty 
Furness on Kraft while she is on West- 
inghouse? 

Mr. Cook—Not on Kraft. But if I had 
another show? I don’t think so, I think 
she has been totally identified only with 
one product. 

Q@.—In other words, what you’re say- 
ing is that people would say, “There’s 
that Westinghouse gal.” 

Mr. Cook—Of course. 

Mr. Grauer—Every Friday night I’m 
editor of “Big Story,” which is a con- 
sistent solid role. There are two different 
clients. We had Clients A and B last 
year, this year we have Clients A and C. 
That gives me no concern at all because 
I think the thing that counts is the famil- 
iar role of the editor and I don’t think 
they identify me with A or B, but if 
suddenly you pop up in another place with 
a new product in your hand, there is a 
danger. 


One Man’s Sales Philosophy 
Mr. Marshall—This overexposure thing 
is a source of a lot of discussion in our 
field and has been for seven or eight 
years. My answer to that also involves an 
answer to Mark Goodson’s earlier com- 
ments on the preference for integrated 
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commercials, but then he modified that 
view by saying integrated only if it’s ap- 
plicable. In 1949 I switched from news 
and special events in radio and tv into the 
commercial area of television as a free 
lancer with the Auto-Lite company as a 
spring board. I decided to become a pro- 
fessional salesman after a lot of thought. 

Q.—What prompted your decision? 

Mr. Marshall—I have the conviction 
that this nation was built on the activities 
of salesmen ...I think tv is the synthesis 
of all the means of communication that 
man has ever had; it’s selling ideas, and 
products. 

And no matter what exceptions to the 
rule, we find—whether it be Bert & 
Harry, animated clothes drying on a line, 
whether it be certain bona fide integra- 
tions like Garry Moore or specious inte- 
gration like the end of the “Lux Theater,” 
no matter what temporary effective varia- 
tions we have, I think the keystone of 
television commercials is the person who 
is the professional salesman. 

I feel that people in this country have 
respect for professional salesmen. I feel 
a professional salesman, like any man who 
comes to your office to sell you something, 
can represent a line of office furniture one 
year and you'll respect him because he 
represents his product well and authorita- 
tively. The following year, he can come to 
you and say, “Now, I represent a line of 
books.” If he is a professional salesman, if 
he’s done his job well, has dealt in good 
goods, you'll respect him. 

If he is careful to keep his standards 
high or keep his standards at the same 
level—he can be a pitch man, or an intel- 
lectual or institutional type, no matter 
what—you will have respect for him. So 
I arrived at the conclusion six or seven 
years ago that there was a role for 
Joanne’s and my type in this sphere. 

Q.—What are your feelings about the 
problem of over-exposure? 

Mr. Marshall—As far as over-exposure 
is concerned, I got the idea about exclu- 
sivity and it was very tempting to anchor 
down to security—which all performers 
have never been able to have. But I ar- 
rived early at the conclusion that there 
should be some cross plug value to my ac- 
tivities. 

To make it real simple, people should be 
able to see me for Reynolds Aluminum on 
“Mr. Peepers” and say, “Oh, yes, I know 
him, he’s the guy with the Auto-Lite jack- 
et on Tuesday night,” or vice versa. I 
think you should make yourself what I 
call a semi-celebrity. Not over the product 
—but you want to be a celebrity in that 
you are recognized by people not for your- 
self but for the association with the mer- 
chandise you're selling. 

Over-exposure was a worry to me for 
three or four years until about a year and 
and a half ago. Then with the help of some 
advisers and reading AA and some of the 
other publications, I began to analyze the 
situation and realize that the same person 
is not going to see you on all these ap- 
pearances every week, week after week. 
There are too many stations, too many 
things going on. . . 

But you’ve got to call your shots care- 
fully, you’ve got to be on things that are 
commensurate with the merchandise that 
you have represented, and you can’t be 
put into situations that are completely 
foreign to your personality. I came to the 
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conclusion that this overexposure thing 
is not the problem it appeared at first. 

And I want people to know who I am 
so that when I start to talk about flavor 
buds or Reynolds aluminum they know 
that’s my business and that I am qualified 
to talk to them about it. 

Q.—Was there anything in particuler 
that prompted you to make this decision? 

Mr. Marshall—The whole thing was 
clinched by something I read about a year 
ago. It was a work Dr. Gallup did in 
audience research for films way back in 
1941, but it’s very valid today. It showed 
that stars like Ronald Colman and some 
of the others who cut back to one picture 
a year were cut back by 17% at the box 
office every year, while the box office ap- 
peal of other stars making three or four 
pictures a year increased. If they like you, 
they want to see you a lot. 

Q.—I’m not sure you got in everything 
you had in mind about the merits of the 
professional salesman, as you call him, as 
opposed to other types of tv sell. Would 
you like to comment further on that? 

Mr. Marshall—One feature stands out 
clearly in my mind and that is that in the 
long run the big companies, and they are 
the ones that buy television time—will 
want a company salesman. Now Joanne 
may not be as effective every Tuesday 
night for Hazel Bishop as a burst of fire- 
works. But over a long period of time, she 
represents Hazel Bishop. 

She’s the quintessence of femininity; 
she’s smart American womanhood and she 
stands for Hazel Bishop and all that it 
does to contribute to that part of our way 
of life. And for my part: Reynolds alu- 
minum can do lots of things; they can jazz 
up the commercial, but by and large they 
want a man who stands for the company. 
You become a familiar part of the Amer- 
ican home; the client can use you in other 
advertising, at sales meetings, in impress- 


ing jobbers and distributors. 

Let’s go back to Betty Furness for a mo- 
ment. Even if she were not the most qual- 
ified person to do all the things she does 
for Westinghouse—and I certainly don’t 
mean to imply that she isn’t—but even if 
she weren’t, she has become such a sym- 
bol for that company that they would cer- 
tainly think a long while before replacing 
her. 

I think they’re going to use her and use 
her for a long time to come. . . and many 
other companies could profitably take a 
page out of that particular book. 


On Why Successful 
Shows Are Imitated 


Mr. Goodson—I would like to say one 
thing to advertisers which I think is criti- 
cal. I think there is a tremendous tendency 
today, when shows are very expensive and 
risks are very expensive, to try to buy 
shows by an engineering handbook or 
slide rule technique, whereby you say: 
“This has succeeded before, therefore my 
imitation of that success will succeed.” 

This is what tends to proliferate a simi- 
lar type of show, whether it’s a situation 
comedy or a big money giveaway. You 
tend to try to imitate by saying the hit 
show has six ingredients in it: Big money, 
carry-over, interesting contestants, a fine 
emcee who makes a few jokes but not too 
many. He’s serious when he talks to seri- 
ous contestants. He has an isolation booth. 
In the case of “What’s My Line” four 
pedple sit and talk to a contestant and you 
have a dignified moderator who asks 
questions. 

Now let’s take that framework, pull 
out all the insides of it, put in our own in- 
gredients and it’s got to come out about 
the same. That’s the theory. 

Q@.—How do you account for this atti- 
tude on the part of sponsors? 

Mr. Goodson—I imagine advertisers 


“Contract, smontract, give me more mon- 
ey.” 


have found some success with this in mak- 
ing their products successful, just as I as- 
sume people who make cars or soaps fig- 
ure out what makes a competitive product 
successful, then they put out something 
like it that catches on. When Rise came 
out in the shaving market, there were 20 
others that came out in a few weeks. After 
Stopette, there were other squeeze 
products. 

I don’t think it works in show business 
at all. I sometimes think it works just the 
opposite. And the problem is that people 
used to say to us—I go back now to an 
old show—they’d say, “Give us a show 
like ‘What’s My Line.’ ” The answer is that 
when “What’s My Line” was first brought 
out, nobody recognized it and when we 
bring a new show or new idea out today it 
meets the same kind of conservatism as 
the original hit met then. 

What sponsors really want is security, 
which is very difficult to buy by imitation. 
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And that’s the dilemma, because you do 
take a gamble—but I think your greatest 
gamble is in the imitation. 

Q.—A lot of people think that some of 
your own panel shows are imitations of 
some of your other panels. “The Name’s 
the Same,” for example, has some of the 
same attributes of a very successful show 
called “What’s My Line.” 

Mr. Goodson—Yes, I think that’s true. 
In the first place, “The Name’s the Same” 
is off, as all imitation shows ultimately 
will be. I think the prototype of the show 
stays on. For instance, back in radio when 
I had a show called “Stop the Music”— 
Lou Cowan and I were partners on that— 
within two months after that was on the 
air there were 10 or 15 telephone shows 
and they all ultimately dropped off except 
the prototype. The reason why we put 
them on is very simple—because the spon- 
sors come to you and say, “Give us one 
like the hit.” You’ve either got to be in- 
sane and say, “Go buy from my competi- 
tor,” or put it on yourself. 

Lou Cowan, I think, was very bright in 
what he did. He put on “$64,000 Question” 
and immediately put on “Big Surprise” 
and the “$64,000 Challenge” and the 
“Giant Step” because if he doesn’t every- 
body else will. As a matter of fact, they 
will anyway. 

The odd thing is it’s the only way you 
can make any money, because on your hit 
show you’re usually stuck with a terrible 
contract. On “What’s My Line,” for years 
we'd come in on our hands and knees and 
say, “Look, fellows, everybody on the 
panel is making more money than the 
whole show.” When the talent gets un- 
happy, they say, “Contract, shmontract, 
give me more money.” You make your 
money on the little shows that come later, 
because you can charge twice as much for 
the imitation as the original which is the 
hit, and not be charged with stealing! 


been Sullivan all the way. 


TV Revenue Is Up, But 
Shows Are Creaky 


(Continued from Page 54) 
the company but because of illness 
in the family of J. L. VanVolken- 
burg, the retiring president. 


At NBC, Changes and Shifts 


At NBC even Univac would have 
had difficulty keeping track of the 
= management shuffle, sponsor 
movement and program shakeups 
in the last 11 months. The net- 
work lost its best-known program- 
ming figure, board chairman Pat 
Weaver, when he and a coupie of 
top associates resigned. It added 
five exec vp’s to ease the adminis- 
trative load on president Robert W. 
Sarnoff. The fifth—former ABC 
head Robert E. Kintner—does not 
begin work until January. 

At least 14 nighttime sponsors 
decided to take their tv money out 
of one show and put it in another. 
Among them: Reynolds Metals, 
from “Frontier” to “Circus Boy”; 
Remington Rand, from Sid Caesar 
to NBC News; Helene Curtis, from 
™Caesar to Ray Bolger; Ford, from 
“Ford Theater” (which moved to 
™m™ABC) to Tennessee Ernie; P. Lor- 
illard Co., from “Truth or Conse- 
quences” to Walter Winchell for a 
brief 13 weeks; Campbell Soup Co., 
from “Star Stage” to “On Trial.” 

R. J. Reynolds Tobacco went 
from NBC news to “People Are 
Funny”; Sunbeam, from Milton 

Berle and Martha Raye to Perry 
pmo; U.S. Rubber Co., from the 
mSunday spectacular to college foot- 
Bball; RCA, from Berle and Raye to 
3 y Como and Saturday spectac- 
Mulars; General Foods, from “Top- 
per” to “Tales of the Bengal Lan- 
ers”; and Revion, from “Medic” 

o the quizzer, “Can Do.” 


Liggett & Myers gave up half of 


“Dragnet” to Schick and bought 
half of “Noah’s Ark”; Borden Co. 
relinquished half of “People’s 
Choice” to P&G and added half of 
“Fury.” Lever Bros. cancelled a 15- 


minute song session, but bought | gate finally called it quits on the 


half of “On Trial.” Pontiac and 
Texaco left the NBC nighttime 
ranks and Coca-Cola will leave in 
February. General Foods is looking 
for an alternate backer for at least 
one of its film series. Toni comes 
in and will share Groucho Marx 
with De Soto in January. 

Recent months have been equal- 
ly busy for the network’s program 
strategists and show doctors. Col- 


| sroggy “Comedy Hour” last spring 
jand Steve Allen began his Sunday 
|\show to challenge Lincoln-Mer- 
cury’s mighty Ed Sullivan on CBS. 
Mr. Allen scored one upset in the 
rating battle, thanks to an appear- 
ance by show business’ hottest at- 
traction, Elvis Presley. Mr. Sulli- 
van immediately signed Presley for 
p staggered series of appearances 
on his show and since then it has 


All three of the magazine con- 
cept T-H-T trio—“Today,” “Home” 
and “Tonight”— have had or are 
having revisions. But “Today” is 
still getting the bulk of the early 
morning tv business, with CBS’ 
“Good Morning” going practically 
sustaining and “Captain Kangaroo” 
doing somewhat better. 


® The last half-hour was lopped 


U.S. Homes Having Radio and TV Sets 


Trend of Set Ownership, 1949-1956 (in Millions) 
Copyright by A. C. Nielsen Co. 


M0) Au HOMES =F j}RADIO Homes ME rv HOMES 


426 43.4 


1949 
2% 
TV HOMES AS % ALL HOMES 


Radio penetration of U. S. homes, as measured in set ownership, has 
remained nearly constant, as this chart shows. Over 96% of homes 


1954 


47% 58% 


72% 


have one or more radio sets, not counting auto radios. TV set pen- 
etration has risen from nearly nothing to 72% of all homes. 


Se a ae 
+ 


= 


eo Se igs 
So bo: “eae eit _ , 
iG BW vx) omen ity Ve fe AS pa ate Pee Ly a é 
PE Wie OR piety ph A hae ig ns 
‘eat haan SE dnt: gt is tee a oar a tig et wa see as Fon, 
ge : ef hy 6 wpa Spe = a ae Bey oes ee me ed a 
ey ty yee i ee aes toe, ks < aye oe a ees LApaeR es: 5 6 wee ight eat ee. 
Sots : — 3 Wee ee CO) ME a Sa ia 
hee ene eee a ee is a 
oie ee 60 ge nS ae > ee Bat 2 Be e Be ap es ae 
‘cy ee ai : er ; 
ae 
aie ee , ‘ = 
+1). oem 
| he ee | 
> Lean 
CARR ; ‘Beegmee. ho 
Pi rt Me —_ \ a eae oh 
ae 4 ig Mt ag or 
aie a 5 {oe ae 
eee is ; “a . 
Maye ‘*. oe 
me a : - “ be , ae 
Ns”. | eS ee 
eS i a Ne | les a 
Oe ae p ‘ — = | 
ae ope : ~* a P ey * 
eae a i ; 
eS i i ‘ 
SR ORES ie a i i fs 4 
oe co ee 2 
ge he ee ee 
Ht ete : Bi : a Won y 
mee ts ie Viale 
Tie ee a - a ae <ige : 
ae 4 ne ae a < "CaP ae. if 
a es _ Mane ns acy ee i 
PAL fe eS 3 tel ae ; 
Br oe Fe i 
33 nae Ris a Po yal ty { 
or. ee al ) area ey 
ere) mg "4 moe Cee 
Be es a / eae 
Se ee hae hs j . ee Poa 
$4 a ae am } 2 al se ame fe 
ee | Ra no que 
cet t a a ee i oes a, , 
ro ra eee a uate j 
Cee S| : eae 
Ce: 
a a ae 
aah eee 
oe eee > 
7h GO 4 
i ou: . d 
ae a ; 
ae ae , 
Oe, i oe x { 
oe. aie : 
7) A beslaae 
| ea 
es a 
+ oe aia 
ea 9 
nae 
Neem a 4 ‘ 
Bei 3 
bh 
Ps ek 
ieee ee 
“Ve 
Noh aa 
‘Nee 
Lies its 
<a 
teats s Ge 
= ae | 
ae : 
a 
iS aa 
eee ! 
Fe 
, : a 
uf a eae 
CS ea 
= a a i 
ee Se 
os aan : _ 
ym 
5 gan 
I Se RIES. 
“t Ps 7 ee a Ee OO Eee see ke ee Te 
a led alae 
eA | 
hace rome 
Sa | Po 
eS eee, 
Can 
wee 
an 
eo eee ; 
+2 he. L? 
oer Pee 6 “ 
a 
an ce 
ae PO 
‘a - a “s A a RRR LIRR PN. CR ES FERS CEN RRA SRE ch SEE lee ROR eam Rn 
; © i es 
oe es eC 
] y Noes 
gg 
aa 
ee ee t 
oa Ad ' 
7: iat 
r eee 
PRRs : 
Geen SE 
eee 
aa Tin sad ' 
PORN yes 
Say ; 
eae 44.4 45.3 46.1 46.7 47.6 48.7 
mete a } 
ae eee | i I 
a. 40.2 IM) 41.4 42.9 IM 44.3 44.9 [IM 47.0 |] | 
‘ 
ene ; . — - a lilt 
i oe ete ges eee sist series sitoges specccbees ones | 
ret en os Cans Ro | Sees: Soe sg Beets Rae 
oo ? eee | oes ser psoas Pos ae Be | Bee i| ) 
Me at a Se Sey ies eee a Reese ee Bee | 
ee apa bce = (li| III see ee ee Bee. es Pe  liiliil i 
eR Paced Pet \ Ras pet es ares Bese See Br | 
art bry on Sor | Bs Be Ra Se ee See See be ie 1} HI 
Paps: Bes Re aaa: Sia Bees eM 5: a Big: | } 
eS aos Sak } Boe eae Bers Beene ae Bese See HI 
fo ee Se eae oe ee ig ae Be HII |I|I| i 
7 Ee seca | psi. oS Seas Sirens cae Moe ee i 
a ie eee | ie Rae eee se: eae Ee iS i 
ect is Alii ae ee oe eee te ee 8 j 
aay Rae ae eres Bee ee eet Rees Bee: ae i} 
be ae a ee Be Ee es eee oe 35.) be | i 
on att MM 6 ae ail fre AN coe wlll 
pe pee fe. neces Bs Hebe eee 31.0 F See i 
2 alee oa oes see Ses Be Si Spee es s 
ate eal||\\ oe ee ee oe 26.9 be ae - eel i 
ab Sane ie | ee | Bes Soe Bere: Ba ese : 1} / 
Ne de ae Sick eae igo sie Ee ep ; 
See Eee | See sie Bee Baten i : eos : i} 
set) mk Seed es ss Beer Sees : ee 
Eee aii as ee 5 | 21.60 o ey . ! 
S Resa aS Ses ae Pi Sas - ¥ 
eS a ee Sc | Se coe Raton baal 4 : | 4 | 
ae ered ae Be eee ee ie : i , 
4 ee ee aes ae bi J } 3 J . 
ieee Ben ae ee 15.6 Bee ; Be ‘ 
ot ee Boe } tts Be oe : oa a 5 ‘ i] 
dylity 25 ona tk Ss a3 3 ; } oe = | 
"a Lane Se Pees, e oS : ! 8 oF ee | 
ie ae: eee ee 11.0 Bae | : Bes Bees | % | 
Lt pa ae Beat ie e ee s e 
5 jeg eed | oe Bones * 4 | S Si $2 | { 
PV cs,” ee ee : Ree : | : ; ; ! 
a ee ee ae ae ee Be ee : ‘ 
ee = | 4.2 - : alii - | AM 
ra BS det: | ce Basie bi > af aS ‘ oe | re | q | 
ie aie etek * y Re<s | Ss bs es } is ; : i | Si 3 | 
a ge iy : £3 Bons ie te | ; : 2 : | é 3 j 
4 ‘Beste scones HN see | ee a | a od tag 4 4 
Ae wie: ee A IIIIILL eae ee : i 
oe = yee Rites | Sees Ste Sy 2 
i ee 1951 19 Ba Bee alli - oe 
eats | ; 25% 52 1953 Soe } pee Hii] ‘ 
ee a ane } ae Wi 
So hb ae 
ae 35% —_ 1955 - 
“ eS ieee 56 
4 tee 
Wear : 
=) ie 
Hee Bee ‘ 
ie 
Sn 
Ae Rete. \ ky ; “ ‘ : 
es ae hae i s ‘a : 
: wae ooo B : , # 4 ‘ 
. F ee Fie Pee a int Y - 
2 : ee ee E oS : ae 


| 
| 
: 


OU yo SUA a 


c or the 
eo a2 CHE ge Sntatte agpee 
oe Sora 


HOG 


13% 


ot et 


Y In 1 market y | | or 
Se. ee ame Call or wire today ek 


345 Madison Ave. & 
or program basis these Ci. Ci. Hew York City 
- _ @ MUrray Bill 6-2323 
a Productions, Ine.\e.2.m. ine.) 


Associated Artiste 


CHIGAGO - 75 £. Wacker Drive + DEarborn 2-4040. 
DALLAS - 1511 Bryan Street « Riverside 7-8553 


FP nee or 

| en oe oe 

# Soe a a ee ee a 

soa e results: VU L Hiei Et 
bs Be : ” : 4 | > 

3 i or . ud ne na : eo 3 " qe 

' \ ns 

, 4 = &§ 

| \ Fe ¥ : ie 

: —wBZA4: rv ee : 

5 FIELO ROAD poston °°" OT ihe pee — | a ho i. 4a . 

4170 $9 yore® . ; ee ee ee i a a SS 

ae ae oe A ee 

, Qctover 17> 1956 a pence cae 7 Be, 3 pe : es 

_ sie ee ey ; 

ie of i. hy ae a 

Se — i € 4 « Eater a 

- < 4 j . Bis Ny i : Be lg * 

wt Peres coe ; oo 

mpsocsated artists proauctionss “PY + ie ae a & 

345 Weare ere THE PETRIFIED eee | A 

i: ‘ 
n = i ; a oe 

pear BOP our new aposton NovLetE® ce | ae oe 

enjoy writiné- Tv" warner Bros- 4 ap : o « ae ge = BS 

' mis 36 oP qnose yonder ful Popeye cartoons ee xpose of pugust- qhe ARE L te s Este @ an a ‘ 

: peor re SS Sens war Fate eas Pm covet Spon #3 we 3.7 e ee fp Beem a 
= eeriaay Pert ’ co ioe SOS =] ine 
aversée jn the Monde sets o" mackey mouse Be + Re — ~~ tis ee 

gne very garst tine cat, “BOM last > ee quiied © bye 7 Pee gia Be. a fe a 

ywnet's mores an pour qn <nis peri ° we , Mowietime” — we = za ya ‘fe >. = f ee 

club" agains’ ae et 100k what nappenet with Bo he ae ew as a 

got & he wh ng pabit nere “THE er ret > ee a & ; 

\ vaale. © ene 40 enjoy TAP TRA” rae. Poa 

; on 18 something» bow 1 - pe * 

| sss & ase ya - ae ies? Te 

/ | nposton movietime stoards- gna needles? ss Gove Ei a aie 

sa co votes mee he a — | 

ai = ana vo DOCESS —" — : 
, vere ent: mngiand- | 

tl ' of coursés we new men pictnt romotione caspetey to nit repent results. ee aa E> . 

coumperds SA.0 — proanced wee” one >. =z 

i fine post | 188 ether paP's yonder so) pictures ‘a ‘ee ee . 

cnet ens Movsetine” *f groin TS gnet ve, sad sponsors? “SHINE ge ae 
5 Th onfiaent snese patine® will 8° HARVEST MOON” ng ta 
pavence®» we are ae wt a x 
ote Mee: oo a = 
courdn!® 88 (ae £ Bes PEE 
i Best ’ Wee ee + Oh é 2 StS 
a hs _ " ag : Op ne ~ eg F 
a } — oe a tg 
ee 2 | | 

. i 3 - “ sili’ cs e St od ounh ’ = . aS 

a.” > a aa oe ee oy toa ; ee , eS ro os aah ce ‘CONFIDENTIAL r a “a ee We ~ 


off “Tonight” in the East. In New 
York, the network-owned statien 
replaced this with some old, old 
movies, well calculated to drive 
late viewers to bed fast. NBC is 
now in the process of remaking 
“Tonight” along the “Today” pat- 
tern; the format change will take 
place in January when Steve Allen 
leaves the show to concentrate on 
his Sunday night telecast. 

NBC’s daytime schedule has 
been shaken up times enough to 
drive program listing editors to 
drink. Ernie Kovacs, and then 
“Bandstand,” which was replaced 
by an audience participation show 
from the Goodson-Todman factory, 
were in and out fast. “Ding Dong 
School” fades fn January, though 
Dr. ‘Frances Horwich continues 
under contract to the network. The 
exit ianes included “Howdy 
Doody” on school days, Pinky Lee 
and some shows that have been 
forgotten by everybody except 
their producers. 

John Cameron Swayze went out 
of the featured evening news post 
and was replaced by a Mr. Galla- 
gher and Mr. Shean team piayed 
by Chet Huntley and David Brink- 
ley. 

NBC’s most intensive efforts this 
year have been in the direction of 
increased color programming. The 
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network has worked very hard to 
whip up interest in tint television 
both at the network and the station 
level. There has been little help in 
this drive from the other networks; 
CBS treats color tv very casually 
and ABC has had nothing to do 
with it so far. 


Mickey Mouse and ABC 


ABC started the fall season with 
13 of its old shows missing, 12 new 
ones added and at least five in 
slightly different dress. There 
were even a few changes in the 
“Mickey Mouse Club,” which now 
is dead-heading part of the time 
after a sellout in its 1955-56 run. 

Sponsor shifts during the year 
included: Dodge, from “Break the 
Bank” and Danny Thomas to Law- 
rence Welk’s “Top Tunes and New 
Talent,” giving Welk two Dodge 
shows; Emerson Drug and Olin 


Mullti-Set TV Homes Increase 


January, 1951 Hii] 0.9 _— 
Jenvery, 52s |CUm 
Jenvery, 1953 II 1.9 

Jenvery, 1954 INI] 2.9 

Jenvery, 1955 HIE 

Jenvory, 1956 -< 
September, 1956 (EIFS) 7. 


GOING UP—The growth of multi-tv homes, reported by American 
Research Bureau, spurted ahead in the past two years. Part of 
this gain is attributed to an increasing number of manufacturers 


offering portable tv receivers. 


Advertising Age, December 10, 1956 


Mathieson from “Chance of a Life- 
time” to “Masquerade Party,” 
which has been cancelled as of Dec. 
22; Ralston-Purina, from “Ethel & 
Albert” and “Grand Ole Opry” to 
“Bold Journey”; Mogen David 
Wine from “Dollar a Second” to 
“Treasure Hunt”; American To- 
bacco, from “M-G-M Parade” and 
Danny Thomas to “Navy Log.” 


® Swift replaced American Dairy 
as alternate on “Lone Ranger”; 
Parker Pen moved out of an every 
other week spot on “Wyatt Earp” 
and P&G moved in; American Mo- 
tors cut back on “Disneyland” and 
Derby Foods expanded to take up 
the slack. Three advertisers quit 
“Ozzie & Harriet” and were re- 
placed by Eastman Kodak. Danny 
Thomas, with a somewhat revised 
show, now is working for Armour 
and Kimberly-Clark Corp. General 
Electric cut back to an alternate on 
“Broken Arrow,” with Miles Labs 
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THE STEUBENVILLE-WHEELING AND PITTSBURGH MARKETS 


—richest steel and coal area in the world—4,531,600 population, ranking with the 
nation’s 4th largest market —$7¥ billion income—$4¥2 billion retail sales. 


FREE BONUS OF Pica: 


Our rate is based on our Steubenville-Wheeling coverage, so you 
get our coverage among 399,810* Allegheny County (Pittsburgh) 


TV homes absolutely 


free. 
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CBS -ABC-CHANNEL 9 230,500 WATTS 
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Gen’! Mgr: John J. Laux, WSTV-TV, Steubenville, Ohio, ATlantic 24265 @ Nat'l Sis. Mgr: Rod Gibson, 720 Fifth Ave., N.Y. 17, N.Y. JUdson 6-5536 
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coming in to fill the vacancy. 


s But for ABC, attention is fo- 
cused on the future. Industry ob- 
servers are watching with interest 
to see what happens now that a 
new man—Leonard Goldenson, 
president of the network’s parent 
company, American Broadcasting- 
Paramount Theaters—is at the 
helm. Mr. Goldenson and his key 
tv executive, Oliver Treyz, are ex- 
pected to concentrate on four main 
objectives: 


e A stepped-up drive to get ABC 
affiliates in such cities as St. Louis, 
Miami, Pittsburgh, Boston and 
New Orleans. This means renewed 
efforts to obtain FCC action on 
available unassigned uhf channels 
in these key cities. 


e To increase clearances for ABC 
shows—particularly those that are 
giving CBS and NBC strong com- 
petition—on existing stations. 


e To build up the schedule on rel- 
atively weak nights. 


e To round out the network serv- 
ice by giving ABC stations more 
and better daytime programs. 

Program building will concen- 
trate first on Thursday night, with 
Saturdays and Sundays getting 
second priority. The network 
nighttime feature film series will 
be dumped. By February or March, 
Mr. Treyz hopes to have a live 
afternoon personality show to serve 
as an effective lead-in for Mickey 
Mouse. The new management team 
scored its first talent coup by sign- 
ing Frank Sinatra to a three-year 
contract despite enticing offers 
from CBS and NBC. 


Hollywood Floods TV 


This was the year the Holly- 
wood floodgates opened and the 
backlog of old movies—from 


classes A to Z—started pouring 
into television. 

The switch was pulled by Thom- 
as F. O’Neil, of RKO Teleradio, 
who bought RKO Radio Pictures 
in mid-1955; and Matthew Fox, a 
familiar name in motion picture 
and tv film operations, Mr. Fox, 
as president of the newly formed 
C&C Television Corp., agreed to 
pay $15,200,000 for worldwide tv 
rights and foreign theatrical rights 
to 740 RKO feature films and 
1,000 short subjects. 

In many cases, C&C leased the 
features to stations in perpetuity 
in exchange for spots. In more 
than 100 top markets, these spots 
—70 a week for five years—were 
sold to International Latex Corp. 

Republic Pictures had started 
moving full length westerns and 
other features into television as 
early as 1951, but the big rush to 
get the backlog off the shelves and 
into video did not begin until RKO 


TV Price Trend 


Source: Nielsen Radio-TV 
Index 
Cost per 1,000 for each 
Minute of Commercial* 


March- March- 
April April 
1955 1956 
Daytime ‘ 
average .. $2.02 $2.39 
Nighttime 
average 3.69 3.59 


_ 63 


Gems, one of the most successful 
film producers. Columbia released 
104 pre-1948 feature films to tv, 
with Screen Gems handling the 
distribution. 

Before long, Warner  Bros., 
which was already in tv as pro- 
ducer of “Cheyenne,” succumbed 
to the lure of television cash. A 
library of 850 features and 1,800 
shorts was sold to PRM Inc. 
(name since changed to Associated 
Artists Productions Corp.), a U.S.- 
Canadian investment company, for 
$21,000,006. 

For several months Loew's Inc. 
sat back and watched its competi- 


decided to put its properties on the 
market. 


® The next major movie producer 
to unlock its vaults for tv was Co- 
lumbia Pictures Corp., which al- 
ready had a major stake in video 


through its subsidiary, Screen 


G VALUE YOU GET ON 


LOWEST COST PER THOUSAND 


COMPARE TV. HOMES COST OF 1 HR. | COST OF 1 MIN. WEEKLY 
IN AREA* AA TIME AA TIME COVERAGE 
WSTV-TV 1,045,580 $100 552,870 
Sta. B, Wheeling 424,510 500 100 . 226,350 
Sta. C, Pittsburgh 1,218,110 2,000 500 971,790 
PHONE, WIRE OR MAIL COUPON FOR DETAILS TCDAY 
Fan. 100 J. LAU, GEL MER. WSTV-Y,STEUBENVILE, Om aa} 
PLUS 1 © Please have your representative cal. 
eae | © I'd like to see your new color film, “How to Make Money in the Steel Market.” 
* Your own “Index of Advertising Effect- | & jon’ me @ Ive copy ot Yon ine ones, BUYERS, WHOLESALERS, ETC.7 
iveness” — prepared by Richard Man- CE Send me your list of merchandising services. 
ville Research one mc 
e Complete directory of stores, buyers, ! coupany 
wholesalers in WSTV-TV coverage area 
 ADoRESS 
e Comprehensive merchandising serv- | 
ice — tailored to your needs = a — 


= > 


tors’ moves; then in mid-year, the 
company announced its own plans 
for “becoming an important fac- 
tor in television.” 


@ In keeping with the trend, it 
was decided to make the pre-1949 
library available to tv. However, 
the films are not sold in a package; 
they will be distributed through 
the tv arm of Loew’s producing 
division, Metro-Goldwyn-Mayer. 
As a starter, 770 features and 900 


HABIT STATION. 
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In their homes, is their cars, for 
best in news, music and sports, conjil 
sistent high tune-in night and dog 
proves that WJBK is = 3 
PART OF DETROITERS' 
DAILY LIVING 
To reach deep into the pocketbconme 
of this big-spending mcrket, fokiem 
advantage of this fact! Make WJBES 
PART OF EVERY 
DETROIT RADIO BUDGET 


AM-FM 
DETROIT - 


‘See Pages 72 and 73 
for the latest in the 
STORER BROADCASTING COMPAN) 
“‘Americana’”’ Series 
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Weekdays, a housewife is mostly on her feet 

and on the go. There’s just one advertising 
medium that can reach her continuously... just 
one she can pay attention to continuously. Radio. 


And in all radio, the CBS Radio Network is 

the consistent daytime favorite...with a line-up 
of dramatic serials that attract an average 

of 4,115,000 people a minute, every Monday 
through Friday! | 


What a time and place to sell all the products 
for which women are your best customers. 


this is the right time to buy... 


CBS RADIO NETWORK 


From left to right: 

12:00 N. WENDY WARREN & THE NEWS 
12:15 PM BACKSTAGE WIFE 
12:36 PM ROMANCE OF HELEN TRENT 
12:45 PM OUR GAL SUNDAY 

1:00 PM THIS 1S NORA BRAKE 

1:15 PM MA PERKINS 

1:30 PM YOUNG DR. MALONE 

1:45 PM ROAD OF LIFE 
2:05 PM RIGHT TO HAPPINESS 

2:15 PM SECOND MRS. BURTON 
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shorts were okayed for U. S. and 
Canadian television. Loew’s also 
evidenced interest in acquiring tv 
Stations and entering television 
program production. 

One of these aims has already 
been achieved, at least in part. 
Loew's is now a 25% owner of 
KTTV, Los Angeles; KTVR, Den- 
ver, and KMGM-TV, Minneapolis. 
In every case, companion deals 
covered the sale of the motion pic- 
ture backlog to the stations. 

Twentieth Century-Fox also 
chose a barter route as the means 
of placing its old movies in the 
video market. As a result, this Hol- 
lywood power is now half owner 
of tv’s newest supplier, NTA Film 
Network, which started servicing 
more than 100 stations with a 
weekly feature film in October. 


® At the same time that 20th 
Century became a partner in the 
network, National Telefilm Asso- 
ciates, the parent company, ac- 
quired exclusive tv rights to 390 
pre-1948 Fox features for $30,000,- 
600. NTA had bought video rights 
to 52 other movies from the com- 
pany earlier in the year. 

In May, National § Telefilm 
bought UM&M Television Corp. 
primarily to get its hand on the 


Growth of TV Syndication 

To point up the growth of 
the television film industry, 
NBC Television Films, New 
York, made a comparison of 
the number of national and 
regional advertisers using 
syndicated programs in San 
Francisco in the first quar- 
ter of 1955 and the first quar- 
ter of 1956. The Rorabaugh 
report showed an increase of 
47%. Of the new users of 
syndicated programs, 40% 
used no form of local tv in 
the first quarter of 1955; 37% 
used some form other than 
syndication in 1955 and con- 
tinued to do so in 1956; and 
23% used some form other 
than syndication in 1955 but 
were using syndication only 
in 1956. 


Paramount library of 1,450 car- 
toons and short subjects. Six more 
movies for tv were acquired 
through. the purchase of Rainbow 
Productions, a Paramount sub- 
sidiary. 

Before long there were enough 
Bette Davis dramas, Basil Rath- 
bone thrillers and Leslie Howard 
comedies on the market to keep tv 
going around the clock. Apart 
from Hollywood, there was an- 
other apparently inexhaustible 
source of old films—tie reservoir 
of series-made-especially-for-tv, 


NOT EVERY FILM — 
BUDGET CAN AFFORD 
FULL ANIMATION! 


ji 
id 


y 
i 


fy 
i 


which poured out in a steady flow 
of re-runs, third runs and fourth 
runs. 

While this sounds like enough 
celluloid to satiate viewers with 
movies, they may as well brace 
themselves for a great deal more. 
Paramount Pictures Corp. still 
has the lock on its feature film 
library. Universal Pictures Co. al- 
so has untapped supplies of old 
films. And most significantly, there 
is the stock of post-1948 U. S. fea- 
tures, most of which the unions so 
far have not cleared for tv. 

Although the sight of Hollywood 
flooding television with second- 
hand entertainment may be dis- 
heartening to those who hoped for 
something more lively and stimu- 
lating, the ample supply of movies 
appears to be just what some of 
the more aggressive independent 
stations needed to cure their eco- 
nomic ills. 

Stations with enough big name 
films, particularly those of the 
classic variety that people enjoy 
seeing again years later, are having 
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Trend of Daily Radio and TV Use 
Average Hours Per U.S. Radio Home Per Day 


(November-December) 
Copyright by A. C. Nielsen Co. 
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Viewing and listening averages here are for radio-only as well 
as radio-tv homes. They show that tv now has a two-to-one 
edge over radio in in-the-home usage. 
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no trouble selling them, if they 
are intelligently programmed and 
adroitly merchandised. Movies are 
playing an increasingly important 
role in the programming day of 
network stations as well as inde- 
pendents. A good case in point 
is WCBS-TV, New York, one of 
the top grossing stations in the 
country. This CBS-owned station 
finds time for about three feature 
films daily and sells practically 
every available spot in all of them. 


® One station, KTTV, Los Angeles, 
sold the cream of its M-G-M fea- 
tures to Colgate-Palmolive Co. as 
a weekly Friday night attraction. 
Colgate pays $15,000 a week to 
sponsor the whole movie. 

At first glance, this looked 
like quite an expensive buy for a 
local show, but the first American 
Research Bureau rating for the 
“Colgate Theater,” with “Thirty 
Seconds over Tokyo” as the fea- 
ture, gave KTTV an average audi- 
ence of almost twice that of the 
three network stations combined 


P.G.W. PROJECT 


Your P.G.W. Colonels are pre- 
pored to provide assistance in 
planning spot radio campaigns. 
Please do not hesitate to call us. 
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Radio-Television Set Production 


TELEVISION 
RADIO: 


Home and portable .......... 


es 


Jan.-Sept. Jan.-Sept. 

1956 1955 
keke 5,259,271 5,760,506 
+ alee 6,475,803 5,046,905 
~< eben 3,060,093 4,902,715 
einen 9,535,896 9,949,620 


Source: Radio-Electronics-Television Mfrs. Assn. 


for the full film. 

A Colgate competitor, Bristol- 
Myers, is making extensive use of 
this sponsorship pattern. Bristol- 
Myers, through Young & Rubicam, 
has bought full sponsorship of 
weekly feature films in Philadel- 
phia, Altoona, Pa., New Haven, 
Conn., Binghamton, N. Y., New Or- 
leans and Fort Worth. Several 
other cities are to be added to the 
list.. All the company’s products 
will be spotted at one time or 
another on the “Bristol-Myers 
Premier Theater.” 

The competition that has arisen 
from Hollywood’s storehouses has 
served to dampen the spirits and 


lighten the pocketbooks of some 
producers of fresh ty entertain- 
ment. As one major tv film pro- 
ducer-distributor pointed out, it 
is very difficult for a new tele- 
vision product to compete in price 
with old feature films and program 
series on which the initial invest- 
ments have already been paid. 


s Whatever price the movies bring 
is found money for the studio, but 
the producer of a new film series 
must worry about getting his mon- 
ey back and making a profit at a 
time when his production costs 
continue to climb. New union con- 
tracts have raised labor charges 


as much as 25% and the cost of 
supplies are up Nearly 15%. 

Syndicators and producers are 
trying different patterns in an ef- 
fort to solve the economic dilem- 
ma. The ideal solution is to find 
a national network sponsor who 
will give a firm commitment for 
at least 26 weeks. The next best 
is to locate a regional sponsor, who 
likes the samples of a show well 
enough to sign for the series. 

With a regional backer in the 
bag, the sponsor can then gamble 
on getting enough additional spon- 
sor support to make the project 
pay off. Guild Films Co. negotiated 
this kind of preproduction deal 
with Standard Oi! of California 
for the new “Captain David Grief” 
series. The third and most tradi- 
tional pattern is to go ahead and 
gamble with a pilot on programs 
that look promising and then hope 
they will sell. 

Creative producers, who have 
been holding back because of the 
heavy risks involved, undoubtedly 
are hoping that BEDO’s Ben Duffy 
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Top 50 Advertisers in Spot TV for 
Six Months of ‘56 Spent $99,568,700 


Source: Rorabaugh Estimates for TvB 


Gross time 

expenditures 

1. Procter & Gamble ............ $12,323,800 
2. Brown & Williamson ........ 8,560,600 
3. General Foods ..............060+ 5,032,000 
4. Sterling Drug. .......cccesssseee 4,391,300 
5. Colgate-Palmolive Co. ........ 3,698,800 
6. Philip Morris & Co. ............ 3,375,300 
7. National Biscuit Co. ............ 3,214,300 
i 3,089,500 
D. TOTO CO. ciccocsscsccersesiceceis 2,919,600 


turns out to be an accurate fore- 
caster when he predicted recently 
that agencies will move back into 
tv production as co-producers. This 
development will be especially 
welcomed by the risk-wary inde- 
pendents if the partnership car- 
ries over into financing. 


Spot’s Hot! You see it in the trade press every day — 


sales suecess after sales success resulting from the sales impact of 


Spot Radio. You hear about the flexibility only spot radio 


provides, enabling an advertiser to “sell deep” into the markets 


he selects. And most of all, you hear it from more 


and more thoughtful advertising executives — “Spot’s Hot”. 


hot 


EAST—SOUTHEAST 
WBZ+-WBZA Boston -+ Springfield 51,000 
WGR Buffalo 5,000 
KYw Cleveland 50,000 
ww Detroit 5,000 
KDKA Pittsburgh 50,000 
eeeeevenee#e#e#ee8es 
wcsc Charleston, S. C. 5,000 
WIST Charlotte 5,000 
wis Columbia, S. C. 5,000 
WSVA Harrisonburg, Va. 5,000 
WwPTF Raleigh—Durham 50,000 
We have assembled complete market information in wos) Roanoke 5,000 
‘ : é MIDWEST—SOUTHWEST 
one convenient reference for the leading radio sta- 
tions listed on this page. We'd like to present a copy, be 4 Scone = 
and discuss how you can “heat up” a sales campaign. aes peew ft sis ae 
WDAY Fargo 5,000 
wowo Fort Wayne 50,000 
WIRE Indianapolis 5,000 
KMBC-KFRM Kansas City 5,000 
WISC Madison, Wis. 1,000 
KFAB Omoha 50,000 ? 
WMBD Peoria 5,000 
eeeeenseensee#eses 
KFDM Beaumont 5,000 
KRIS Corpus Christi 1,000 
WBAP Ft. Worth—Dallas 50,000 
KENS San Antonio 50,000 
= PETERS, GRIFFIN, WOODWARD, tnc.. — MOUNTAIN AND WEST 
Pioneer Station Representatives Since 1932 ee Prod 
250 PARK AVENUE * NEW YORK 17, NEW YORK ma — = 
CHICAGO DETROIT ATLANTA FORT WORTH HOLLYWOOD = SAN FRANCISCO 
230 N. Michigan Ave. Penobscot Building Glenn Building 406 W’. Seventh St. 1750 N. Vine St. Russ Building 
Chicago |, Illinois Detroit 26, Mich. Atlanta 3, Georgia Fort Worth 2,Texas Hollywood 28, Calif. San Francisco 4, Calif. 


Gross time 
expenditures 
10. General Motors .........00. 2,434,900 
11. Liggett & Myers .............. 2,360,300 
12. Bulova Watch Co. ............ 2,350,000 
13. American Telegraph & 
Telephone Co. .0.......cccceeeees 2,120,000 
14. Carter Products ...........00 1,976,400 
1S. Coca-Cola Co. ......scsccsecrrese 1,870,200 
16. Continental Baking Co. .... 1,864,600 
17. Robert Hall Clotives ............ 1,842,900 
18. Ford Motor Co. oo... 1,748,000 
We UY GIO. cs snsaccnncosscninss sve 1,734,900 
20. Charles Antell, Inc. ............ 1,691,000 
21. Helaine Seager. Inc. ....... 1,616,100 


22. Minute Maid Corp. ............ 1,519,300 


23. Warner-Lambert ................ 1,471,300 
24. Block Drug Co. cece 1,364,300 
25. Florida Citrus Commission .. 1,287,500 
Sp IID. ccdiescoctctcibsenaienesttacce 1,216,210 
a III av ccedtsenteesncisencenschoesie 1,201,590 
28. Harold F. Ritchie, Inc. 1,188,900 
2. Borden Ce. - cccrcoerssossecceshooses 1,118,800 
> ee = aeenenerreennren capers 1,066,400 
31. Esso Standard Oil ............ 1,059,500 
32. R. J. Reynolds Tobacco Co. 1,046,500 
33. Corn Products Refining Co. 1,037,300 
SK. POE:  dliatachagairctipsthoseyvnayinsuieve 1,028,400 
35. Standard Brands ............... 958,700 
36. P. Ballantine & Sons ........ 943,800 
37. Peter Paul, Inc. ..........000 940,800 
38. Sales Builders 920,700 
39. Pepsi-Cola Co. .....ccccsecsesers 919,400 
40. Northern Peper Mills ........ 901,100 
Wy, TIE Ssctcriosescbvaisssvence see 896,300 
42. Chesebrough-Ponds ............ * 889,000 
43. Campbell Soup Co. ............ 876,100. 
44, J. A. Folger & Co. «0.0... 849,200 
45. Benrus Watch Co. ............ 818,800 
46. Radio Corp. of America .... 815,700 
47. Stokely-Van Camp ............ 805,500 
Re FURAN, hitibersriccncsecsseescoses 748,000 
49. Wesson & Snowdrift Sales Co. 734,400 
50. Anheuser-Busch —............006 730,700 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 


TV marker 
73.2% 


station share 
of sets... (ans) 


WSLS-TV 


CHANNEL i0 
ROANOKE, VA. 
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Commercial Tv Spurs Marketing of 
American Films in Foreign Markets 


By Milton Moskowitz 

New Yorx, Dec. 4—Following 
the example of Hollywood, which 
derives 50% of its earnings from 
overseas showings, American tel- 
evisien film producers are begin- 
ning to develop foreign markets. 

New tv markets were opened all 
over the world in 1956 and Ameri- 
can film men have been johnny- 
on-the-spot with their film cans 
and contracts. 

The television movie industry 
may never duplicate the success of 
the motion picture sellers abroad 
(local. competition is likely to be 
keener in the tv field), but already 
there are predictions that foreign 
sales will account for as much as 
30% of some syndicators’ revenue 
within five years. 


® Foreign markets represent an 


attractive proposition, since the 
producers have presumably recov- 
ered their costs already in the U.S. 
and are, in most cases, simply re- 
selling a property. The profit, in 
other words, is pure gravy. 

There are some additional sell- 
ing costs involved, however. Trips 
have to be made to the markets. 
Offices or representatives may 
have to be maintained abroad. And 
in the non-English speaking coun- 
tries, films may have to be dubbed. 
Dubbing costs run to about $1,000 
per half-hour film. 

To the foreign stations, con- 
fronted with the problem of enter- 
taining their audiences, the Amer- 
ican film is a strong temptation, 
and one to which they are suc- 
cumbing. Production facilities 
abroad are relatively undeveloped. 
The American film series has al- 
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TOTAL GB HOMES 14,482,000 = 100%, 


AUG serT 
* ESTMMATED 
YEAR’S GROWTH—A. C. Nielsen Co. Ltd., Oxford, prepared the above 
chart to show the increase in the number of television homes in 
Great Britain during the first year’s operation of commercial tv. 
Commercial tv began there in September, 1955. 
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Tin” and “Lassie” are now show- 
ing in virtually every major tv 
market in the world. 

During the first year’s operation 
of commercial tv in Britain, “Drag- 
net” and “I Love Lucy” were the 


ready been tested. It uses enter- 
tainers who are familiar to audi- 
ences bred on the Hollywood 
product. 


s The American film series’ has 


gone over well overseas. “Rin Tin|second and third most popular 


a long way 
these days on WHO Radio! 


Take 9 a.m. to! 


F ar te it from us to suggest that radio is the 
only worthwhile advertising medium — but we 
do say it can get more mileage out of a dollar 
than most people realize. Especially on WHO 


Radio! 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 1-minute spot between 
9 a.m. and 12 noon delivers a minimum 
of 47,086 actual listening homes, in lowa 


clone! 


That's at least 496 homes for half a dollar, 
or 1000 homes for $1.01—ALL LISTENING 


TO WHO! 
That's the 


half-dollar minimum. With its 


$0,000-watt, Clear-Channel voice, WHO also 
gets thousands of unmeasured listeners, both in 
and outside Iowa. Iowa alone has 527,000 extra 
bome sets and 573,000 car radios — and “Iowa 
Plus” coverage represents a third big bonus! 


example... 


Let Peters, Griffin, Woodward give you full 
details — including availabilities. 
(Computations based on projecting Nielsen 
figures and 1955 lowa Radio Audience Survey 
data against our 26-time rate.) 

WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 


WHO-TV, Des Moines 
WOC-TV, Davenport 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc. 
National Representatives 


shows in London, according to A. 
C. Nielsen Co. Ltd. Britain, with 
6,000,000 tv sets in use, is today the 
biggest market for American pro- 
ducers. 

Three companies—CBS, Screen 
Gems and Ziv—seem to be doing 
the largest volume of business in 
the international field (for the 
purposes of this story, Canada is 
excluded from consideration). The 
following is a company-by-com- 
pany report on overseas film sales: 


NBC Television Films 


NBC has sold films in three 
overseas markets—Australia, Bel- 
gium and Britain. 

“Life of Riley” and “Steve Don- 
ovan, Western Marshal” have been 
sold in all three countries. Aus- 
tralia has also bought “Captured,” 
“Dangerous Assignment,” “The 
Great Gildersleeve,” “The Lilli 
Palmer Show,” “Paragon Play- 
house” and “Victory at Sea.” 

“Victory at Sea” is also being 
shown in Belgium, and British 
stations have purchased “Hopa- 
long Cassidy,” “Inner Sanctum,” 
“The Visitor” and “Roy Rogers.” 


s The National Broadcasting Co. 
recently set up a new international 
operations unit headed by Alfred 
R. Stern. Robert W. Sarnoff, NBC 
president, said the move results 
from the company’s belief that “in- 
ternational broadcasting will de- 
velop rapidly in the next few 
years.” 

Through this new unit, NBC 
will make available sales, program 
and technical personne! to stations 
overseas. NBC-TV already has af- 
filiation contracts with stations in 
Mexico, Puerto Rico, Cuba and 
Venezuela. The company is report- 
edly interested in buying into for- 
eign stations. 


National Telefilm Assn. 


NTA has sold its 52-film, 20th 
Century-Fox package in Puerto 
Rico and Cuba. It has also sold its 
“Fabulous Forty” package in Puer- 
to Rico. Its library of Paramount 
shorts has been released for show- 
ing in several countries. 


Official Films 


Official recently set up a com- 
plete European sales and service 
organization, with offices or rep- 
resentatives in London, Berlin, 
Paris, Belgium, Rome and Stock- 
holm. The company announced 
that through this network it plans 
to take on distribution of films 
made by other producers. 

Official has done a rushing busi- 
ness in England. Its film sales 
there have topped the $1,000,000 
mark. This revenue has come from 
the showing of “Star Performance” 
(“Four Star Playhouse”), “Star 
and the Story,” “Foreign Intrigue,” 
“My Little Margie,” “Colonel 
March of Scotland Yard,” “My He- 
ro,” “Adventures of Robin Hood,” 
“Adventures of Sir Lancelot” and 
“The Buccaneers.” 

In Australia, Official has done a 
$150,000 business. “Star Perform- 
ance,” “My Hero” and Official’s 
cartoon library are running there. 


s “Star Performance” has also 
been sold to stations in New Zea- 
land, Italy, Hong Kong, Ireland 
and Cyprus. “Foreign Intrigue” is 
running in Puerto Rico. “This Is 
Your Music” has been sold in seven 
markets: Denmark, Belgium, Lux- 
embourg, the Saar, Monaco, Swed- 
en and Japan. And Japan, of all 
places, has bought “Robin Hood.” 

Herman Rush, vp in charge of 
sales, says: “We feel there is a 
definite potential in the European 
market which is as yet relatively 
untap - 


Screen Gems 


Screen Gems, television subsid- 
iary of Columbia Pictures, entered 
the foreign field in 1955 and has 
racked up an impressive sales rec- 
ord. 

For one thing, Screen Gems has 


ee ee 
A ii PS. Tioga 
Mn akeigete 2) 7 ——— ' zi 
eereee ~~ a aide i Salle ih ods 
ee cae ek = ae Baik web = ~ . . - 
ets ey na oe wiideiiiaiaas 
Beis ot EE ; , 
‘lee 
une eG 7 cee i 
Se mee B eC 
reas a 
co ka ee Migr e%. ay Eh wey e 
sy ae Ton ai fe | i Res Be | a eae 
Ves tee 
ho 1 See 
is pee a ae 
b a es te ° 
me oS Vp —_— a | 
a . 68 = 
a aR: pee. ve 
“oh oe - +. eee | 
hic. , oo ee 
— is 2) eee: es 
7A ieee —* i ee ee a a | 
ea wv worm] on Ls ce Bevis t = 
ar bia BS, (oo) ie ‘ ae ates Ry Ess i ie 
ae adage. a ) - 
ee eer eget ee a 
me | ie 3a aon ae es 
Pee! i: a 2 ee a )'405 406 4 
* eer oo ; i : ; 39.0 398 400. 
oy) a ee ee a ; 
esi | aac a2 Pee “he | 
/ Ae ; abet es" 
; Zt ee % TOTAL Pr Jee 
ve ee. - 
or HOME 
. ane 
SG Y | 
> otto 
ie ees ’ | 
ee ee a. ‘ 
ie ra ah ¥ 
ae 
ipl 
rai ea Bs. 
PAA 
hugh a oh. 
a 
se ie oe f 
Poe 
> Ra . 
+ pee rs rs 
Ae ; 
Sgt a 
= ton aay: 
ee age iy) 
Pe ek 
ee re 
eS | e ec | 
we PeNh i 
ay ee " 
St ee a. 
Ted eerie on a 
Cae ae : e a aa 
wt oe Noe i eae oo 
ett at : — é meee i is on 
ghee, ea : ns a een we =) 
Mo. te a Sees Be a | 4: 
wk ale { ‘ a ge om 3 a o 4 a | 
oa A. | ide —— ee q | 
4 Ae Pai ‘ i 2S se 
Py ee oe a. ad —S Sete eat 
es F > an an | 
ae te Ps | ee : aie “hoe: 
0.) a ae | a es “3 Aa a ee ree 
heies ah ae 2a aie i a, G& | Sa he gh hee ee | 
oe ei — eat a V\. ee | 
f; ‘ ° i fs 2 ae Peg fo 
ee ‘ “ “<- ig . ae — | en 
; ae r + A ‘ire oa . og a ce } 
ote Z Sn ie i ; e +£ . 5 a 
- LF Pace big it eo \ 
iets a 4 42% ey ea ee . ea — Be a | 
oe ee tee) od Pe Nas =, | a ee etaan 
a ee 7 pe 4 Pt _ ; =. sll a 4 
hee ; he ew  @ a : . 4 3 Pas: ee 
ah a ae rt. toca. 
oe Wee ee _ iste Bo c. ee i i : as : <4 7 my 
oo. es ae Wikies “Weg wee vd 
te ec ive eugir ee ae a. 
eb ies: a Oe ee = pit > | zh rs ie 
a, a i) a . : 
> ee oe is GBA, | 
$2 iP eae ca ae ah ee Pa . ae “as 
eet, ee | a . — 
Chae Dy af . ph M * att - le 2 i > a ld a ~~ pet 
se oe Vee tae: = \ are 
mad "a; ae ; Dane base ais Fe 4 - ne s. a 
Sa] nal 4 \ | pi ae oa 
+ ae . ae i r c= * 
Sar a 2p gus (> et i: > , 
ae aa te an yor a. = toa 
ote aye el, Gere ra ie re: ‘ a ~a 
ye EP ti, i ae i. 
te ae Py ee ; 
Ae Giga 53 a io ae aA > ir ~ 
Sra ae a ne © ot 
irks a. Sel Pat iC 
aie ale She 
mes. a ° 
ee 
- ae 
ee. a ae e 
tot ae Te ee 
Ta Es, 4% 
oN culg ‘= DI 
eer pa % 
oe, oi! ae 
aa 
ote Ss Sa 
Ss 7 
> Se } 
4 P we a ; 
oe Bini i. : 
ee 
a: aad 
a {2 ‘ia 
e Raper j 
x ee . 
pe hae ot 4 
ae 
Lea eae Re 
se oN asan 
Py ave Nt Ki n s 
ce 2 noo —_ 7 
‘ fo ; n — 
bear ge — ee 
eames — 
Bt ee | “s 
pee ae 
Uae &.. # ‘ ARE NRL ‘ 
Peta a 
oe . 
Hay i a a 
“an 
. 
> 5 
ey po ae 
Ait a ; 
SS ae 
ot 4 ae 
eg 
“alg 2 * Py 
Pie yg 
mae tae / 
- 24 
oe 
- fo) 3 ss 
ae ee 
a Beste. 
ae ae | a 
Y an 
BE «tia Be 
ie a a 
as ae 
BN CSC 
rte! 
f ae ate 7, 
> ae 
Sage ON 
; : 
rah es ees 
"ch gees iv . By eee 
— ee j z ge a ne a nie ey: 
22 seo " tt Ooi es ae pier re Wa RRA. genes 
— ia ; a pile ea ae 
Kae. a an ae Pot eee 
or eee ee. ee 
bape aes oo 
-7 a . ioeee 
Digs Oe ne : Pahoa 
Fry ee =: = a) ane e be 
Geet ee ; rn . \ r Mity eee ie 
pe Se ‘eG Mah a vegas Meh at 
ae Pur, mB “te Ae o Pt eee 
xe Be ie He 
Nn ae en 


managed to sell “Adventures of 
Rin Tin Tin” in virtually every 
major tv market in the world, in- 
cluding some lesser ones such as 
Monaco, The Saar and Luxem- 
bourg. 

The. show, which has been 
dubbed in French and Spanish, is 
being s red in Thailand by the 
local Pepsi-Cola bottler. Nestle is 
sponsoring it in Mexico. California 
Packing Co. shows it in Puerto 
Rico, In Britain, “Rin Tin Tin” is 
running on three of the country’s 
four commercial channels. 


® Australia, Belgium, Denmark, 
France, Germany, Italy, Nether- 
lands, Switzerland and Japan are 
other countries which have suc- 
cumbed to “Rin Tin Tin.” 

Other international best-sellers 
in the Screen Gems stable are: 
“All Star Theatre,” which is being 
sponsored by Bristol-Myers in 
Mexico and by Stokely-Van Camp 
in Puerto Rico, and which has also 
been sold in Australia, Britain (on 
two stations), Belgium, Denmark, 
Germany, Italy, Luxembourg, 
Monaco, Netherlands, Switzerland 
and Cuba. 

“Jungle Jim” is showing in Aus- 
tralia, Britain, Denmark, Italy, 
Sweden and Japan. “Patti Page 
Show” is in Australia, Britain (on 
two stations), Belgium, Denmark. | 
Germany, Sweden, Switzerland 
and the Philippine Islands. And | 
“Father Knows Best” was sold in| 
Australia, Britain and Denmark. | 


® In addition, Screen Gems has'| 
sold “Jet Jackson, Flying Comman- | 
do” in Australia and Italy; “Tales | 
of the Texas Rangers” in Australia 
and Belgium; “Circus Boy” in Ger- 
many and Italy; “Celebrity Play- 
house” in Britain; and “Big Play- 
back” in Germany. 

Screen Gems announced last 
summer that its technical director, 
Peter Keane, had developed a su- 
perior method of dubbing films in 
foreign languages. The new tech- 
nique, according to Screen Gems, 
cuts the previous costs in half and 
is so effective that foreign viewers 
find it “hard to believe that the 
films were made anywhere except 
in their own countries.” 


Television Programs 
of America 


TPA reorganized its internation- 
al division last month, as it ter- 
minated its distributorship ar- 
rangement with Paul Talbot of 
Freemantle and set up its own dis- 
tribution facilities. 

In October, TPA concluded a 
major deal by signing the Kellogg 
Co. as sponsor of a Spanish- 
dubbed version of “Lassie” in sev- 
en Latin American markets. 
Through J. Walter Thompson Co., 
Mexico City, Kellogg bought “Las- 
sie” for Mexico, Cuba, Puerto Rico, 
Colombia, Venezuela, San Salva- 
dor and Guatemala. The series 
will begin early in 1957. “Lassie” 
has now been sold in 10 countries 
outside of the U. S. 

Five TPA shows—“Lassie,” “Fu- 
ry,” “Susie,” “Ramar of the Jun- 
gle” and “The Count of Monte 
Cristo”—have been sold in Eng- 
land. These five—plus “Ellery 
Queen”—have also been sold in 
Australia. TPA, however, no long- 
er owns “Lassie.” 


Ziv Television Programs 


Ziv, operating through Ziv Inter- 
national, claims to do the largest 
volume of business in the foreign 
field. 

Ziv began developing overseas 
sales in 1954. It has dubbed nine of 
its film series in Spanish and has 
sold one or more of them—usually 
more—in every Spanish tv mar- 
ket. This repertory includes: “Mr. 
District Attorney,” “Highway Pa- 
trol,” “I Led Three Lives,” “Man 
Called X,” “Favorite Story,” “The 
Unexpected,” “Boston Blackie,” 
“Science Fiction Theatre” and 
“The Cisco Kid.” Several of these 
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shows have also been dubbed in 
French, Italian and German. “Dr. 
Christian” will be available in 
Spanish in 1957. 

Last year, Ziv became the first 
American film company to crack 
the Argentine market, when it sold 
all nine of these shows there. All 
nine have also been sold in Mexi- 
co, Guatemala and San Salvador. 


= In Mexico, Procter & Gamble 
has applied the “Daytime Strip- 
ping” technique to five of these Ziv 
shows, running them on XEW-TV 
in the late afternoon. Anderson, 
Clayton Co. (Mrs. Tucker’s foods, 
etc.) co-sponsored with P&G. Ziv 
has had particular success in Latin 
America selling its shows direct to 
advertisers and agencies. Among 
the sponsors it has sold are Ford 


Bristol-Myers, Pet Milk, Richard 
Hudnut, Nestle, General Electric, 
Borden, General Foods, Westing- 
house and American Tobacco, as 
well as big local advertisers, such 
as Cuatomac Brewery, H. Steel & 
Cia. and “Club 45” brandy in Mex- 
ico. 

Ziv has moved these shows into 
markets all over the world. It has 
sold “Dr. Christian,” “Highway 
Patrol,” “Mr. District Attorney” 
and “The Cisco Kid” in England. 

“Highway Patrol,” “Mr. District 
Attorney” and “Science Fiction 
Theatre” have been sold in Aus- 
tralia. Japan and the Philippines 
have also bought this trio. 

To help sell the shows, Ziv has 
been shooting Spanish-language 
commercials in Hollywood with 
the stars of the series. 


ABC Film Syndication 


George T. Shupert, president of 
ABC Film Syndication, predicts 
“within three to five years, we an- 
ticipate that approximately 30% of 
our total revenue will come from 
foreign market sales.” 

Leon Cagan, ABC foreign rep- 
resentative, recently returned from 
a six-week sales jaunt in Latin 
America, where he sold “Passport 
to Danger” and “Racket Squad” to 
CMQ in Havana. Both shows have 
Spanish dubbed in, and both start- 
ed 52-week runs on Nov. 15. ABC 
is also dubbing “The Three Mus- 
keteers” in Spanish, planning to 
make it available for foreign tele- 
cast by Jan. 1. 

“Passport to Danger” and 
“Racket Squad” have also been 
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sold in Puerto Rico. J. Walter 
Thompson Co. bought Puerto Ri- 
can sponsorship of “Passport to 
Danger” for the Kraft Foods Co. 


es “Passport to Danger” also 
brought ABC its first sale in Japan. 
It began a 39-week run this month 
on OTV, Osaka, and CBC-TV, Na- 
goya. Both stations began telecast- 
ing Dec. 1. 

In Australia, ABC has sold all 
of its properties with the excep- 
tion of “Code Three.” In addition 
to the three shows listed above, 
ABC has sold the newly-launched 
Australian stations, “Sheena, 
Queen of the Jungle,” “The.Play- 
house” (“Schlitz Playhouse of 
Stars”), and “John Kieran’s Ka- 
leidoscope.” 

Elsewhere, 


ABC has “Racket 


To the Poin eee 


o * Only three cities in the nation 


have stations with larger average 
audiences than WCCO Radio! 


= = = = ™ 3K More people listen to WCCO - 


Radio than all other Minneapolis- 
St. Paul stations .. . combined! 


(53.8% share of audience!) 


= 4 
“ 334% more adults listen to WCCO 
Radio than all other Minneapolis- 

St. Paul stations ... combined! 


(And it’s even better in the daytime!) 


The point is: If you have an advertising 


message for the vast, 109-county primary 


areat served by 50,000-watt WCCO Radio, 


let us make the point for you! 


Wcco RADIO 


The Northwest's 50,000- Watt Giant 
Minneapolis « St. Paul 
Represented by CBS Radio Spot Sales 


*Nielsen Station Index reports, June-August ’56, 
total station audience, total day, seven-day week. 
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Squad,” “John Kieran” and “Play- 
house” running in Italy and “Play- 
house” and “Wyatt Earp” in Eng- 
land. 


Assoc. Artist Production 


Associated is one of the largest 
distributors of Hollywood feature 
films, cartoons and short subjects 
in foreign markets. Norman Katz, 
foreign sales manager, who re- 
cently returned from a two-month 
global sales trip, reports an “en- 
thusiastic response” to Associat- 
ed’s Warner Bros. film library and 
the “Popeye” cartoons. 

Mr. Katz said Associated has al- 
ready sold 400 feature films in 14 
foreign television markets. Among 
the tv film series it has sold over- 
seas are: “Candid Camera,” “John- 
ny Jupiter,” “Jazz Series” and 
“Gabby Hayes.” 


CBS Tv Film Sales 


CBS is one of the giants of this 
business. It has had phenomenal 
success selling shows to the Brit- 
ish Broadcasting Corp., the com- 


mercial stations in Britain and the 
new stations in Australia. In these 
two English-speaking countries, 
CBS has sold well over half of its 
properties. 

The company reportedly grossed 
$800,000 in the British tv market 
alone during the past year. Among 
the CBS shows currently regaling 
British ty viewers are: “I Love 
Lucy,” “Gunsmoke,” “Amos ’n’ 
Andy,” “Buffalo Bill Jr.,” “Range 
Rider,” “The Adventures of Cham- 
pion,” “Brave Eagle,” “Annie Oak- 
ley,” “Gene Autry,” “Do You Trust 
Your Wife?” and “You Are There.” 

CBS has also invested heavily 
during the past year in the British 
production of “Assignment For- 
eign Legion,” film series starring 
Merle Oberon. This show, which 
will soon debut on American tv, 
has already been sold by CBS in 
Britain. It was the top-rated show 
(with a 76.8 rating) there during 
the first week in November, “giv- 
ing it the largest audience to date 
for a commercial program in Great 
Britain.” 

In addition to its shows, CBS 


has sold news film in every tele- 
vision market in the world. 

The foreign sales operation is 
currently being extended to France 
and Spain. 


Freemantle Overseas 
Radio & Television 


Freemantle is a distributor only. 
It handles foreign sales for several 
producers and is one of the largest 
in the field, having sold films in 
markets all over the world. It is 
currently serving as the exclusive 
distributor of the official Olympic 
Games films. 

Freemantle distributes for Ster- 
ling Television. It formerly distrib- 
uted for Television Programs of 
America, but this arrangement 
was recently cancelled and TPA 
now handles its own distribution. 
For TPA, Freemantle has sold “El- 
lery Queen,” “Lassie,” “Susie,” 
“Fury,” “Ramar” and “Halls of 
Ivy” in Australia. 

For Sterling, Freemantle has 
sold “Armchair Adventure” in 
Austria and Germany; “Animal 
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Crackers” in Belgium, France and 
Germany; “Movie Museum” in 
Belgium, Britain and Australia; 
and “Vienna Philharmonic Orches- 
tra” in Argentina, Cuba and Ger- 
many. Freemantle has also dis- 
tributed Sterling cartoons in 
numerous countries. 

“The Big Fight” has been sold by 
Freemantle in Belgium, Britain, 
Mexico, and Australia. A Spanish- 
dubbed “Hopalong Cassidy” has 
been sold in Mexico and other Lat- 
in American countries. The “Ency- 
clopedia Britannica Films” have 
been distributed by Freemantle in 
San Salvador, Germany, Argen- 
tina, Italy, Puerto Rico and Mex- 
ico. 


Guild Films 


Guild established an office in 
London four months ago and is 
currently carrying on negotiations 
with stations in Japan, Italy and 
France. 

Its stellar performer has been 
“Liberace,” which has been tele- 
cast in Britain, Australia and Ven- 
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ezuela. “The Frankie Laine Show” 
has also been sold in Cuba and 
Australia, and “Life with Eliza- 
beth” has been sold to the Aus- 
tralians. 


Hollywood Television Service 


A subsidiary of Republic Pic- 
tures, Hollywood Television Serv- 
ice has sold “several hundred” pre- 
1948 Republic films for telecasting 
in Cuba, Venezuela, Colombia, 
Puerto Rico, San Salvador, Italy, 
France and Australia. 

It offers three tv film series for 
foreign distribution: “Stories of 
the Century,” “Adventures of Fu- 
Manchu” and “Frontier Doctor.” 
“Frontier Doctor” has been sold in 
Australia and Britain; “Stories of 
the Century” has been sold in Aus- 
tralia only. 


Interstate Television Corp. 


Interstate has sold “Hans Chris- 
tian Anderson Tales” and “I Mar- 
ried Joan” to the British Broad- 
casting Corp. ‘ 


MCA-TV Lid. 


MCA refuses to reveal what 
shows it has sold outside of the 
U.S. According to qualified observ- 
ers, it has not sold too many. 


Hollywood-Produced 
TV Programs Double 
Ad Council Support 


Los ANGELES, Dec. 5—Well over 
two-thirds of the network tv film 
programs produced in Hollywood 
this year supported Advertising 
Council drives, according to Gor- 
don Kinney, the council’s radio- 
tv director. 

Mr. Kinney told a meeting of 
film producers, agency and net- 
work executives here last week 
that 40 of the 56 program films 
produced contained either 20-sec- 
ond spots for the council, filmed 
appeals by stars appearing in the 
program or oral messages on the 
program. This participation was 
double that of 1955, he noted. 

Apparently high on the council’s 
agenda now is a government-re- 
quest special emergency campaign 
for Hungarian relief. James M. 
Lambie Jr., special White House 
assistant, told the meeting that 
such a request would be forth- 
coming soon and that it would 
*nvolve combining the drives of 
the Red Cross, Care and Religious 
Overseas aid behind the Hungari- 
an push. 

Gearing tv program films to 
such emergency campaigns is one 
of the headaches currently con- 
fronting the radio-tv work of the 
council, Mr. Kinney told the meet- 
ing. Because of the time factor, he 
said, it has been difficult to get 
emergency messages into syndicat- 
ed programs, since it isn’t known 
when and where they will be used 
and there are usually a number of 
sponsors involved. 


® A council personnel change an- 
nounced at the meeting was the 
appointment of Walter Bunker, 
Young & Rubicam, to replace Fred 
Wile Jr. as chairman of the Holly- 
wood radio-tv committee. Mr. 
Bunker will work with Robert 
Coleson, Pacific Coast representa- 
tive for the council. 


Underwood Promotes Two 
James L. Guthrie, formerly 
adding machine division manager 
in Washington for Underwood 
Corp., has been promoted to na- 
tional adding machine division 
sales manager, with headquarters 
in New York. R. G. Brooks, who 
joined Underwood in April to help 
organize a new applications devel- 
opment division, has now been 
named manager of that division. 
He previously was a special repre- 
sentative with International Busi- 
ness Machines and Burroughs Corp. 
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World Distribution 
of TV Sets Is Seen 
Rising by 18% in’56 


(Continued from Page 53) 
try figures collated by AA indicate 
a 52,000,000 figure by Nov. 30. 

The U. S., with some 40,000,000 
sets, has a lead on the field. 

Of the 12,000,000 sets outside of 
this country, 
Great Britain. 

Canada follows with 2,200,000. 
There are an estimated 1,000,000 
sets in the Soviet Union. 

The European nations are mak- 
ing rapid strides. A great expan- 
sion in set ownership is expected 
there in 1957. 

West Germany has about 500,000 
sets in operation now, but the 
German manufacturers have set a 
production goal of 750,000 for next 
year. 


about half are in} 


® In France, there are an esti- 
mated 400,000 sets in use today. 


| rue EY ES have iT! 


Here are the results of another elec- 
tion with fourteen counties reporting. 


WREX-TV wins with a tremendous 
plurality. Here is the vote. 


14-COUNTY PULSE SURVEY 
SEPTEMBER, 1956 


All 53 of the top 53 
Programs are on WREX-TV 
63 of the top 65 
Programs are on WREX-TV 


COMPARATIVE QUARTER HOUR 
RATINGS 


WREX-TV-440 Quarter Hours or 
100% 


| STATION B—O Quarter Hours or O% 
Serving over a Quarter 
Million T-V Sets 
; + 
WREX-TV Dominates all Quarter 
Hour Periods Sunday thru Saturday 
f 8:00 A.M. — Midnight 
} This re-elects WREX-TV as the No. 1 TV 
| buy in a billion-dollar market. 


Get on a bandwagon full of sales . . . in the 
next-to-the-biggest lilinois market. 


CAS¢ARE AFFILIATIC— 
telecgstingines 


Tv receiver production will reach 
300,000 this year, compared to 
185,000 in 1955. 

As of last September, Denmark 
had only 25,000 sets, but the 13 
Danish set makers expect to mar- 
ket another 56,000 by next April. 
Belgium has topped the 100,000 
mark. The Netherlands has 80,000 
and Italy 300,000. 

Tv audiences are growing in 


| Latin America, too. Cuba already 


has some 250,000 sets. Mexico has 
300,000. Puerto Rico today has 


130,000, a 50% gain in one year. 
Brazil has six stations operating 
and more than 350,000 sets in use. 
Argentina has 90,000 tv homes, and 
this total is expected to increase 
substantially in the next year. 


s In Asia, Japan counts 260,000 
tv sets. The Philippines have 8,- 
000 and Thailand reports 4,000. 
Estimated set totals for other 
countries are: Venezuela, 90,000; 
Colombia, 50,000; Australia, 20,000; 
Switzerland, 15,000; Dominican Re- 


public, 2,000; Guatemala, 8,000; 
Austria, 6,000; Morocco, 4,000; San 
Salvador, 5,000; Panama, 5,000; 
Nicaragua, 1,500. 


8 Television advertising is gain- 
ing increasing acceptance outside 
of the U. S., as countries come up 
against the hard fact that tv is an 
expensive proposition. The big 
breakthrough was, of course, in 
Britain, where the BBC had 
reigned unopposed for 30 years. 
German tv is now experimenting 


with ads, and there are strong 
movements afoot for commercial 
tv in Sweden, Finland and the 
Netherlands. All of the Latin 
American countries allow broad- 
cast advertising, as do Italy and 
Japan. 

The main holdout is France, al- 
though advertisers can reach same 
segments of the French public 
through the commercial stations 
in Luxembourg, Monaco and the 
Saar. The French station in Mo- 
rocco is g~lso commercial. 


YOUR Q 
FOR COLOR | 


cotor doubles the audience of TV programs among 
COLor set owners, and more than doubles the impact of 
commercial messages, according to a new study con- 
ducted jointly by NBC and BBD&O. 


This study is confirmation of what co.or advertisers 
using WNBQ, Chicago, already know. The first all- 
COLOR TV station is now presenting more than 30 hours 
of local coror weekly, and is selling in cotor for more 
than 40 local and national spot advertisers. 


One example of WNBQ gcororselling is “Adults Only,” 
55 minutes of delightful variety for Chicago grown-ups 
at the five o'clock hour usually reserved for children. 
“Adults Only” features Joe Gallicchio and his orches- 
tra, the songs of Nancy Wright and Michael Douglas, 
and the deft emceeing of popular d.j. Tom Mercein. 

In compatible corog and black-and-white, “Adults 
Only” can sell for YOU at a cost-per-thousand-viewers as 
low as 99¢. Take a“Q” from us and get the details today! 


WNB@--2-~ 


1 


Beth oe, a 


anes G - ” eon  ee  e ee  re C a 
ee ee See Ae ee NE Pa 
Eo =< aapeere ae ee Bix, So oe Bree) = eee a % Deeg ay Ce 
7 aS : es. ei” SS ro o> ae ie 2 ae ce NE a ic * s-- “AW 
ee : ae ee a eee oy i a 7 eee a REN eS amie is Po wart ee, 
: re ee ape es aces. at Re Be ae Fi Pate bn 
i a. ie betes gL TS ‘ = aay he ea eS Mat 
P : pe toy ee he eae g(a eae Ss 
xen me Be ; 
ee oni PGE ee 
a 
' 
ae : 
3 
%. 
ef, 
} : 
Be eee ee | 
oe 
af 
a “at " | . Om ‘ B 
i -~ _ '’ eg eR i ; 
= Bd 2 ee oe i ieee pm eee” ae , 
a { we shoes 5 re ce Tee eae gs ite ay 
$ a 4 ome ‘ a Ae ‘ PRs lc te fy A Ce ie ot ne ae sae 
| * 7 5s reer 7 ie pie 
~ ee) a eg ees a acto 2 lle ya ae We eee 
. = a oe Ee ee oe Bee 
" Gx Pe en % <<a | eae th eo ade fyi LR a ae Ge a 
2 pace Ve + ‘ ee os as :. Se Be - ee me Pe z “Ahead, aye ae 2 
ee ae oS aes ee ee a es is ets 
a ais cei ace le ca Aaa ie ie ale BA Pemee er 
ee me ae See’ : aa SC eee 2 Ba J 
I Seige eee ; Bete 5, See ‘~ he oo Pee) ee oat. 
baa Saeed er le ie eh, ens ea : ay to, he é - 
ie , ; Me Sa a ine) 3 ae 2: Sir ee 6: 
‘= . e ee Patten, ea ae $ a sR ges 24. a, Ea ae ; 
We . : oe os j ae i =, : Be ca ae oe ne US a a 
P Fey 5 vee ee 4 ie ee Sei at oy oi Raa ae a eae PN SRC “eae ‘ 
ry rye 3 i st: Pe oa ees oO BRIG! 
4 & time ok ae ; | a oo Ot AS a genes Pe a, : 
bar se i . é a. eee Semmes 2 sd 56. a fe ag ee a Cee oS | ee ss an Pe 
: Pe, -_ Fs a aot meee Cos pe ites: oe Sa Be ce ae ae eu 
, , ae er So Ss <i Sea oreo aie ee eee ee ra: As : 0s gS eed 5 i 
eo Rr aeges (sss gem f 2a ot a eek ge io aa ~ ae + 
ae as) oe le i ate ; ee nee: Bo ee aris ‘ 
hs ee Gh a |e a co S ) os pee ae aed z a i ns is fet ea ie aS zh y 
3 2 POT SE, Aa ie ee a oe Jay ee uk ee a i age ks "Se “i 
we Bere te Sia ¥ foe A See ee ee . oan aS Cs ‘hiner Soa a Por) 
re “ae 3 : Be a eee Mm ie aS aa. : oa at oD Aa er eS eo eal : 
gp ath r rs Px ae (oe, ae ia be ae = cay. y . Pe oe oe : 
mz =~ a. Dee a ota eee i = ee + Be) 1 
ie ores gees Ps en Tae B ee Par tne Cae 
a ‘= : J Ja ae tas 3s a ae oe ae i ve gues Fs ah oe ates + 
ee i , 4 > ee oe Bes fe ee Fees aa ; 
nie, a me oni my £) co eg C4 Nee a ale + ee * ae Shee - ae Be ie Tes “oe os ae ; 
aged he yas ; 7 a = Tees Ge eRe ty ee =f Se = a aes : ae ee a he a or giosah a 
[a J. a ee: M aaa, i * ee i oe a te a a . . ee BaP ee: ) ; ) “ f 
cn ‘Sie 3 ep aR. oe : og Sree See ta se il lagelee 35 ge dit "= ae , 
ne i rS 4 Stig ieee: en] J a! ew aie ae i, ‘ ere. CP nae Te ee 
a 7 ee | eae es: _ a en iy oS ee) aed ee oe . 
ees ate. ia an 3 3 Poa fe tke Ny. eee 
7 ae a aye ; nr = 7. Ge ai Se Pe a Fe Ee a gees: £ 
i ae ay 5 a. ee a eS ie RSS rca ae te s 
hs EIR! <a gl ae a a :) 
; ee Oe EES a lh oe... Sere eee he oa 2 
a a lll eh rr ee : 
ee ee cao. es : ec ee a i 7) aaa ; eat e 
ite i: 3 Pos, oe oo Pe. a ne eg ee ; 
\ he ne Cae a eek, ee ae = = Pee fi a ear =e ee eo ¥ aes L ra ee ete 
Oe er eS 4 3 ae Ae agus fe 3 ae 7 ee een tes 
Oe a io 2 
a aa Pre - me, 2 im ae Po. Tae ae my . Pee a ie : 
‘ ee eee a a of es - Bee la Ware 22 + ON 
Es = cite sf Se ue. ia : 1g = . rect Pabe sea “= 
| ae) UO 
ame ae er a =. ae Ee bts ; 
a at? (|) oe a re. : 2 ae 7 of aap 
he ] Se. ott Ge an : ea 0 SUE aaa a 
eee 55 | OGRE” +s aaa | Sa ae s poe Sei: “ag eae “ = 
ae ea eee) pee s:. eee. s owe ms 
an b i gpamqeese (1 Bae er RES a : See " Le nie ees: 7 
BR peg ol ee eo aaa a. a e 
eee eae ae a EE eS 
we a fa. : 
oR en Nese ad a ae: re mG as meme See eee 
mh eee a ae ae a as haere, + Oe a 
ia ae ees tae 2 fies cod oe oe oe im ; 
“ aN eae =o ena Shc; oa ees eye Sap tn (ee ; 
ine i Patan a E ei ok ae 2 se eeganate! m 
Boe a ae : ‘iS | Si .: > ae oie 
pay ee ae edie. ey a ee en 
ee : ag Se ; a ee a ae “y 
ya, © ae er a nee | eS i .;.. eee a 
me! bee eas Ly a an os ae hea, | 
ig a" 2 mee eo  } 
ae > eee eid ee ei, ; 
Batt lg oo fides Seg i ee eee as! d 
ee ie eM ai) se ‘ 
i Rie ee ae v 
See : as * 
© i ae, Bee & 
4 is 
To Sl eS 
re ee 
- ee 
i) ee = 4 ; 
ae it , 
zy . Teed . : 
j ae i: 41 Fe 
} < : 
| 
. 
. 
' = 
1 see 
va fs 
s 
Po : 
ee ae 
on Ls mot 
a al Pipe rs got 1a, z 3 
. ; “ ni 
i a x é a ' i, r 
rr mae 
ip * : Pe: * 
-2.9 . & ‘: & 
5 
BT 
f 
‘ ry 
REPRESENTED GY ee 
| W-R TELEVISION, ih , 
As 3 A ee ee ae ey eT ee OT, iat 
i : - 
bee, 
: 
‘ 
‘i 
es een a Sete. ae 5 
Pe oe Sart ae cama Bec" 3 es Sr eae ae % — 7 ee 
ey J os ee Fee a See ee em: ; eS i Bei ‘ee. Se ee ART a Aol ed 
ee Se A Riey, fees : rh i i! ee gd a Lae 7 ee Sas 2h Gy a ee te Pe 
= ee. ak) re yg a wae ere tae ites oes eee te 05 Saen ae oe 
 — a ee ae Me aes ae. ‘ 


72 


More Washington Probing, Possible 
Court Action Face Television in ‘57 


(Continued from Page 53) 
cluding 35 whose stations were on 
the air, returning their permits, 
Congress, the FCC and the Depart- 
ment of Justice all were under 
pressure to find out if something 
abnormal was involved. 

More than a year ago, the FCC 
mapped a two-pronged approach. 
Since many of the complaints 
were from u.h.f. permit holders, 
the commission first set out to de- 
termine whether drastic revisions 
in the system of allocating chan- 
nel assignments are advisable. 

At the same time it set up a 
task force under Dean Roscoe 
Barrow of the University of 
Cincinnati law school to look into 
network business practices, and 
determine whether contractual re- 
straints retard the development of 
the industry. 


QUAD-CITIES’ 


WHBF-TV 


STATION FACTS 


WHBF-TV on the cir since July, 1950, has 
the facilities, experience and talent to 
meet your requirements. 


* * a” 


WHEF-TV is the basic CBS affiliate for the 
Quad-Cities. Also ABC offiliate. 


ae * 


WHEBF.-TV telecasts the highest rated net- 
work and local programs according to 
most recent surveys. 


* 7 = 


WHEBF-TV, channel 4, operates on 100,000 
KW which covers 25,500 sq. miles of 
heavily populated industrial and farming 
Grea. 


* * * 


WHBF.TY is credited with 62% of the total 
nigh? time audience and 64% of the day 
time audience according to recent surveys. 


* * * 


WHBF-TV covers the heart of the world's 
richest farm market. Thirteen of the na- 
tion's top 200 counties in Gross Cash Form 
Income are in the WHBF-TV coverage area. 


* * * 


WHEBF-TV is located in Rock island County, 
which ranks 16th in the nation in the 
manufacture of machinery. The Quad-Cities 
has over 200 diversified industrial plants 
. . + and is also the Farm Equipment Man- 
vfacturing Center of the WORLD. 


ISLAND, IL 


REPRESENTED BY, AVERY KNQOEL 


Even before the commission’s 
studies began to take shape, Con- 
gress moved into the picture. In 
January, the Senate committee on 
interstate and foreign commerce 
under Sen. Warren Magnuson (D., 
Wash.) launched a general in- 


vestigation. Within a few days the 
House anti-monopoly subcommit- 
tee under Rep. Emanuel Celler 
(D., N.Y.) announced tv rated a 
top position on its 1956 agenda. 
As these investigations got un- 
der way, anti-trust chief Stanley N. 
Barnes testified his staff was also 
looking into tv problems. Initially 
he talked about the danger that 
“duress” was involved in the NBC- 
Westinghouse station swap. But 
as the year went on the Depart- 
ment of Justice broadened the 


Advertising Age, December 10, 1956 


scope of its activities, so that it 
is currently known to be looking 
into virtually every phase of tv 
production and operation. 

For a time this spring, the Sen- 
ate commerce committee held the 
spotlight as spokesmen for inde- 
pendent stations and film interests 
appeared and charged that FCC’s 
rules provide the cornerstone for 
network domination, of the indus- 
try. 


s Through option time arrange- 


ments, it was said, networks were 
enabled to capture virtually all 
prime time, particularly in the one 
and two-station markets. As a re- 
sult, it was argued, national ad- 
vertisers were forced to look to the 
networks in order to be assured 
of time, and film producers felt 
compelled to “distribute” through 
the networks, rather than offer- 
ing their bette: shows directly to 
the stations. 

In a spectacular display of unity, 
affiliates rushed to the defense of 


Famous on the local scene... 


George Washington turned an unknown farmhouse at Valley Forge into a national shrine. 


Storer stations, too, were scarcely known outside their local communities 


until their affiliation with Storer. Today they are nationally known, 


yet the warm personal touch of the home-town 
community has never been closer. 


A Storer station is a local station 


ROADCASTING COMPANY 
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the networks. Literally scores of 
stations of all sizes and types ap- 
peared and testified that network 
affiliation contributed decisively to 
their survival and their ability to 
bring superior programs to their 
communities. 


® Testimony from small market 
stations was particularly dramatic, 
as station operators assured the 
committees that networks brought 
national advertising support not 
possible if stations were required 


to sell the market on their own. 

Meanwhile the argument shifted 
from the economic to the legal, as 
the House anti-monopoly commit- 
tee opened its hearings. Reflecting 
intensive preparation by its ex- 
perienced staff, the subcommittee 
pinpointed its questions on con- 
tractual arrangements which net- 
works make with talent, program 
producers, composers and affili- 
ates. 

For the first time secrecy was 
stripped away from affiliation con- 


tracts between networks and sta- 
tions, and a table was prepared 
showing widespread concessions 
granted to some stations or de- 
manded from others. 

Detailed provisions of long-term 
contracts between networks and 
big name stars were made public, 
and a full accounting was released 
showing network participation in 
earnings of independently-pro- 
duced programs. Complete break- 
downs were made public showing 
wide variations in discounts earned 


by all advertisers using CBS and 
NBC. 


= The seriousness of the outlook 
was driven home Sept. 14, when 
the new anti-trust chief, Victor 
Hansen, told the anti-monopoly 
subcommittee in a New York hear- 
ing that the anti-trust division’s 
preliminary investigation indicates 
“striking similarity” between to- 
day’s tv networks, and the situa- 
tion which existed in the motion 
picture industry before the “di- 


yet known throughout the nation. 
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vestiture” cases. 

While he cautioned that the 
anti-trust division’s investigations 
are still under way, and that no 
final conclusion has been reached, 
Judge Hansen said network control 
over tv actually dwarfs the power 
which film producers had over 
theaters at the time the Supreme 
Court supported the film divesti- 
ture order. 

“Thus,” he said, “our investiga- 
tion of network control over talent 
and program production, though 
not yet complete, suggests that the 
principal networks beyond doubt 
have power to dominate if not con- 
trol maior aspects of television. aS 
This power, it seems clear, spills 
over simple distribution of enter- 
tainment to engulf production of 
programs, building of scenery, and 
tie-ups of talent.” 


® The anti-trust chief said the de- 
partment’s study of the NBC- : 
Westinghouse station swap, which a 
has already been referred to a 
grand jury in Philadelphia, under- pea 
lines the disparate bargaining a 


CHECK THE RATINGS 
@ 55% Share-of-Audience in 
Metropolitan Portland. 
@ 84% More Audience than Station B. Hi 
' 


@ 151% More Audience than 
Station C. 


©@ 86% Preference at 45-Mile Radius. 
Sources: June 1956 Porilend ARB 
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WHAT GENIE?—Rocketing sales gladdened the hearts of Dodge and Plymouth dealers of billowy white clouds. As tv cameras moved in, a six-foot fan blew the clouds 
after Grant Advertising and ABC-TV schemed together on this unusual spectacular away and the car slowly revolved, apparently on the water’s surface. Easy? Well, 
commercial. A new Dodge was placed on a specially constructed float in the middle Grant met a multitude of problems that ranged from emergency frogmen to weather 
of the Beverly Hilton swimming pool. Carbon dioxide covered all with a blanket conditions. Worth it? Dealers chalked up alltime post-announcement sales records. 


power between a station owner|are required to use network-|ers and sponsors—the judge said,|tions; (5) kinescoping; (6) pro-;duction; and (10) long-term tal- 
and a network. owned programs, or programs|the Justice Department’s study | duction facilities; (7) demand for|ent contracts—including actors, 
He said this same disparity of| where networks have an interest. | was broadened to cover these sub-| and supply of network time; (8) | producers and directors. 
cipitated complaints the depart-| After preliminary interviews at/| jects: (1) pricing of network and/the percentage of prime network| While his testimony made it ob- 
bargain power may also have pre-| every level of the industry—in-| independent shows; (2) discounts;|time occupied by network-owned| vious that the anti-trust division 


ment has received that advertisers | cluding agencies, program produc-| (3) rebates; (4) program rejec-|shows; (9) scenery and set pro-|is covering the same ground that 
FCC’s network study group was 


instructed to consider, Mr. Han- 
sen’s timetable implied that the 
ij FCC might still recapture control 
of the situation. 
: Although he anticipated that a 
‘ee “decision” would be made “be- 
fore the end of this year” on the 
Z34 NBC-Westinghouse swap, Judge 
Hansen indicated a year or two 
wine might be required to complete the 
investigations of the broader as- 
pects of network operations. 


~~ 


@ Meanwhile, Chairman McCon- 
\ naughey has promised that the 
FCC study group will be ready to 
make its recommendations to the 
commission by mid-1957. With 
the publication of this report, the 
FCC would then consider whether 
revisions of the network rules 
should be considered. 
Because of differences of opin- 
ion among committee members, 
there are signs that the Senate 


We’ve 
changed 
Our spots... 


but not 
yours! | 


The TV Production Department 


| of UNITED WORLD FILMS, Inc. commerce committee will with- 
m hold any recommendations until 
is now called FCC’s study group issues its report. 


Meanwhile, however, the House 
anti-monopoly subcommittee is re- 
ported to be considering a variety 
of proposals: 

e Licensing and control of net- 
works by FCC. 


e Legislation clarifying the Rob- 
inson-Patman Act to specify that 
networks must not discriminate 
in granting discounts on programs. 


e Proposals that the FCC make all 
network affiliation contracts pub- 
lic, and that affiliates get legal 
authority to sue networks in the 
event of cancellation or failure to 
renew without good cause. 


UNIVERSAL PICTURES 
TELEVISION 
DEPARTMENT 


Universal - International Pictures has taken over the 


® Lingering mistrust between the 


solve the problems of the u.h.f. 
operators limped along. At the 
end of June, the FCC announced 
it was considering a plan to ul- 
timately shift all tv to the u.h.tf. 
band. But the commission indi- 
cated it had no timetable in mind. 
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determine whether improved 
transmitters can be developed. 
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Radio, the Handyman Medium, Can Sell 
Anything, Local Advertisers Tell Blair 


New York, Dec. 4—Radio, as 
they say, is versatile. In fact, it 
shows promise of becoming the 
handyman of the media circuit. 

Radio—local radio—can sell 
horse races and tv magazines, silos 
and high-school student council 
projects; it can “make” a record 
shop chain out of a single drug 
store counter and it can rescue a 
restaurant chain from its own 
blunder. 

It can send hordes of customers 
to help launch a suburban shop- 
ping center, or it can dispatch the 
same hordes to a non-existent one- 
cent sale. It can move nylons in 
combination with 500-lb. bags of 
feed and good-luck charms cou- 
pled with snuff. 

It can multiply a store’s sales of 
canned peaches ninefold—or it can 
draw people 60 miles to buy a new 
Ford at four o’clock in the morn- 
ing. 


s Authority for these and many 
other wonders is a promotional 
device of John Blair & Co. In the 
last year or two Blair has collected 
a huge bale of flyers, each one of 
which contains an advertiser testi- 
monial to the sales potency of a 
Blair-represented radio station. 
Among these “success” briefs, of 
course, there is little reference to 
any possible failings of the medi- 
um, except by inference. 

But the 200-odd Blair promotion 
sheets can give the discerning me- 
dia student plenty of useful im- 
pressions besides the central one 
that “radio sells anything.” 

One such impression is that the 
element in radio which really sells 
is “personality.” Well over half of 
the testimonials praise a particular 
disc jockey, announcer or other 
“personality,” and such talent as 
Bruce Hayward (KXOK, St. Lou- 
is), Ralph Philips (WFBR, Balti- 
more) and the “Early Worm” 
(WBNS, Columbus, O.) get bun- 
dles of tributes. 


8 Another impression is_ that 
radio salesmen have a lot of re- 
sistance to overcome, especially 
among.very local advertisers who 
consider marketwide coverage a 
waste of money (in these 
happy vignettes they changed 
their minds, of course). A large 
number of the sponsor-witnesses 
were “reluctant” converts—from 
newspapers, from tv—and from 
radio itself. 

Thus, the window installation 
company which found WHB, Kan- 
sas City, a pleasant change from 
previous experiences with radio: 
“We had found the lead cost to be 
much higher than other media 
and the rate of conversion into 
sales much lower.” 

Or again, to the same station, 
Butternut coffee made a report on 
a 66-station promotion which re- 
flected some drastic differences 
between stations: The promotion 
contained a flower seed offer 
which involved sending the key 
strip from a can of coffee to the 
station, along with 25¢. 

In a cost-per-strip survey, But- 
ternut found WHB to head the 
list at a, cost of 6¢ per strip. For 
the No. 2 station, the cost was 18¢ 
per strip, the best-running tv sta- 
tion used cost 28¢ per strip—and 
the worst of the radio stations 
produced a cost-per-strip of $13.89! 


= Here are a few of the more in- 
triguing success stories from the 
Blair promotion files: 


e In Tampa-St. Petersburg, WFLA 
ran one announcement of a Liggett 
one-cent sale, and sent “hundreds 
of customers” to the Liggett Rex- 
all store clamoring for merchan- 
dise. A _ difficulty cropped up, 
however: The sale had been held 
some three weeks before the an- 
nouncement. Unabashed by its er- 


ror, WFLA hailed this proof of its 
“immense power” to draw custom- 
ers. The store manager, it boasied, 
was “completely overwhelmed.” 


e In Washington, a sandwich shop 
chain operator made his own error. 
“...I1 overbought on bread Christ- 
mas eve to a point that I would 
have had wastage amounting to a 
total loss. I forgot that Christmas 
eve was a notoriously slow night 
for sandwich business.” 

So the sandwich man called 
WWDC’'s all-night disc jockey, 
Les Sand, while he was on the air 
and explained the problem. Mr. 
Sand began adlibbing commercials 
about the “bread problem”—and 
the chain sold out all its bread that 
night. 

“He must have pulled people out 


of bed to buy my bread,” effused 
the sandwich man. 


e In Nashville, the Tennessee 
Farmer’s Co-op conducted this 
“shockingly successful” promotion 
on WSM: It offered a pair of ny- 
lons to any farmer who sent in 69¢ 
and the tags from five 100-lb. bags 
of feed. “We sold more than 10,- 
000 pairs of nylons in two weeks,” 
said the ad manager. And as WSM 
calculated, this required some 5,- 
000,000 Ibs. of feed. 


e In St. Louis, TV Guide was 
faced with competition from a 
newspaper’s new tv log book. So it 
turned to radio (KXOK), and 
pushed its sales to an alltime high. 
“Kindly send anyone who doybts 
the power of radio to my office 
and I will present sales figures,” 
said the tv magazine’s manager. 


e In Savannah, a wholesale grocer 
decided on a test: For a week 


it plugged nothing but canned 
peaches, using only WSAV and 
mentioning only one particular 
test store. Result: That store, 
which previously had averaged 
two cases of canmed peaches a 
week, sold 18 cases during the test 
week—-an 800% increase. 


e Finally, there’s this indication 
of what Madison Ave. looks for in 
radio. WBNS, Columbus, got it 
from a time buyer with Young & 
Rubicam, New York, which had 
assigned some Clapp’s baby food 
spots to the station’s “Early 
Worm.” 

“What a wonderfully warm, 
friendly voice that man has!” she 
exulted. “Can he give us more of 
that wonderful personality?—put 
the commercials in his own words 
...add his own ‘personal touch.’ 
We'd rather have more of him 
than a hundred hot-shot advertis- 
ing ideas we could dream up!” 
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Morris Joins Lever Bros.: 
Rohrbach Succeeds at B-M 

Edmund Morris, formerly with 
the products division of Bristol- 
Myers Co., has joined Lever Bros. 
Co., New York, as product man- 
ager for Stripe dentifrice. 

He is succeeded at Bristol-Myers 
by Clayton J. Rohrbach Jr., who 
has been named advertising man- 
ager for Sal Hepatica. Mr. Rohr- 
bach was formerly an assistant 
advertising manager with R. T. 
French Co. 


Chemical Co. Names Ramsey 

American Agricultural Chemical 
Co., New York, manufacturer of 
chemical fertilizer, has appointed 
L. W. Ramsey Advertising Agency, © 
Davenport, Ia., to handle its ad- 
vertising. Farm publications, radio 
and trade publications will be used. 
Donahue & Coe, New York, for- 
merly handled the account. 
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Some seem to have more than others... 


That’s the way it is. Some folks have more buying 
power than others—and that’s important to any- 
one who has something to sell. 


People who want to sell radio listeners in Metro- 
politan Detroit and the Great Lakes area just 
naturally call on WJR—and with good reason. 
WJR reaches the most people with the most 


buying power. 


According to the Bureau of the Census, folks 30 
years of age and over control 81% of the pur- 
chasing power. According to a survey made by 


The Great Voice of the Great Lakes 


WJ 


50,000 Watts 


Alfred Politz Research, Inc., WJR has more lis- 
teners in this choice group on an average day than 
the next six Detroit radio stations combined! That’s 
a lot of people, a lot of money; and a lot of 


purchasing power. 


We'd like to give you a closer look at our figures, 
and prove just how much WJR and its multitude 
of listeners can do for you and your products. 
Ask your ad manager to get in touch with the 
Henry I. Christal representative in your area. 
go over 


He’s got the facts and will be glad to 


them with you. 


FR... 


CBS Radio Network 
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Infant Australian 
TV Growing Fast 


Sypney, AUSTRALIA, Dec. 4—Aft- 
er a cautious nibble at their long- 
awaited television, Australians now 
are swallowing it in great gulps. 

The chief barometer, of course, 
is set installation figures. In Octo- 
ber, they were alarmingly low—so 
low that they scarcely registered 
on market researchers’ graphs. But 
by mid-November, according to 
the best available market infor- 
mation, most of the 18,000 sets 
produced locally or imported be- 
fore October were installed in Syd- 
ney and Melbourne homes. The 
rest seem to be in hotel bars, show- 
rooms and shop windows. 

The chances of reaching the 
predicted figure of 11% of homes 
with sets installed in the first year 
of tv now seem brighter. 


In November, two more stations 
joined the pioneering station TCN 
(Sydney), which went on the air 
Sept. 16. 

HSV (Melbourne) began trans- 
mitting programs Nov. 6, and ABN 
(the Sydney government-owned, 
non-commercial station) on Nov. 5. 

ABN, obviously, has been cast 
for the role of the “culture” sta- 
tion, with a leavening of “Lassie,” 
“Frankie Laine” and “Sherlock 
Holmes.” Another Sydney station, 
ATN, representing the powerful 
Fairfax newspaper interests, is 
leading the commercial tv field in 
live presentations. 


® Although sponsors are definitely 
interested in the favored program 
times, spot sales are apparently 
slow enough for TCN to offer free 
time to the Australian Assn. of 
Advertising Agencies and the Au- 
stralian Assn. of National Adver- 


tisers for 60-second spots plugging 
advertising. 

Neither the stations nor the na- 
tional advertisers expect the tv 
bonanza to hit inside of three 
years. Spokesman for the Four A’s, 
Ray Walters, asking that stations 
keep their rates at realistic levels, 
said: “The advertiser will get a 
nil return on his tv investment 
immediately and won’t get any 
return until the third year. Adver- 
tisers at present are spending mon- 
ey on tv only as insurance.” 

To which ATN station manager 
Jim Oswin replied: “By December, 
the capital outlay by individual 
stations will be more than £1,- 
000,000 ($2,240,000) each and it is 
going to cost us nearly £500,000 
a year to operate. 


= “We don’t budget to turn the 
corner until the third year. Policy 
is to maintain rates at their pre- 
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sent level as long as possible. I 
don’t feel there will be any in- 
crease until the third year, and, 
if then, any increase will be re- 
lated to increased service—not 
necessarily to the number of sets 
installed.” 

Extension of tv program hours 
is obviously in the public mind. It 
costs a family the equivalent of 
$700 for a tv set in the home and 
the cost per minute of viewing 
seems high, because stations tele- 
cast only from four to six hours 
a day. 

Therefore, it was encouraging 
news when Mr. Oswin recently 
revealed that Australian stations 
probably will increase their pro- 
gramming to 12 hours a day after 
the first year. He added, however, 
that this would depend on adver- 
tisers’ support. 


® “On the increase of hours,” Mr. 


In any of these 5 important markets... 


you talk to the big audiences with the “Storz Station!" 


MINNEAPOLIS-ST. PAUL... with WDGY It's 


very nearly unanimous. 


Hooper, Nielsen, Pulse and a 


host of Twin Cities advertisers agree: WDGY has the 
big audience for those big results! See JoHN BLAIR or 
WDGY GM Steve LABuNnskKI. 


OMAHA ... with KOWH Now in its sixth year of 
first place dominance. Latest Hooper—47.7°%. First on 
latest Pulse and latest Trendex, in all time periods. Con- 


tact ADAM YOUNG INC. 
ViRGIL SHARPE. 


or KOWH General Manager 


MIAMI... with WQAM 


KANSAS CITY ... with WHB First per Hooper, 
first per Area Nielsen, first per Area Pulse, first per Metro 
Pulse. 87% renewal rate among Kansas City’s biggest 

s dynamic sales power. See JOHN BLAIR 
Georce W. ARMSTRONG. 


advertisers pro 
or WHB GM 


NEW ORLEANS ... with WTIX Still rocketing, still 
in first place, with increasing margins all the time, per 
latest Hooper. And wait "til you see that newest Pulse. 
Ask ADAM YOUNG INc. or WTIX GM FRED BERTHELSON, 


It’s happened! In less than 


3 months of “Storz Station” programming, WQAM has 
leaped to first in the morning (24.3% average share) . . . 
afternoon (31.8%)...and all day! Covering all of 
Southern Florida with 5,000 watts on 560 kc. See JoHN 
BLAIR or WQAM GM Jack SANDLER. 
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The Storz Stations ! 


Today's Radio for Today’s Selling 


TODD STORZ, 


President 


Oswin said, “most, if not all, pro- 
grams will be of a local nature 
(as opposed to imported), either 
filmed or live.” 

Television was an important dis- 
cussion topic at recent conventions 
of the Four A’s, AANA, Country 
Press Assn. and the Federation of 
Commercial Broadcasting Stations. 
The radio men, however, were a 
little gloomy although their turn- 
over has increased threefold since 
the end of the war and their prof- 
its for the 1954-55 year were £1,- 
500,000. 

The Federation’s president, Bryn 
Samuel, told his delegates: “This 
is no time for complacency—quite 
the reverse. 

“Ty has begun and will be ex- 
panded in the near future. It be- 
hooves us all to give mature con- 
sideration to methods which we 
can adopt to insure that our exist- 
ing revenues are not adversely af- 
fected but increased. 


a “We can, with profit, take heed 
of the lessons learned in America 
where the radio industry failed to 
take proper initial steps to safe- 
guard its revenues, but later by 
proper means of research and pro- 
motion enabled not only the lost 
| Pevenues to be recovered but new 
business to be achieved.” 

The other side of the picture was 
given at the Four A’s convention, 
| when its president, John Clemen- 
|ger, predicted that the television 
age could well be Australia’s 
\“golden age,” economically and 
| culturally. 
| “A new Australian industry has 
| been born,” he said. “That means 
|more jobs, not simply in the tv 
|stations and the factories which 
|make tv sets, but in a multitude 
of industries and occupations as- 
sociated with television. 


@ “It goes further than that. Tv 
is a new and powerful medium of 
communication. Its use to inform 
people about goods and services 
will undoubtedly stimulate buying 
demand. If our manufacturers can 
meet the challenge of this in- 
creased demand—and given the in- 
centives I am sure they will—it 
must mean increased production of 
existing commodities and the pro- 
duction of many new ones. 

“Those two things—high demand 
and high production—are what 
this country needs most.” 


Columbia Pictures | 
Eyes Possibility of 
Buying TV Stations 


New York, Dec. 4—Columbia 
Pictures Corp. wants to buy some 
tv stations, A. A. Schneider, vp 
and treasurer of the motion picture 
company, told stockholders here 
last week. 

Columbia’s desire to become a 
factor in tv station ownership was 
revealed during the question and 
answer session at the annual 
meeting. Mr. Schneider said the 
present tight cash situation made 
the move difficult, but he said the 


company would continue to ex- 
plore the possibilities. 

Two of Columbia’s competitors, 
Paramount Pictures Corp. and 
Loew’s, already are actiye in tv 
station ownership. 

The company’s gross income for 
the fiscal year ending June 30, 
1957, may run higher than the 
$91,145,571 gross for the preceding 
year, it was reported. Revenues 
from Screen Gems, the company’s 
film production-distribution sub- 
sidiary, are up 50%. Earnings for 
the 13 weeks ended Sept. 29, 1956, 
totaled $843,000, compared with 
$899,000 for the corresponding pe- 
riod last year. 

Columbia will continue to re- 
lease its backlog of pre-1948 fea- 
ture films to tv through Screen 


| 
| 
| 
d 


Gems at the rate of approximately 
52 a year, the executives indicated. 
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Briton Pans Tv 
as ‘Canned Pap’ 


Lonpon, Dec. 4—Prior to the 
launching of commercial televis- 
ion here last year, opponents of 
the move warned that it would re- 
sult in a flood of American films. 

A great number of U.S.-pro- 
duced films have been imported 
and they have proved to be pop- 
ular with the tv audience. 

The British Broadcasting Corp. 
has spent well over $2,000,000 for 
American shows, and the new 
commercial channels are buying 
them too. 


s The success of the imports has 
depressed some of the intellectuals 
here. Wolf Mankowitz, noted Brit- 
ish author (“A Kid for Two Far- 
things” and “The Bespoke Over- 
coat”), commented, apparently 
with tongue-in-cheek, on the sit- 
uation while doing a turn as guest 
tv critic for the London Evening 
Standard, one of the Beaverbrook 
papers. 

Mr. Mankowitz asked what was 
“so British” about the British 
Broadcasting Corp. in view of its 
presentation of “Burns and Allen,” 
“I Married Joan,” “Movie Muse- 
um,” “Range Riders,” “Amos 'n’ 
Andy,” “I Led Three Lives,” 
“Billy Bean” and “Disneyland” 
(“one of the most successful com- 
mercials ever shown by the BBC,” 
he said). 


@ “Not forgetting,” added Mr. 
Mankowitz caustically, “‘What’s 
My Line,’ that evergreen bore, and 
‘This Is Your Life,’ the most im- 
pudent, unlicensed intrusion into 
the private lives of free citizens 
ever perpetrated by show busi- 
ness.” 

Still, Mr. Mankowitz conceded, 
for “a really American Sunday,” 
one had to watch Channel 9 (one 
of the commercial stations), “pur- 
veyor of a good six and a half 
hours a week of imported mer- 
chandise like Stage One’s ‘No 
Place Like Home,’ yet another of 
those dreary snapshot albums of 
American domestic happiness in- 
evitably involving a charming 
snub-nosed, wide-faced couple 
without money but loaded with 
love. 

“After playing Peeping Tom to 
this example of the irreparable 
harm Andy Hardy has done to 
the Western World, those who do 
so enjoyed smiley, souffle-faced, 
pig-in-electronic-clover Liberace. 


= “Then Roy Rogers galloped 
through yet another rewrite of the 
same stodgy saga of the West 
which my children swallow un- 
protesting, thus proving that the 
young television audience is as 
undiscriminating as the older one. 
Now Robin Hood, feared by the 
bad, loved by the good, a decent 
sort of English cricket player pro- 
duced by an American company. 

“After which you vultures for 
American culture could rest until 
the talented and rich Lucille Ball 
with her insufferable husband ar- 
rived in the English parlor with 
their skilful bag of American 
tricks. 

“And finally, tailing off into the 
snow-white screen-blank night, 
jolly Jack Jackson giving us a 
sleet and drizzle American style 
show complete with spine-chilling 
Broadway (Ealing) bonhomie.” 


= Then, in a more confiding tone, 
Mr. Mankowitz wrote, “You say 
you don’t care about this Ameri- 
can invasion—you enjoy it. Don’t 
get me wrong, folks, I am mad for 
it myself. After all, I am getting 
paid to look at it, and though I 
may get a little eyeache this week, 
this canned pap is guaranteed 
never to cause the slightest brain 


A MESSAGE FOR 


NESTLE’S 


Advertisers in practically every business have successfully used WGN’s 
Complete Market Saturation Plan during the past year. 


This plan delivers millions of home impressions per week in the ever 
important Chicago market at an amazingly low cost. The plan is tlexible 
and adaptable to your needs. 


WGN reaches more homes than any other advertising medium in 
Chicago.” If you sold just one package of Instant Nestles to just 25% of 
the homes in WGN’s area, it would mean 1,171,715 packages sold! 


No matter what your budget is for Chicago—WGN’s Complete Market 
Saturation Plan is an important factor to consider. The Chicago Market 
—and WGN’s position in the market—have never been more important 
than they are today. 


A Clear Channel Station... 50,000 Watts 
720 


Chicage Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 


West Coast: Edward Petry & Company, Inc. 
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Best TV Commercials 
For ‘56 Picked By 
AA's Eye & Ear Man 


Our Eye & Ear Man's choice for the year’s ten best com- 
mercials includes some time-defying veterans and a couple 
of lively newcomers. He started fast with a few standouts, but 
after that the going was exceptionally tough because of the 
mediocrity of much of the current crop of commercials. 

The principal criteria on which his selections are based 
are memorability and sales impact. He looks for the commer- 
cial that is individualistic enough to stand out from the group 
and at the same time blends in with its own environment. 
whether program or spot. He looks for the commercial that 
captures the audience and holds it while the sales points are 
hammered home. 


IT’S A FOOOOORRD—Said our critic, “The variations on 
this cartoon treatment are attention-getting and 
provocative,” in an advertising category whose tv 
salesmanship has not been particularly distin- 


guished. Ford and JWT rate applause for finding a 
device that gets the potential customers to look at 
the rest of the commercial. Storyboard filmed the 
animation. 


PURITY AND GENTLENESS—Ivory soap knows how to get the most out of such fetching 
babies as this pretty miss, who preens as she washes herself for the first time. AA’s 
critic says: “Ivory has had consistently good commercials in this atmosphere, leaving 


the impression of purity and gentleness—and complexion care.”” Compton Advertising’s 
Janet Watson wrote the copy, Jack Zimmer was the producer and Nelson Case was 
narrator. Filming was done by ATV Productions, directed by Mickey Schwarz. 


TWO-PRONGED APPEAL—These consistently good, clearly animated spots do more than help 
in pointing out the proper usage of the phone book. They also sell potential advertis- 
ers on buying space in the yellow pages. Time-tested, they are still outstanding, says 


the Eye & Ear Man. Batten, Barton, Durstine & Osborn is the agency and Hal Algyer 
was the copywriter. The art director was Ed Dillon, producer was Les Collins and 
Animation House Academy Pictures did the filming, with Cliff Norton narrating. 


SEX AND CIGARETS—A surefire combination, thinks our critic. Add this provocative Pall 
Mali pitch to the list of those that are different enough to stand above the common- 


Pictures filmed this commercial, which was narrated by Ernest Chappel and Cy Har- 
rice. Sullivan, Stauffer, Colwell & Bayles is the agency. The agency producer was Jim 


place, he says. The conversation in the dark is a clever way of holding attention. Video Hayes, with Dick Miller as copywriter. 


TRI. iin Ty WR poe oe RNR oe ee a aii TT 4 eh Sy see gi be: ye ae ” Rh Snes Sia eM Ee >. tre as ee . es So Oe 
eae oe (eh toatl hay he tah ore, a Se Pas 18 Bs leas es te ae fe ie ih 8 eng gia: ose Sic me aun ss 

sit es nd et 2 ’ . : ; ig fe ; : is a ee, ae 
. ee 

; | : 

lace | 78 Advertising Age, December 10, 1956 
ns 

oF oe ae 

(pers | 
ts sit : ree aie ey x i. 
or) |. beare 1 , it) eae Mee i 2 eee aceta ae eyes, Cee ee eee Oe: 
met a a ae : “oe ee Ne Se oe eae, ae é ee Fx 3 
ii eo ‘i a eee ee ce Ae Hate oy ee See 
“at Pua a ; Te - i SRN. ear ag Basch jd San Bre, 

. : oe wo ee oe fs -_ or a Ki 
cre ae ge | ; ‘ + eer ktherd 2 ee Bh a ny > 
Jo ae } < 7 . ; ee is S Bs, ne ns 
a eee eS fate er Mo 
‘ Baer e e: A : cae . = & ee 
Pia cea. ar : as Re ua : aL 

Pe aa eae ef om ~~ \ Se 1 ea o> eee 2 ae 
cer st at FE | a ._eo™ Tee Ss oe : Peer 
pers, 3s 5 = 3 eee Ee a i : a 
rae a : Sige eM a. : ee 
ee a ’ ; ieee oe as oe 
or an ‘ Bio : ripe <i ee “ae a a Bee hae 

ey eae i a. FF AGS ’ ead tala a, ity ac | to ae 
ee ; ‘ ‘ : zi Boot a asi a, 
a) ee : a bee se ae: : So ee 
hae eae be 2 om eas he ae » oe _ ae 
io Leta ms eee Be ree Coe i pet a 
a get, ano = nd > ae MATOS ae ee Be 
oo ae ole eee Lt : =. : : ‘ mes} Oe 
i aaa a io... 2 ee (J San a 
ey i aie aie iy Pee aN y=. lone Sao e oh aaa Ming ea a eae one) a i. 
% es 0 ‘ a. a Y sa ; ya ieee at 60 
ass ee A 4 . + . ; - 
a ea : : * 
teat #3 a . 
ck aa ; . , 
ae, ig : 
en ie — ae . . | oa 

On ee } ; ae ere = Re ea 1 een eee lw Bhi ag 
La BS Oe ae : Ce es tg eI (2 ae sien My ee a d 
Ea ia ‘ ee habia ae lll ee OO 
‘oi a ee Ne ka Se a i 
wend — : = ee Staite Ere Mg has et 6 ee ue eh a a . 
Se es Pat ee oe : 
co oh an ev et! ee eee ee 1 ae ‘a a 
2 Ae en ee 4 meget ea oe A wae: > Sees ioe eS oe 
ce : ve Ue pl eae ae te es ae 
a eee é hee 1 aa 2am Fe : Be ae 
eo. ae Bis: aay i xe oe 
: Tee tie : mi ie 4. 4 ae en ot Po 
sh ae ie ibe ee i: : ob ae ae 
ae oie Neh: a ee 

eae ¥ as = iar \ me 
en ee e, ‘. ate ee s ee 

oN wh “ ee a Me is wa 
ee es: aa « ae at 7 ~/ 

+ eV: z Lies ee P 

baat aie Dis Pea ial - 

ae 2g z pit ee: ee ee scape 2 aL a 
sae ‘ q ee . ) —_ 
8 6k aaa : a chen me: ‘a 
Lo eae : ig ee ne Pe: 
te ee a ve “i ae aaa sae =e ; 
ee Le a ee ‘s => - | 
2 eee us => ‘glares tate ene per 
aoe ' “oa Das Hens es oF ae eo a = eves oe = 
a eee Rae . : ce * i + 
eo 
: Gorn ee aa 
ee 
a 
ae 
a 
PR Se 
yr eee i 
as ie 

a 
‘3 RS 
ee eae ; , — . & 

UO a , 5 Sete c 2 : ; 
Gta u J apy se Cae oh aaa i P43 oe aa : 4 s a. 2 ae i ar — se 2 + et te 
fe PT een) ees ' i a oie ae ire he po ed a & ae < ae 

ae Meee Pte, 6 Pe wg i . iS : ; re : p Bee Eye 

nS AG eine anet ft ae rt @ a > = 
Oe ee neg SPREE . + ow : . a @- ag ; 4 . eo Shee a - :; be eer ere 
fa See ee af oa Teak: ‘ ; s : . Lae ; . : ea. j nf ae 

% eg e Ph i = my. j ; “7 a2 he bs = Br 
9; OR ae A ch oe = eee Kad é oo . @ j * og oe } a? > ae Bt 2 i 
jen Ee ; > = oa 5 $ . tb ) : - on jean — — — or. ae 
eae, my Bax date * 4 : ~/- a Pe ——— 4 
a ‘ee 2 , ere - a . if . ee aie: %; 5: > ‘x % q ae ; 
ins al, Casale : a os Or 4 5 é - . e aie, J Nate Paes ; . 5 ey + 
Ness ee a iy. ; P as A ed : ee sg * ae 5 r; ‘ eet a 
Oe aie * ae > ae ' " 2 > a) " é 7 s a ins ; es r. oo il ns, #4, 
ee ae os . Wig a ¢ Fm a . Ps } . q . 2 ? me  — . > cet ie Se 
ea $s Pa 9 : ‘4 . oo * a ae a > ae 

bers io 3% te ‘ Fe ih? * a> * 7 . .) a ™ : eae 
at as a: i ; aS _ *- oe ieee — * aq 2. See 
5 ee ) - je: ae . “ya : e. =~ : ee a » a f BS 
eden ee Le ea SS, Ree ee, e = wa sie he —  Baeens: — ae*s _ ax Be 
“ fp ie SE aay, @ ; : ; — io : ae : aa — ae fis oe “=. me 
Peace se Ya eae : . 7 ae be i : Pees | ar. 7 2 - “F i a Se Bs,” 
= ae t ee, Pg ‘oe ; Pat > ne As ie -% = a i “e-8 a < , 3 ae aie 
ie ae ee 9), UES le a ae | i ee 4 a < - : - De te es ce sai 4 va i) 
Le Ae Tee tS, eee - - : ee a? aa Fe a pice 
eh are Ee iy ae Sgt betas ai tae Bg of fe ‘ am i van — . 12 _ = eee ae 

4 ag Fis ‘tk oe Sa ae Ree a ie ieee i Fi aes F ee her es 
Cibo ee Aig NSM le Nag Piso: i “SS a hi = — — # if | ree 
tS aoa orb renee eee Aj A : En ee : {a : 

Pat ar , , * : ; "a ea vee ee 

om Pa : 2 ; _- See . ate A 
Sees 

2 ce 

ey ae 

the 3 A 

ig te aad 

“a DS Sot a 

rae ae? ee 

ee eae 

a4 wn. ; 

ay > S 

a i: ee 

ei sae * ae . ee se reed Trees -_- * ea “ i ee Saat Cae ee ee ee a oN eR I ok 
a ili : ies e; ar See Nee Ape FES iy) Puy + seg a ieee Pa seee Se ~f Wepre. 3 ee pee. aN 
ora ene ‘ fee Sig me i . — io ; oi 3 i , oe eae 
eg he yer. _ = om 3 : E . a 
. ra : — om | - Bae > a 
mk See . ¢ ' i , , dn» ne She eas st bara — ‘ ‘ j = . a 
McG cantte. ; 9 . eae ? gm wep, + eS < a ; ‘ » or eae AS J —— “ao 

Meee, Ss es. ae fe) », a re ee : = — : © ae. {2 ge a 

vo8 Bet ; é) a eon . - f aS? aay ; [ A > ‘ sai atom AE. = so 
ee ee ore. . ya # — . ie.) * i se , j boot ; 
ok oe te < J oT he ak ee 7 ee de: oy iz ot pe j —— | ; 4 , sh 
Ae ' at “Ss a8 ae gpm me eo : ‘ 
ee cg ae a ; ioe ’ ; ee : » iy } |) i ‘ - 

An i ‘i oe a3 - a" rn c Qo ie ‘ eel = : gs a 

PSE } oo my 5 S. Ueeter D q ae ; <s a pend A a Hy: = ae 
¥ Sieg a a v3 PE ar a _— & ~a ZS) : ann a — eae a pe - | 
Vt, 2 ee 2 , i, bes a : \e > eae v. a_i > f ie ; oa 
ro sie eal Kat : — tp ee : —— ee : i ae ; 
AM i et 2 ei ” : ‘ ames : ifs % ett 3 s 
cabs te haa & ? 4. ee oe r "*) ‘ E “ a nee = / i) / We oc Ng a 
0 i = , ig =’ Se 
as: S + - ae Veer bis “er asi Ae at ~~ Me pets oS e- Lo ney ar gine. aaa 
“) Sha ae . + Sy. ips ¥S ao angie = Mig ne ee 
eae : a Saget Nae ‘ 5 mies i Pa Li See ee 
ee ~~ ¥ Ys ae ; 4 a : é * 4 ME - ‘ = : Lge on 2 ee ee 2 - & 

a , a . ge, nas a Sl eal : fed —ellrltrti‘“ ‘ COC‘ORSS — 
ee Ain i azn iain 
on ke a 
ol an 
a 
oa 
ot ee 
oe 
F pig lee maa ile. 

+ ee ea 

bet art ae . 

shite a ae \ 

i RE ey aa 

te 

Pagan ee) be: ‘ ‘ fa ’ 
; 4 eee i ebro, oe ie & bane ona Me SS : oe oS oo ees , I - Ee a y 
cae ers ss Pah ee mead +] : fe ae pers he i aa mee’ a ee ae ag : 
E19 Lieapecti ~ Bee le wi low” 8h ees es ia ae oo, 3 _ — a . ee m ae an ae sete a 

a eae i ae Ce, aie ve en ce Paper i Re oe i — Re ah eect Bee. ree aa 

Me ee a. Nera | f oP vies > he ~~ ee la! ea a aon oe pe ie os ¥ we: heii a da 

hai eee tye ea Oe - ee eee ; Bd TSB ee es: ces 2 [ee os oe a3 

7 eee ake Sr, pene ai Seen abe 2: i date 450 O depea PA . eS ; a ae Tee es ae ag : >a 

ree & iets ys ees kite ae ne Bet eo ga eth as epee ss ae Vea ew eer ay: i 
Ve ate ee : act aig oe EI. oi. ae Se pe oh ee te he . a P< e : ae - he Beeb fenl ae ‘a 
he Rie s 1% ¥ BY wis Wee i oss 1 ae ‘ met oe Be 4 Z Be a i Ey re eee. [ee a : 

Se ee Sor eae 1 ig aR DE Cone SD el EES 2c eae 4 ‘ ee ee a , oe. By) to a: — a a, ec ee a = 

ig TOMAR TER +. Svea PE Re ae Se P strc aaa : ae, a eS 1 a oe ee. a et 5 sale oe ae a 

of O54 ‘Te eee of dea TE Ee Mc ie ers : et eet 5) Seo By go” as . a pe | ae Sa =n Nee es = rs 
ec tea: age ee — —-— CS a ee Oe ee 
ae eet ' toe Wh peat AOR aps PS — ae es ot 5) ee cee 4 y 4 > q 1 Jie io ee 

= ae a j. SS ee eae Ss Stee ees ae ate) <e a , si $ Ri ).- ee alll 
ie. << | a ey Libs re *y : ee ee a “Gk eae a ‘ — Bs Pw 3 cS te + ra SS ae or Re - ee a 

ee eee ‘ > 2 ‘3 Paee ae 2 =a Sa ae Ge s car <a oo se ¢ hy ee —_ 7 
ee ae? oe : mt A ea “en aie Ee eno e. yo ae aa ¢ pS >: oS. Ga one Bee: an Ds 
% ere WO ie eae a2 7 Ah, nea a = —— aie “3 Bias ee ae Ae oa, ee ee Ly 3 xs & 
wT eS a op aia = Sige ee ae, SE Can: RNS ‘ rts 5 -.. S i a ne : ao ge ; 
ond a Pocus SP ke ee a es a ae E ee 5 ee ‘Oka i Ree, bo 
ane as { aS ge eed fates aati ees ee Feil sagen a ieee eee Fe 7 : mate oe (| i ae ia ; 

‘tie oi Rg ces cand ern a icte < Pe Ue : oe. a eS al Me fs 2 = Bee Sg 

a a vers ee ae; eT NT sh") See, oye Pee? - ieee c : aa aoe oe fae be 

a B A nl ah? tn 4 “ oY dae SF ¥ a >» WEP 5 7"? sae « s = mn é Ce + cL ee ome 

eee eT a me, Nach, ya ee i ate NS al aes ; a ; : zg age ae ee 4 ; 

Pete oats } Re) DAR ekg eg SE a eR 7 ee, ge : cee ca we fe ; & A be a cll ese tea. oat ees 4 eS "a : 
Dr Se es eet Poke ee as eee oe a of. a PA ee Ri. 7 pee” + eS 
SS ae TEN nae be a ar Ba mers . ae “i & ui i 
ey = } a ‘ : a. ? > re ne 
a > 
iia 
a 
SS 
oat on See 
a 
oR et ge tay 
ae 
"i 2 heer 
fag, eee. 
Pe Net J ‘ . ° 
o EiSaer j - ‘ E : 
tS I ate SI so! falutly th er ca eT. be i ot ae : eee So ek), aa (Ate ee Je hog 
; eile ga Pia Pe. cori! cee, 6G PR 6 ea oer tas . ly, hes ‘arene ae —— e ee eres ee —— ee on 


Seeeeeeeeeeesece 


THE BIG HiT—Bert and Harry, those irresistible Piel brothers, got an enthusiastic en- 
dorsement from our critic as probably the finest campaign yet to appear on television. 
The UPA filmed cartoons, combined with the voices of Ray Goulding and Bob Elliott, 


wer Rip 


GOOD trr—Our Eye & Ear Man doesn’t pretend to know if the “couple-in-a-crowd” 
technique is a good way to sell cigarets. However, he thinks the Chesterfield com- 
mercials deserve an award for coming up with an idea that “commands attention and 


“You see, this dark richly spiced sauce” “is made to an authentic English recipe...” “So, ladies, next time you shop... be sure to get” 


“No matter how you pronounce it...” 
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not only entertain, they also “leave a clear picture that Piel’s beer is the driest and 
best beer available.” Copywriting credits go to Young & Rubicam’s William B. Schurr 
and William F. Lacey Jr. Jack Sidebotham is the art director. 


presumably urges the wavering smoker to try Chesterfield.” A. T. V. Film Productions 
Inc. filmed the commercial. David M. Lippincott, creative group head; Rollins S. Guild, 
art director, and William LaCava, production, were the McCann-Erickson men. 
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“Beans? I mean Heinz Wooz...” 


SEDUCTIVE SELL—This funny little guy tries to sell Worcestershire Sauce, but stumbles 
so badly over the name that he ends up selling pork and beans. “At first blush, the 
old line drummer will think that the commercial sell is subordinate to the fun,” our 
critic says. “However, if you ask yourself what this commercial is trying to do, you 
come up with a clear case for the product.” These are selected panels reproduced 
directly from the original pencil artwork which consisted of 36 drawings. Maxon’s 


Gertrude De Lamarter gets credit for the copy and Leo Langlois ‘was the producer. ii 


Storyboard did the filming. 
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DE LUXE SALESMANSHIP—The AA critic says, 
“No matter what else you may think of 
him, this rich country boy is the champ 
hawker of the airwaves.” Our critic feels 
that “he can seli anything because he <0 
believes in what he sells.” His pitch for | = 
Bufferin is believed to have given a tre- . * 

mendous boost to that product’s sales. 
This is the third annual award for CBS’ 


Arthur Godfrey. 


Easy Washer, Princeton 
Join in Wash-Wear Push 

Princeton Knitting Mills, New 
York, and the Easy Washer divi- 
sion of Murray Corp., Chicago, will 
join forces next year for a series 
of wash and wear promotions 
called “Fabulous Fabrics for '57.” 
Although media has not been se- 
lected as yet, the budget will be 
the largest in Princeton’s history, 
Sam Silverman, sales and ad di- 
rector, reports. 

The campaign will be jointly 
produced by Princeton’s agency, 
Ehrlich, Neuwirth & Sobo, New 
York, and Earle Ludgin & Co., 
Chicago, agency for Easy. 


Farm PR Men Elect Wilson 
Louis H. Wilson, secretary and 
director of information of the Na- 
tional Plant Food Institute, Wash- 
ington, has been elected president 
of the Agricultural Relations 
Council, comprised of about 100 


public relations executives in the 
agricultural field. Other new offi- 
cers are Walter B. Garver, man- 
ager, agricultural department, U. S. 
Chamber of Commerce, Washing- 
ton, vp, and Bill Foreman, pr man- 
ager, National Cotton Council, 
Memphis, secretary-treasurer. 


‘Flower Grower’ Names Miner 


Flower Grower, New York, has | 


appointed Robert G. Miner as- 
sistant publisher. Mr. Miner for- 
merly was a partner in Cole & Ma- 
son, Chicago, Flower Grower’s 
midwestern advertising represent- 
ative. 


Blaine-Thompson Adds One 

Remington Records, New York, 
has appointed Blaine-Thompson 
Co., New York, to handle advertis- 
ing, sales promotion and publicity 
for its classical, semi-classical and 
popular records. The company had 
no agency previously. 


PONCA CITY 
OKLAHOMA 


You can bet your bottom dollar that viewers within our 100 uv area 
are getting a honey of a picture when you realize that Television 


News of Ponca City, Oklahoma, 


program listings. 


*Maximum Power, 316,000 watts 
*Maoximum Height, 1010 feet 


TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 


WIBW & WIBW-TV in Topeka 
Rep: Capper Publications, Inc. 


regularly carries all WIBW-TV* 
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FLAVORFUL—Jell-O instant pudding 
used the whimsy of a small boy aim- 
lessly wandering over the tv screen sing- 
ing a disjointed sales pattern to introduce 
its new lemon and banana flavors. The 
result, 
superb blend of attention-getting and 
pounding home a sales message.” The 
copy is credited to Young & Rubicam’s 
Barbara Demaray. Art directors were 
Maurice Sendak and Jack Sidebotham. 


said our Eye & Ear Man, was “a 


ANOTHER REPEATER—The food stars in Kraft’s voice- 
over sales breaks on “Kraft Theater.” The tech- 
nique looks deceptively simple, but it has yet to be 
bettered, and the inventive cheese ideas shown must 
contribute to Kraft sales leadership in its field. 
Television screens show only hands at work prepar- 


ing tempting dishes; our pictures show the pretty 
girls—Dana Wyatt and Susan Delmar—who provide 
those hands. Ed Herlihy furnishes the commentary 
for these J. Walter Thompson Co. produced com- 
mercials. Richard Dunlap is the director for these 
three-time winners. 


Signorile Joins Spencer 

V. J. Signorile, formerly out- 
door advertising supervisor of 
Cunningham & Walsh, and before 
that with Buchanan & Co. and Out- 
door Advertising Inc., has been ap- 
pointed vp in charge of the outdoor 
and custom sign division of Spen- 
cer Display Corp., New York. The 
company specializes in the design 
and manufacture of large outdoor 
signs with public service features. 


Campbell Soup Names Tobin 
Richard Tobin, formerly director 
of public affairs for the New York 
Herald Tribune, has been named 
assistant to the president of Camp- 
bell Soup Co., Camden, N. J. On 
leave of absence from the Herald 
Tribune for the past year, Mr. To- 
bin has been public relations di- 
rector of the National Citizens 
Committee for Eisenhower-Nixon. 


Monarch Names Beaumont 

Monarch Brewing Co., Chicago, 
has appointed Beaumont & Hoh- 
man, Chicago, to handle advertis- 
ing for its newly introduced Augs- 
burger beer. Monarch’s other 
products are still being handled by 
C. Wendel Muench & Co. 


‘Playboy’ Names Howard 

Ed Howard, who formerly rep- 
resented Coronet in Chicago, has 
been named western advertising 
manager of Playboy, Chicago. 
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Hollywood ‘First-Runs’ 


Mean Late-Night 


Ratings Battle for Chicago TV Stations 


Cuicaco, Dec. 4—Hollywood is 
going to stage a re-run of the box- 
office battles of the pre-television 
era here in the next few months, 
with more at stake than whose 
aging movie stars are better than 
who else’s. 

The combat will take place on 
three out of four tv stations in this 
market, and in the process may 
reveal some things about the fu- 
ture of video programming. The 
participants are WGN-TV, WBKB 
and WBBM-TYV, each of whom has 
signed for one or more of the 
huge packages of pre-1948 feature 
films which the movie lots are 
now releasing. 

All are first run (on television) 
and a fair proportion are the best 
Hollywood was capable of at the| 
time. Furthermore, the stations are | 
going to be slugging it out at the 
same late-night time periods— 
roughly, from 10 p.m. to 1 a.m. 
Several live shows have been cut, 
killed or moved to make room for 
the films. 


® Competition started officially 
yesterday when ABC-owned 
WBKB went into action with two 
selections per night from a 742- 
film RKO package supplemented 
by 39 United Artists features. The 
opponent is the Chicago Tribune’s 
WGN-TV, which has been running 
two and three feature films per 
day for some time. 

Recently, though, WGN began 
grinding 20th Century-Fox “first 
runs” at 10 p.m.—with spectacular 


initial results. The first one, “How 
Green Was My Valley,” appeared | 
on Thursday, Oct. 11, got a peak} 
ARB rating of 28.1 (73% share of} 
audience), and an average for nine 
quarters of 24.1. According to the 
station, the movie outdrew “Cli- 
max,” “Dragnet,” “Groucho Marx,” 
“Playhouse 90”—“everything.” 
Already the promotional tom- 
toms are sounding, and the din 
should be tremendous by the time 
CBS’ WBBM-TV enters the fray 
about Dec. 15 with the most ex- 
pensive package of all—more than 
700 MGM features. Confident that 
“eventually, the business will come 
to us,” WBBM will start slow in 


Network Color Schedule 
of Sponsored Shows 
Week of Dec. 9-15 


No Color Service 


CBS 
*Red Skelton Show (Pet Milk, 
(Kellogg, 


Shower of Stars (Chrysler) 
*Bob Crosby Show (participating) 


NBC 
Matinee Theater-——Monday through 
Friday (participating) 
Zoo Parade (Mutual of Omaha) 
Alcoa Hour 
Producers’ Showcase (RCA-Whirl- 
pool) 
Noah’s Ark (L&M, Max Factor) 
Break the $250,000 Bank (Lanolin 
Plus) 
Kraft Theater 
Lux Video Theater 
Walter Winchell Show (Toni, Old 
Gold) 
Hit Parade (Lucky Strike, Rich- 
ard Hudnut) 
*Color special, not regular series. 


Neither NBC nor CBS makes a 
premium charge for color time. 
Production costs on color shows at 
NBC run about 10% higher than 
their b&w counterparts due to in- 
creased studio rental, extra rehear- 
sal time and more elaborate cos- 
tumes and settings. At CBS the 
production costs go up from 5% to 
15% when an advertiser decides 
to tint his show. 


both programming and promotion. 
First, it will show the films on 
Saturdays at 10 p.m., will gradual- 
ly add other nights at either 11 
p.m. or midnight. 


= WBBM will try to sell its shows 
at $3,500 per half-hour segment— 
nearly twice the price WBKB has 
been asking. Even so, its prospects 
are apparently good enough to 
have helped WBKB decide it will 
stick with live programming on 
Saturday from 10 p.m. to 11:30. 
Whoever gets the ratings, there 
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should be plenty of business for 
everybody, at least initially. 
WGN’s first-runs are already sold 
out and WBKB will start its series 
with 34 of 39 half-hour segments 
sold. 

The glaring hold-out against this 
new Hollywood kick is NBC’s 
WNBQ, which says it will stick 
with live shows—“You can’t sell 
color with b&w films.” Two weeks 
ago, WNBQ supported its argument 
by launching a new live musical, 
in color, at 10:30 on Mondays. 

Meanwhile, WGN has filied its 
first-run hand by negotiating a 
Warner Bros. package, and dicker- 
ing is under way with the last 
Hollywood holdouts—Paramount 


In RETAIL STORES San Diegans spend over 


*2 Million Dollars per day—every 


365 days 


combined. 


per year—More than the citizens 
of New Orleans, La., Columbus, Ohio or 
Albany, Schenectady and Troy, New York 


ay, 


WRATHER-ALVAREZ BROADCASTING, INCS 


More people are making more money — 


watching Channel 8 an 
making Channel 8 motivated 
purchases than ever before. 


*Sales Management, 1955 
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and Universal. Should they be;become bleary-eyed with late- 


landed, this whole city figures to|hight armchair movie-going. 


Capture your <_oyy those of your 

competitors—on new kinesco rocess 

developed by Video Views in ine Anolon 
Live quality sight and 


Commercials 


enable client and agency 
people to view commercials in leisure to- 
gether. You can analyze copy, art, acting 
performance, production of each competitive 


commercial before doing your next cam- 
paign. 


Write for the schedule of new low prices. 
VIDEO VIEWS, INC. 


7557 Sunset Bivd., Los Angeles, Collf. 


ision motivates more people in impulsive San 


DIE 


more market * 


America’s 
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(Continued from Page 53) 
tention over, of all things, pro- 
gramming and station “quality.” 


Radio's Brand Image 


One of the rare events of 1956 
was the publication of an ad agen- 
cy booklet which “sold out” (at no 
charge) its initial printing of 500 
copies in a couple of weeks. It was 
‘Batten, Barton, Durstine & Os- 
born’s “Discussion of Radio.” 

The booklet was an excellent 
production, but the media informa- 
tion it contained was hardly news 
to the broadcasting or advertising 


Big Advertisers Like 
It Local, Radio Finds 


tained in the BBDO analysis is 
impressive evidence of how well 
radio salesmen (led by the net- 
works and the Radio Advertising 
Bureau) have done the work of 
giving radio a completely new, 
reasonably coherent, sales ration- 
ale. 


® Essentially it was this: That ra- 
dio reaches nearly everybody at 
some time or other, that its cost 
is low, that it can follow people 
wherever they go, that it is “cas- 
ual,” with people no longer listen- 
ing so intently nor so long and that 
therefore greater persistence is 


needed to gather a large audience. 

In addition, BBDO pointed out 
that radio is now primarily a local 
medium and that it calls for “se- 
lectivity” on the advertiser’s part 
—as to kind of audience, time of 
day and above all quality of sta- 
tion, in coverage, merchandising 
ability and programming. As 
BBDO sums up the last point, in 
the future “buying radio will be 
harder work.” 


® Set aside that last point and 
radio research and promotion can 
claim to have discovered and 
thoroughly propagated (for all 
who would listen) all of these ele- 
ments of radio’s “brand image.” 
But in passing, BBDO’s “selec- 
tivity” notion certainly put the 
finger on radio research’s next 
big job: To pin down not only 
what homes or sets are tuned in, 


ae 
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| but also which people are listen- 
/ing and what the turnover is. 


New Coverage Figures 


One of the problems here has to 
do with coverage, and the one big 
research development of the year 
—A. C. Nielsen Co.’s new cover- 
age survey—is an effort to bring 
up to date what markets or areas 
stations cover, how many families 
(homes) are in them and how 
much listening and viewing is 
done in these homes and at what 
times. Already such stations as 
WLW, Cincinnati, are using this 
survey for promotional purposes 
and next year advertisers can ex- 
pect to be reviewing troops of ra- 
dio salesmen with new figures on 
delivered audience, “unduplicated 
markets” and costs-per-thousand. 


But this is parently not 
enough. Or so the station managers 
feel. In one bull session after an- 
other they have been declaiming 
against the rating services’ prac- 
tice of figuring radio listening at 
one hypothetical instant (and 
with microscopic results). Instead, 
they argue for a measurement 
which will (a) be “cumulative”’— 
based on a long time period and 
(b) count individual people, not 
homes—count them wherever they 
are. 

Some part of this admittedly vi- 
sionary ideal is in the mind of a 
National Assn. of Radio & Televi- 
sion Broadcasters research com- 
mittee, which now is struggling 
toward a “continuing audience cir- 
culation study” of both in-home 
and out-of-home listening. 


s What the stations are struggling 


industries. What made it signifi- 
cant, perhaps, was that one of the 
top Madison Ave. “tv titans” had 
cared enough about radio to pro- 
duce it. 

Furthermore, the material con- 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 


ee 


SAN FRANCISCO 
Lo ANGELES | 
Bo 


CORRESPONDENT-AT-LARGE!! Israeli forces march across the Egyptian border. 


Tensions in the Middle East, long smoldering, erupt suddenly. 


In Los Angeles—8,000 miles across the face of the globe—KNXT newsman Clete Roberts, veteran 
World War II correspondent, prepares for take-off. His assignment: eye-witness coverage of the 
conflict... a unique instance of a local television station with its own foreign correspondent. 

Just the week before, reporter Roberts, with Grant Holcomb, flew to San Francisco to cover the 
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toward is best exemplified in the 
selling job NBC has been doing for 
“Monitor,” which is just as cumu- 
lative as you can get, right now at 
least. 

Open the current “Monitor” sales 
brochure and you won’t find a 
rating figure in it, except in a sta- 
tistical appendix on the last page, 
where it develops that the 40- 
hour program is getting Nielsen 
average audiences in the 0.9 to 1.2 
brackets. 


s Yet the booklet is loaded with 
rating figures, all cumulative. 
Thus, you learn that in one week- 
end, during the 14 network option 
hours alone, “Monitor” accumu- 
lates an audience of 7,340,000 un- 
duplicated homes, 15.5% of all 
homes in the country. You learn 
further that this is “32% larger” 
than the total circulation of Life, 


that it is larger than the average of 
all sponsored nighttime network 
tv shows, and that it’s three times 
the average of all sponsored day- 
time tv shows. 


= Similarly, NBC puts together a 
hypothetical package of 20 “Mon- 
itor” 30-second announcements, 
comes up with a cumulative audi- 
ence larger than the circulation of 
The Saturday Evening Post—and 
priced at a cost-per-thousand of 
72¢. Why can’t the stations do the 
same thing? 

Chiefly because of the cost: For 
its own cumulative ratings, ““Mon- 
itor” had to buy a special Nielsen 
study of the “turnover factors” 
within the homes it reaches. This, 
however, is the kind of thing the 
stations appear to want when they 
ask the rating services for a “good 
for radio” rating. 


Spot Selling 


Though the figures vary, the ev- 
idence is unanimous that national 
spot radio is having far and away 
its best year in history. 

According to Larry Webb, direc- 
tor of the Station Kepresentatives 
Assn., net time sales in 1956 should 
be about $137,800,000—20% ahead 
of 1955. Radio Advertising Bureau 
figures that this fall’s heavy injec- 
tion of auto advertising will boost 
the total still higher—to $145,000,- 
000. 

Either way, it means a big gain 
for the key big-market stations, 
for their spot representatives and 
even for the networks, whose spot 
sales operations are their most 
profitable radio activity. 

Why the increase? An important 


reason, it is said, was a shift in 
advertisers’ buying styles toward 
stability and away from unselec- 
tive “tonnage” buys, with their on- 
|again-otf-again bargain hunting 
| approach. 

It was as if the big agencies had 
dipped their toes into a brand-new 
economy medium, liked it—and 
‘decided to stay a while—for greater 
|}economy. The result was a length- 
ening of the average spot cam- 
paign, from two and four-week 
“blitzes” to eight and 13-week or 
even 52-week campaigns. 


® And the success of such products 
as Pall Mall and Pepsodent in us- 
ing a kind of permanent saturation 
technique suggests that there will 
| be more such campaigns and more 
| permanence in the spot radio busi- 
ness. 
| A corollary of this is that the 


Ls some AIR 
j 


arrival of 31 survivors of a mid-Pacific plane ditching... telecast “live” on the early morning 


Panorama Pacific show and filmed for showing on other KNXT programs later that day. 

The all-round reporting of Clete Roberts is but one example of KNXT’s unequaled news and public 
service programming, which travels 500 miles—or 8,000—as a matter of routine, to provide the 
very finest coverage for local television audiences. And one more reason as well, why KNXT 
continues to be Southern California’s most-viewed station month after month after month. KNXT 


CBS Owned ¢ Channel 2 Los Angeles + Represented by CBS Television Spot Sales 
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Selective Buying? 


Radio station men are wor- 
ried about fresh evidence of 
‘ad agency “selectivity’—Ra- 
dio Advertising Bureau’s es- 
timate that 90% of station 
schedules go into ad agency 
wastebaskets unseen by 
timebuyers. In Indianapolis 
recently some of them mulled 
over the problem, decided 
that the skeds should not be 
dropped, but should te vastly 
simplified, probably as a 
Varitype single sheet. 

A station representative— 
Peters, Griffin, Woodward— 
also is concerned, especially 
about the great variations 
among program schedules as 
to design and information 
provided. It has sent a mail- 
ing to more than 2,000 agen- 
cies asking them to “please 
help us design an ideal radio 
program schedule.” 
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1 TV key availabilities on key stations 
Radio Use VS. Use by Hours of Day are likely to take on the character 
of a “property,” like the top net- 
9 sin dio and work television time segments. Al- 
% of Total US. Homes U g Ra TV ready the fall rush has caused : 
urs Day—Decembe acute pain in some agency quar- 
By Ho of r, 1955 ters, as it was found that some of ' 
Copyright by A. C. Nielsen Co. the best spot positions were sewed 
% —_—__--- — g |UP by long-term contracts. 
RADIO AVERAGE PER MINUTE DURING HOUR—% This problem, in fact, was al- 
60 ~y —_— 60 |ready being reflected in the ten- 
55 var (= dency on the part of buyers to 
| 55 | give up their dependence on the 
50 a 46.8 147.5 50 |over-spotted (and often sold-out) 
4s ae , ign early-morning hours in favor of a 
y “ 41.6 45 |“spread” covering the whole day. 
“ DEC. 1955S mmman 38.9 reves * 
Brees tae s Meanwhile, spot radio seems to 
38 32.7 35 |be finding itself as: something 
30 ws ert 30 | Last year it did well in that role 
26.5 25.2 more than a “supportive” medium. 
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One of the most-quoted charts of 1956 is this one showing, among’ during half the afternoon. Television’s big bulge in the evening hours 
other things, that radio has a rating edge over tv all morning and _ gives it its over-all lead in “home hours” daily. 


T. V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA NEW YORK: 200 EAST 56th STREET - CHICAGO: 16 EAST ONTARIO STREET 


A beautiful young girl in a fairyland setting is the background 
for the story of new Pink Camay .. . the soap of fabulous fra- 
grance! It’s an appeal that goes directly to the feminine heart! 
An unusual photographic sequence utilizes the shimmering re- 
flections in a forest a ee ae ae yon 
ening effect on lovely . The fragrance of Pi amay 

the fact that it’s made with cold cream are linked with the brand 224,068 Sets 
name for high memory recall. Every moment of this series of 
spots holds attention—and sells Camay, in both English and 
French versions. Produced by SARRA for THE PROCTER & 
GAMBLE CO. OF CANADA, LTD., through THE F. H. HAY- 
HURST CO., LIMITED. 

SARRA, INC. 


WTVH's new 
IDECO tower and 
RCA hi-gain an- 
tenna now stands 
660’ above ground! 


New York: 200 East 56th Street DELIVERING 
Chicago: 16 East Ontario Street 
AN AUDIENCE 
Exceeding 


Hit Parade cigarettes are sure to get plenty of attention from 
this series of 10 second I.D.’s, and 20 and 60 second commercials. 
Live action, stop motion, animation and a very “whistleable” 
jingle keep these spots crisp and fast moving. Clever use of the 
Hit Farade trade-mark plus product-in-use, picturing folks en- 
joying the new cigarette, fix the brand name firmly in the 
viewer's mind. “Your taste can’t tell the filter’s there!” is the 
romise of smoker enjoyment that clinches the selling message. 
oduced by SARRA for THE AMERICAN TOBACCO COM- 
PANY, through BATTEN, BARTON, DURSTINE & OSBORN, 


INC, 
SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


1,109,000 


(Covering all or part of 28 counties) 


MAKE NO MISTAKE 


about it, Peoria is Illinois’ 2nd Mar- 
ket! WTVH consistently captures 
the vast bulk of the rich industrial 
audience of Central Illinois. Seven 
of the top ten shows! Ask your 
PETRY man about 19's power in 
the Peoria market! 


Yielding only to stations in 
. . : : ‘ Miami, New Orleans, Portland, 
This unique one minute spot for Pet Milk was a Medal Award Sesuaiee- and Wiens ede. 


winner at the 24th Annual Art Directors’ Club of Chicago. The 
subject has universal appeal—a mother and her baby. Perfect 
casting, simplicity of action and the musical background of 
Brahms’ Lullaby create a most effective mood. This commercial 
is another one of the SARRA series for Pet used on the George 
Gobel and Red Skelton shows. Produced by SARRA for the 
PET MILK COMPANY, through the GARDNER ADVERTIS- 
ING COMPANY. If you'd like to see other recent SARRA com- 
mercials, drop a line to SARRA and ask for Reel 6. 


Sarrr—%. 


SPECIALISTS IN VISUAL SELLING PEORIA, ILLINOIS 
TELEVISION COMMERCIALS + PHOTOGRAPHIC ILLUSTRATION + MOTION PICTURES + SOUND SLIDE FILMS 


Represented by EDWARD PETRY & CO., Inc. 
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for advertisers like Marlboro 
cigarets and that is still its pre- 
dominant use. This year, however, 
has seen spot promoted to such re- 
sponsible duties as launching that 
“new” product, Pepsodent, and 
helping to launch another one— 
Hit Parade cigarets. 


® Besides the change in buying 
pattern, a key reason why spot 
radio is better this year is that the 
commercials are better. 

Led by a massive rediscovery of 
the jingle by Madison Ave., the 
radio ad business has done quite a 
job in the last year or two in de- 
veloping commercials with ear ap- 
peal—so much so that recent sur- 
veys suggest the better radio spots 
may be more pleasing to listeners 
than a lot of the programs they 
surround. 

Now dubbed the “cartoons of | 
radio,” musical spots got estab- 
lished as an institution this year 
when, at an RAB clinic, eight of 


them were awarded gold medals | 
(AA, Nov. 5). During the presenta- | 
tion, a J. Walter Thompson vp took | 
occasion to hail the jingles as “a 
fine new industrial art no less de- 
serving of recognition than lith- | 
ography and commercial art.” 


Spot Hard to Buy 


Probably the biggest reason why 
national spot radio is not scoring 
even a bigger success among ad- 
vertisers is the difficulty in buy- 
ing it. This old problem was due to 
be aggravated as buyers became 
more selective, shooting for more 
spots in longer campaigns on few- 
er stations. Radio buying, in other | 
words, was to become harder work 
for somebody. 

A reflection of this came re-| 
cently in this bitter comment from | 
a media man for a large agency | 
(Grant Advertising): “A lot of | 
media people will do anything to 
avoid including radio on a sched- 
ule,” he told AA. 

Why, he was asked? Because 
“good radio” is so very hard to 
place and clear for. “Good radio,” 
he added, meant good spot adja- 
concies; hardly anybody cared 
about programs. 


s Whatever their inclinations, it 
seems obvious that agency people 
are going to be doing more and 
more work in spot buying in the 
future. 

But it seems equally plain that 
the station representative or the 
“spot network” which comes up 
with verifiable short-cuts to spot 
buying stands a chance to make 
quite a killing in today’s market. | 


Network Troubles 


The murky area in the radio 
picture is the networks, where 
confusion reigns. 

From the network headquarters 
lately have come thick clouds of 
optimism. Officials point to a rush 
of new orders from advertisers— 
big “returnees” like Colgate and 
smaller advertisers who can’t af- 
ford tv. Arthur Hull Hayes, head 
of CBS Radio, explains how net- 
work radio passed the crisis last 
year and Matthew Culligan, new 
head of NBC Radio, promises dra- 
matic new programming changes. 

More to the point; both of these 
networks are offering the first in- 
creases in station payments in a 
long time. 


s Generally, the stations don’t 
seem to have heard. A recent tour 
of station-owner get-togethers 
around the country found the sta- 
tions no longer angry at the net- 
works (as they were four years 
ago), but simply indifferent. 

In their endless and ardent sales 
discussions network programming 
just didn’t come up as something 
to discuss. Among affiliates 
independents alike there w 


firm conviction that the nets are 
“step-children” of tv, that they 
don’t pay anything and that their 
programming is useful chiefly as 
“filler” in hard-to-sell time. 

One of the most devastating ex- 
pressions of indifference was this 
statement from the manager of a 
Mutual affiliate in the Rocky 
Mountain area: “Networks are be- 
coming less attractive; however, 
we are pleased with our network,” 
he told AA. 

“We don’t want the net to have 
too much business as it does not 
reflect back to us in money. We 
need them as a program source 
and a source of saleable co-op 
programs.” 


= Even a big-city basic like WWJ, 


Detroit (NBC), will tell you that 
the networks pay too little, spend 
too little on stars and personalities 
and are too close to the tv net- 


works. On the other hand, the! 
| vertising Bureau figures the wired 


same station told AA that the nets 
“are on the mend and should play 
an important role in 1957.” 
There is the confusion, com- 
pounded by the networks’ wall of 
secrecy around their own finan- 
cial condition. As near as can be 
figured it appears that ABC and 
CBS are making a little money 
and increasing their volume some- 
what, that NBC—which suffered 
a deficit of $2,000,000 last year— 
may lose $3,500,000 this year and 
that Mutual is also in the red de- 
spite drastic personnel cuts. 
Network billings are anybody’s 


guess, but in total the nets figure 
to suffer only a small decline this 
year, compared with the huge one 
suffered in 1955. Using net billings 
figures, after discounts, Radio Ad- 


networks took in $82,000,000 last 
year, will receive $80,000,000 this 
year. RAB compares these figures 
with $114,000,000 in 54. ABC will 
definitely show a billings gain this 
year, is now claiming to have 
passed up NBC as the “No. 2” net- 
work. NBC and Mutual just as 
surely will fall still lower in vol- 
ume, while CBS holds about even 
—with a 50% edge in volume over 
the nearest competitor. 


® One consequence of the net- 
works’ low payments to their af- 
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filiates has been clearance trouble, 
which all networks are suffering. 
A lot of network option periods, 
one hears, are doing well if 60% 
of the stations clear. There is an- 
other reason for this: The increas- 
ing tendency of networks to sell 
on a “spot” basis—or on a five- 
minute segment basis which most 
stations equate with spot. 

This, it is charged, results in 
diverting national spot revenues 
from the stations involved, and it 
was a prime cause of the depar- 
ture of four Westinghouse stations 
from the NBC net (AA, July 16). 

Yet this kind of “participation 
selling” is (except for CBS) the 
nets’ big card. With it, they come 
as close as anybody to meeting the 
advertisers’ need for an easy route 
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Along with the political news in this election year, 
Washington is making merchandising headlines, too. 
Department store merchandise sales in 1956 will be in 
excess of $327,657,000, a gain of 48.6% in five years! And 
this increase in sales comes at a time when population 
growth is up just 21.3%. The news is—more people in 
Washington, and each of them spending more by far 


* than ever before. 


While population and per-capita sales are climbing, man- 
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ufacturers and retailers of department store merchandise 
are taking advantage of the Capital Boom by increasing 
heavily their advertising programs on WRC and WRC. 
TV. In just two years, advertisers in this category have 
upped their WRC, WRC-TV investments by 64.9%. 


It’s one more piece of evidence that WRC and WRC-TV 
are the Capital's most effective media, and the best media 
for your Washington campaign in the coming year. 


/ i 33 
eC a @ 
i ’ 
} : 
| a 
: 
f ¥ 
| a : 
' * 
‘ 
j 
he. 
| Po ) 
' csi teenage inal talbott ge a a > 
i 
7 | A 
' 
’ i ~ 
e e IN DEPARTMENT STORE MERCHANDISE © | 
é hag ae ees ee - wotd 3 Ray sf : 
A j ; 4 7 is os eA . y it; 
s 7 ¥ ; . = o ‘ * ; “i PB 4 
| ‘ees 3 e 
: i a oe e 
' » + 34>. ase : as) 
i ¢ s . F Enda ’ : . & ‘ : 
pee . & ' = # eer - joy 3 if 
a ' | . & my eae. s | owe | : 
f 2 : oe ts oe ae _——__, -B. i 
a, | - 7 § a, « a 
a: *3 at . ; + ; ¥ 
: ee ata | a. : 
i : | a “ 
sa ate ; 5A ; . * 5‘ Gos. : 
a wi ae “ek ke, ae “ ae Ba. : 5 
mie x a a i. a ee x : 
‘i | : a ltété‘<«‘C ee me : 
od . me © —_— = x gee ae rs 
} ‘ = ns ae a 6 a i ee : a 
n- ' i \ ; es Te on | Ss wy - ”, P c 
' Fs a ¥> 2 por’ . ia ad * ¥ Z 
id! ; at 4 f ¥ = : tae s z i ; —_— ! 
: re “s Bae rat Be e / i oe a 
|| ts a , q ef rs ad : ‘ mf F 
_ 4 ei de a. a > ek ea rs | igi . 
y e q i Bm ny : = = ‘ ee ae Yt ae r N at, A ee 
E ; < = — ee ee tee SS * Sa Ps 
- fa ' ae 4 : ‘Set | Bis 3 
: Be) he a oa 3 : : at i, ; y by Se ee: nat 
aan . 5 ce , ef Bie, Bate 7 : 
i : i Mey, hr if is é po a *. on “ aa 
a4 : vi ae teers a » are Be oN eS j 
= aici ©) - ab es tA Basie s at | 14 3 
j * £ Bee i gud’ £ a Bos elisha come oy ie neat ax : 
® ; ae ai 3 PA eau) a a 
| | ¥ ‘ iF < pet = 
rigs iia = ae & Es. oye ee Ze eee . : 
| gaan ne ih ee ie 3 e Bee Set 7 ~ 35 ape .: 
eS ens. ¥ a ; : é nary i se ool , 
[- ga See 5 pe f Stat me x : k 
7 De “ big ; ara Pe 
s ; aa Li : 
a1 ate BAAS : : fe ase Fay. — Jae a t Ke; 
iv } . 4 : ae" cf ae a 5 
n ! ‘Bp 
| | 
/ | a 
‘ 7 
ie 
| Re 
| ee of 
- ' « 
- i : 
2: i See Be a ae es, Mee thm a Pee eee). See SaaS oe ee ene 
ee Ma ee Re. ems ei [a i : ae Se + DAS 
cis ggg gleam > olan 8, TI ny yg a, Toe is kc 2 ame malaga one 4 et ee A Se i 3) Eg Pe ‘GS i aw htRe?’ 


to spot advertising. 

It keeps CBS’ Arthur Godfrey 
sald out; it literally rescued ABC’s 
“Breakfast Club,” turning it into 
one of radio’s hottest properties; 
it accounts for nearly all the spon- 
sors Mutual has, and for most of 
NBC’s best-selling properties— 
“Monitor” (now sold out), “Band- 
stand” and the “Top Ten” series 
of weeknight drama shows. 


s Furthermore, if you include 
CBS’ new 7%-minute afternoon 
drama segments as spot-type par- 
ticipations, then virtually all of 
the raft of new business this fall 
has been in that form. Colgate’s 
$3,000,000 “return” consisted of 20 
of the 74-minute shots a week, 
and much of CBS’ other new busi- 
ness—from Slenderella, Scott Pa- 

: per and Standard Brands—was of 
the same order. 

ABC’s two-hour morning bloc 
of segments has been going at a 
$7,000,000-a-year ciip, handling 
some 50 advertisers a year (al- 
most half of them new to network 
radio)—and much of that net- 


work’s new business is there. And 
the NBC shows mentioned above 
are soaking up most of that net- 
work’s new revenue. 

The suggestion is strong that 
there will be more “spot” opera- 
tion and more station conflicts as 
a result of it. In the last two years, 
affiliate uprisings have _ killed 
three different lucrative-looking 
spot-selling deals—Mutual’s spots- 
for-programs “barter” deal, NBC’s 
“Weekday” and ABC’s “New 
Sounds.” 


s Judging by what's in the wind 
now, there seem to be three dif- 
ferent outs for the networks: 

1, Old-Fashioned programs. As 
advertisers regain confidence in 
radio the trend to segments may 
be reversed in favor of programs, 
something which could make the 
stations happier in many ways. 
This fall, NBC and CBS bright- 
ened up their networks with a 
“Bob Hope Show” and a “Jack 
Benny Show.” As re-runs, the 
two don’t really solve the network 
program problem, but they may 


be a start. 

In somewhat the same category 
is ABC’s new “Red Foley Show”— 
a radio version of the televised 
“Ozark Jubilee” which the radio 
net recently sold to Dow Chemical. 

2. Live personalities. These, the 
Godfreys and Don McNeils, are 
worth their weight in gold—which 
is just the trouble: tv nearly al- 
ways claims them. But a peculiar 
virtue of such stars is that, once 
they arrive, they are very hard 
for stations to resist, even with- 
out payment. So at least two net- 
works are now hard at work de- 
veloping new ones. , 


s Better “barter.” NBC’s new 
proposal for selling five-minute 
newscasts every hour, though it 
looks like a natural for rejection 
by the affiliates, may yet get by— 
though the shooting is not over 
at this writing. If it succeeds it 
will be because NBC is offering 
equal value in exchange—in- 
creased compensation, full-minute 
station breaks for the affiliates to 
sell, and a chance to sell locally 


No w 
the 7th 


onder Big Aggie has a 


consecutive year, 


eam in her eye. For 
AX has been awarded 


the National Safety Council Award for 
exceptional service to Safety on the Farm. 
Here, Rex Messersmith, WNAX farm service 
director, receives the current award at the 
National Association of Radio and Television 
Farm Directors meeting in Chicago. 


for the 7th consecutive year Big Aggie 
Wins the National Safety Council Award 


And for many, many consecutive years, 
Big Aggie has been awarding the distinguished 
sales award to advertisers selling in rich 


Where 80% of the 
homes hear WNAX-570 
from 3 to 7 
times a week. 


Big Aggie Land. You see, Big Aggie’s close, 
personal relationship with her audience backs 
your selling message with the priceless 
believability that turns your commercial into 
a friendly suggestion that sells. Whether it’s 


selling farm safety or your product— 
WNAX-570 produces results! 


And your Katz man 
can give you the facts. 


WNAX-570 


Yankton, $.D. @ Sioux City, la. 


A Cowles Station. Under the 

some management as KVTV Channel 
9, Sioux City, lowa. Don D. 
Sullivan, General Manager. 


CBS Radio 
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any option time the network can’t 
move. 

Aside from these fairly me- 
chanical expedients, the solution 
seems to be a long, slow haul to- 
ward new and “creative” radio 
programming, of a kind which, 
whatever the sales format, proves 
irresistible. 

Such apparently is the case 
with “Monitor,” which, despite the 
fact that it is essentially a huge 
40-hour bloc of spot selling, has 
gotten a surprisingly high accept- 
ance by stations (average clear- 
ance, it is said, is around 80%). 
Probable reason is that, despite 
low ratings, it has achieved the 
status of a household word 
matched only by the other net- 
works’ top “personalities.” 


Stations and ‘Jukes’ 


This undoubtedly has been one 
of the most uproarious years in 
history for the nation’s 3,000 ra- 
dio outlets, with a record amount 
of both their vices and virtues 
getting publicity, not only in head- 
lines but in the fine print of con- 
gressional committee reports. 

The station men, it can be added 
—even those who deplore certain 
trends in station operation—have 
taken a certain pleasure in the 
publicity: It has been so long since 
anyone took that much interest 
in what they were or weren't do- 
ing. 

Without doubt the publicity 
champion has been Todd Storz, 
head of the five-station Storz 
chain, whose success in operating 
“jukebox” stations and building 
interest in them with local treas- 
ure hunts earned him fame as a 
kind of arch-devil of radio broad- 
casting. 

It also earned him sincere imi- 
tation; even such a_ once-staid 
station as New York’s WRCA was 
soon wreaking havoc hiding $1,- 
000 bills in obscure corners of 
Manhattan. 


s A frown from the FCC eventu- 
ally buried the most sensational 
of these circulation-builder con- 
tests, ending an orgy of audience- 
buying by Storz and competitors 
in Minneapolis. Yet there were still 
enough of them going a month or 
two ago that a couple of NARTB 
meetings were impelled to warn 
the rating services against any ex- 
tra ratings they might produce. 
Furthermore, national advertis- 
ers like Pepsi-Cola have taken up 
variations of them, using local 
dealers as contest headquarters. 
It takes no prophet to predict that 
there will be a big run of radio- 
directed local contests next year. 
There have been other reasons 
for publicity. One is the heavy 
growth in non-network chain 
broadcasting which has made or- 
ganizations like Storz, Plough, 
Storer and Westinghouse into big 
business. Even individual stations 
get into the act: A media enter- 
prise which sells for $5,300,000, as 
Chicago’s WIND did, becomes 
news. , 


= Behind all this noise is the solid 
fact that radio stations are ringing 
up sales. A result is that in nearly 
every big market stations, even 
clusters of stations, are essentially 
sold out. Along a thousand Main 
Streets radio has become a worthy 
competitor of the newspapers. 
scooping up every kind of account 
imaginable, down to individual 
food stores, jewelers and beauty 
shops. 

With program budgets cut, prof- 
its have been rising even faster. 
WIND, for example, should be a 
good investment for Westinghouse; 
it is said to be grossing over $4,- 
000,000 a year on bargain pro- 
gramming which realizes fantas- 
tic profits. At the other end of 
the scale, radio is being operated 


so cheaply that small stations in 


small markets can show a profit 
on only $100,000 in revenues. 


# One of the most surprising 
things about this state of affairs, 
though, is that it has raised up @ 
host of critics, mostly within the 
industry, who declare that it can’t 
last, and even that it shouldn’t. 

Their big complaint is “static” 
or “frozen” programming—that is 
to say, incessant playing of the 
“top 40” popular tunes, intermin- 
gled with “rip and read” news- 
casts straight off the teletypes. 
And their rallying cry has been, 
as John Outler, WSB, Atlanta, 
expressed it, that “the program 
manager is the fellow who’ll make 
you or break you in the next five 
years.” 

This is not new talk, but it has 
had support in the sales realm this 
year in the advertisers’ obvious 

ew interest in being “selective.” 


n 
| Stations would be in deep trouble, 


it was said, if monotonous pro- 
gramming and _ triple-spotting 
killed listener attention to—and 


BUY 


TO SELL 


OF CALIFORNIA 


These two Big impact Stations 
KBIG Catalina 
KBIF Fresno 


cover all 8 Southern California 
counties via the salt-water 
route. 
KBIG, broadcasting on 740 ke with 10,000 
watts from both Hollywood and Catalina, 
is the only independent powerful enough 
and popular enough to register audi- 
ences consistently in all three major 
Southern California metropolitan areas: 
LOS ANGELES - America's 3rd market 
SAN DIEGO - the 19th 
SAN BERNARDINO - the 32nd 


KBIF, 900 ke with 1000 watts, is the most 
powerful and popular independent cover- 
ing Fresno, the nation's No. | Farm 
Market, and its prosperous Son Joaquin 
Valley neighbors. 

With the two John Poole high-quality 
center-dial music-and-news radio stations, 
you reach ¥% of the people and the retail 
sales of the No. 2 State, at statistically 
the lowest cost-per-thousand listeners. 
Buy both stations, KBIG and KBIF, for 
KBIG rates plus 25%. 


Your Weed man has the whole story. 


4 
/ KBIG 


The Cateline Station 
10,000 Watts 


740°" 


JOHN POOLE BROADCASTING CO. 
6540 Sunset Bivd,. Los Angeles 26, California 
Telephone. HOllyweod 3-3206 


Nat. Rep. WEED and Company 
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a few muted protests from the ad- 
vertisers and agencies themselves. 
BBDO, for example, estimated that 
“three out of four independent sta- 
tions” rely on a records-and-tele- 
type formula, and added: 

“A small, but important counter- 
trend is developing among the 
more enlightened station program- 
mers. Local news coverage, civic 
discussions, local sports and per- 
sonalities are in order .. .” 

The picture was accurate: Even 
the strong-programming advo- 
cates were not after any big shift 
from news, music, sports and that 
all-important local radio product, 
“personalities.” 

Thus, one of the prominent pro- 
gramming critics, Ralf Brent, WIP, 
Philadelphia, runs an all-out news- 
and-music operation, but with 
strong emphasis on variety. The 
same type of operation is run by 
WAVZ, New Haven, whose exec 
vp, Daniel Kops, blasted the whole 
complex of “quick dollar” station 
operation, including under-pricing, 
double billing of cooperative ad- 
vertising and “promotional gim- 
micks.” 


® So far, most of the best pro- 
gramming effort has gone into 
news, which is selling even better 
than music. Regular news sum- 
maries are short and getting short- 
er, but special events and on-the- 
scene news coverage have been 
growing prominent as the stations 
launched whole fleets of sound or 
tape trucks to cover the local beat. 

One station—WOW, Omaha— 
supplements this with more than 
100 small-town stringers, pays 
them for stories and gives them 
by-lines. Also, there’s a general 
trend toward allowing news cut- 
ins on non-news shows. 

Out of all this effort has come 
little apparent improvement of the 
perfunctory regular news shots 
(which are sold out anyhow): But 
it has resulted in occasional news 
beats, a general stirring of public 
interest—and even an occasional 
off-beat information program, like 
WBBM’s prize-winning “Ear on 
Chicago.” 


® Elsewhere than news, the chief 
program trend is (as with every- 
one else) toward live music. WJR, 
Detroit, which boasts a $1,000,000- 
a-year programming budget, has 
been investing heavily in live 
bands, and WGN, Chicago, which 
recently began an ambitious “up- 
grading” project, has turned in 
the same direction. 

In sum, no programming mir- 
acles are in sight, but radio does 
seem due for a much-needed dose 
of variety. Most of it probably will 
be no ratings menace to the disc- 
jockey and “personality” vendor, 
but it ought to help the advertiser 
by keeping radio from becoming 
a “background” medium. 


Mrs. Jennie Lesser Dies 

Mrs. Jennie Feingold Lesser, 73, 
widow of Myer Lesser, former 
president of Blaine-Thompson Co., 
and mother of Albert Lee Lesser, 
now president of the agency, died 
Nov. 29 at her home in Larchmont, 
N. Y. Mrs. Lesser was born in Cin- 
cinnati and taught school there 
before her marriage. She was a 
founder of the White Plains chap- 
ter of Hadassah, women’s Zionist 
organization. In addition to her 
son, she is survived by a daughter, 
Mrs. Marlo Lewis, wife of the pro- 
ducer of the Ed Sullivan television 
show. 


Petersen Plans Ad Push 
Petersen Publishing Co., Los An- 
geles publisher of consumer auto- 
motive publications, is planning a 
1957 schedule in advertising, trade 
and consumer publications. Comp- 
ton Advertising, Los Angeles, is the 
agency. 
belief 
sage. 


= Moreover, there actually were 


in—the advertiser’s mes- 


Westinghouse Adds Spot 
Radio to Beauty Tone Push 

The lamp division of Westing- 
house Electric Corp. has scheduled 
one-minute live spot commercials 
on radio stations in six markets to 
promote its Beauty Tone light 
bulbs and photo flash bulbs. Sta- 
tions on the schedule are KEX, 
Portland; KYW, Cleveland; WBZ- 
WBZA, Boston; KDKA, Pitts- 
burgh; WOWO, Ft. Wayne, Ind., 
and WIND, Chicago. The spots, 
with a minimum of four per day 
per station, will be heard for sev- 
eral weeks in November and De- 
cember. The bulbs also are being 
promoted via ads in consumer and 
trade publications, and network tv, 
special promotion and point of 
sale material also are being used. 


Block Drug Names Schwartz 

Allen Schwartz, formerly with 
Norman, Craig & Kummel, has 
joined Block Drug Co., Jersey City, 
as product advertising manager, 
a new position. 


SPARTON BROADCASTING CO., Cadillac, Mich. 


Nat’l Reps. 
WEED TV 


Pills by the billion pop down the mouth of this vital market. Proof: last 
year it coughed up $309-million for pharmaceutical and drug sales. But are 
you getting your share? Here's the country’s 18th television market. West- 
ern Michigan is YOURS . . . when you buy WOOD-TV, Grand Rapids’ 
only television station. Ask us to tell you more. 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY * 
AND TV, INDIANAPOLIS; WFOF, FLINT; WTCN-AM AND TV. MINNEAPOLIS © 


WOOD ann CENTER 
GRAND RAPIDS, MICHIGAN 


NBC BASIC; ABC SUPPLEMENTARY ¢ 


ASSOCIATES: WFBM-AM 
REPRESENTED BY KATZ AGENCY 
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Keysione Thrives in TV Era as ‘Spot’ 
Network Selling Small Market Radio 


Curcaco, Dec. 4—Advertising 
pundits—especially those who have 
been forecasting a slow death for 
radio networks—should take a 
look at Keystone Broadcasting 
System, perhaps the most over- 
looked-by-pundits operation in the 
business. 

One reason for looking at Key- 
stone is to study ‘its air of rosy 
prosperity in a comparatively 
threadbare field. Another might be 
to take stock of the significant dif- 
ferences between Keystone and 
other nets, differences which have 
led many people to deny that Key- 
stone is a network at all. 


® AA made such a check recently, 
and came up with these findings 
on the general question, “What is 
Keystone?” 

1, The organization’s air of con- 
tentment is unfeigned. Television 
has been good to Keystone. Found- 
ed in 1940, it has shown nearly all 


its sales growth since the advent of 
tv. 

This year, Keystone will bill 
more than $3,000,000, and this is a 
net figure, after quantity dis- 
counts. It would be equal to about 
$5,000,000 gross, as the networks 
figure such things. In 1957, Key- 
stone expects to bill around $4,- 
000,000 net. 

2. Keystone has more affiliates 
than any other network—912 at 
the latest count, or nearly one- 
third of all radio stations. Yet, 
it is accurately not a network in 
the accepted sense. It has no tele- Wyatt 
phone wires, no live programs, no 
“must buys,” no bonus stations, no 
strictly defined option time—and 
hence no clearance problem. 


® Actually, Keystone is two sepa- 
rate things: 


1. A sales representative selling | advertisers. 
packages of small-market and 


Baillee Peterson 


ONE TO A COUNTY—With 915 affiliates in 915 U. S. counties, Key- 

stone Broadcasting now claims the coverage shown on map above. 

Sidney J. Wolf, president, interprets it for Pete Peterson, Keystone 

vp, and two A. C. Nielsen Co. executives—William R. Wyatt, vp, 
and George M. Baillee, account executive. 


2. A programming service, pro- 
small-power stations to national'viding its member stations with 


EUGENE 


KVAL-TV 
Channel 13 


ROSEBURG 


— KPIC 
Channel 4 


eel 


COVERING OREGON'S 
2nD MARKET 


REACHING 
130,190 FAMILIES 
with spendable 


income of 


$68| MILLION 


Here's the surefire way to g-¢ to the heart 

of the nation’s rich uimberland. . . 

just bursting with active sales potential! 

Use the KVAL-KPIC team, and you're reaching 


the majority of 120,190 families in the North-_ 


west’s 5th richest market. These sister stations 
offer the only consistent coverage of the largest 
market between San Francisco and Portland. So, 
if you’re buying—or planning to bey——why 
waste money? Use EVAL-KPIC, the one com- 
bination that spotlights this booming timber- 
land area. Contact your Hollingbery man, 

or Art Moore and Associates. 


EUGENE — 
ROSEBURG 
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Wolf 


free transcribed programs, an- 
nouncements, singing commercials, 
ete., which they can sell for their 
own profit. 

Keystone sells announcements 
(or programs) on its stations in 
blocs of 50 stations or more, with 
the advertiser able to select any 
combination he wants. Its rate 
structure is simple: $2.10 per spot 
station for over 500stations, scaling 
up to $2.50 or more for 100 sta- 
tions. In addition to giving them 
free programming and local spots, 
the net also pays its stations, and 
comparatively well. 

According to Sidney Wolf, pres- 
ident of Keystone, a small station 
may typically get $1.50 a spot out 
of a large schedule. 


@ From the advertiser’s stand- 
point, Keystone is a time-buying 
service, helping him with the com- 
plicated process of buying radio 
in small markets (where his media 
knowledge is weakest) and in vol- 
ume, where—theoretically at least 
—the greatest economies are made. 
Keystone will advise the adver- 
tiser on markets and particular 
stations, will handle the price ne- 
gotiations, obtain the availabilities 
and process the contracts. It’s all 
in the deal. 

Keystone boasts that “We clear 
100%.” It does this in broad time 
brackets. It will ask a station to 
submit five or six openings with- 
in, say, the 8-10 a.m. period. The 
client then picks the best one as 
his adjacency. 

As a network covering “85% 
of all farm homes,” Keystone has 
been in good position to provide 
supplemental coverage for tv buy- 
ers, and this has been one of its 
big pitches. With more than half 
its stations 250-watters, it has not 
found itself in very direct compe- 
tition with the wired networks 
either (even though nearly half 
its stations are also wired network 
affiliates). 


® The result has been a kind of 
“end run” around the whole prob- 
lem of radio networking. Its real 
competition, if any, is with na- 
tional spot selling. Here, the net- 
work offers a price argument: 


Edwin R. (Pete) Peterson, vp, | j 


cited the case of a toilet goods ad- 
vertiser who purchased a Keystone 
network of 177 stations for five 
one-minute spots for 52 weeks. 
The price: $97;562. The identical 
schedule placed on a spot basis 
would have cost $158,308, he said. 

Even here, however, the compe- 
tition is hardly formidable—Ben 
Laird, of WDUZ, Keystone affiliate 
in Green Bay, Wis., pointed out 
recently that “getting good repre- 
sentation in small markets is dif- 
ficult.” 


® Undoubtedly, Keystone’s chief 
spot competition is with those 
reps who sell the big-power clear- 
channel stations. The network’s job 
is to convince advertisers that it is 
better to cover “rural and home- 


town America” with many small 
local stations than with a few 
50,000-watters. 

How it has been doing can be 
seen in the fact that Keystone has 
doubled its national account list 
since tv came along, now has 43 
national clients who promote 76 
products on the network. On the 
list are such big names as Brown & 
Williamson, Carnation, Chrysler, 
Colgate, Ex-Lax, Ford, General 
Foods, General Mills, Kellogg, 
Lever, Liggett & Myers, National 
Biscuit, Nestle, Pabst, Pet Milk, 
Procter & Gamble, R. J. Reynolds, 
Sterling Drug, Sun Oil Co. and 
Whitehall Pharmacal. 

Mr. Laird probably made the ap- 
propriate comment, from the sta- 
tions’ viewpoint, when he said 
that Keystone “has sold many na- 
tional advertisers that we in small 
markets otherwise would never 
have had.” 


STEAMING 
AHEAD! 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where— 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lad- 


Mii ies aa ra t's 
HUNTINGTON-CHARLESTON, W. VA. 


W.3.0. NETWORE 
Affiliated 


with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 
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Top 50 Net TV Spenders 1950 vs. 1956 | ees 
you'll accept the word of the rat- 
Twelve Months, 1950 37. Carnation Co. ......cccscreeeee 1,333,749 |ing services. In New York, for | 
Sy “aera 1,309,254| Aug. 26 to Oct. 20, Nielsen gave) 
Gross Time Charges | 39- Joseph Schlitz Brewing Co. 1,288,221/ WCBS-TV's “Late Show” an av- 
2 ial wide ae $ 2057,067 40. Goodyear Tire & Rubber erage quarter-hour rating per 
ao & Soma ae eee Co. 1,260,493 | broadcast of 12.3, compared with | 
Reynold: Tobacco 24425 | 41. Standard Brands ..........000.-» 1,225,370/7.6 for WRCA-TV, the nearest 
P. Lorillard & Co.........-...-- 1,458,125 | 42. Eastman Kodak Co. .......... 1,215,998 | competition. In the rated time pe- 
4. National Dairy Products 43. Pet Mille CO. cccccccesseeseeeeee 1,192,800 | riod —11:15 p.m. to midnight, EST 
EIN |; epicictecnmbespnelnsieais 1,356,552 | 44. Warner-Lambert Pharma- —WCBS-TV’s features were pit- 
- se Rage a —_~ piesa 1,128,606 tical Co. 1,181,562|ted against WRCA-TV’s various 
et yore Tobaws 1,074,141 | 42: Aluminum Co. of America — local 7 ym “Tonight”—and 
: pea: 46. Hazel Bishop Ine. .............. 1,176, on weekends, movies. 
Sgptere ny ea adam 1,063,324 | 47, syivania Electric Products 1,164,740| For the same rating period, 
Pa “s 1,057,913 | 48 Ralston Purina CO. ennnnn- 1,161,378 | WCBS-TV’s “Early Show” (6:15 
9. Phllee CORP. cncnccncsnsnceneen 1.011.428 | 4%: Sweet Co. of America .. 1.187.299/p.m. to 7:10 pm.) scored 86, 
it Ain Rei te 951.715 | 50- Sterling Drug ..cnroesnennn 1,139,500 | against 7.8 «to eri WRCA- 
11. Radio Corp. of America .... 912,152 | Source: Leoding National Advertisers TY. Womens coe Late Show, 
12. Gillette Safety Razor Co..... 886,364 
13. Colgate-Palmolive-Peet Co. — 847,674 
14. Continental Baking Co. ....... 771,534 
15. Mohawk Carpet Mills ........ 760,208 
16. Admiral Corp. ..........00..000 759,533 
17. General Electric Co. .......... 694,933 
18. Westinghouse Electric Corp. 673,920 
VP. Lever Bros. o......cccccessesseneeee 650,765 
2 SERS 576,875 
21. Procter & Gamble .............. 570,295 
22. Nash-Kelvinator Corp. ........ 563,460 
537,328 
534,875 
520,853 
495,532 , 7 
== Chicago, Chicago, 
484,486 : 
a that Dairy Food Town — 
394,875 . 
31. International Shoe Co. ...... 381,205 Leader in 
32. Stokely-Van Camp ............ 378,280 e 
33. Gulf Oil Corp. cecccesesconene 365,580 Milk Processing, 
34. Congoleum-Nairn ............... 357,510 
35. Goodyear Tire & Rubber Number One Butter ? 
Co. 350,248 
36. Quaker Oats Co. ............. 350,183 
37. Bond Equipment Co. .......... 346,095 and Egg Market fe 
38. B. F. Goodrich Co. ............ 339,262 ° . : 
39. Animal Foundation Inc. ...... 337,025 im the United States! \ 
40. Clinton Foods «0.0.0.0... 335,000 
41. Firestone Tire & Rubber 
Ga 327,615 
42. Canada Dry Ginger Ale... 323,542 
43. Manhattan Soap Co. ........ 303,195 
44. Wander Co. .......eccsesseecseseees 301,289 
45. Pepsi-Cola Co. .........ccceee 287,950 
ie NOOO: cineteicorisrectcinticcuries 286,350 
47. Packard Motor Car Co. .... 280,851 
48. Aveo Mig. Co. ....ccccccceceeee 270,795 
49. Electric Auto-Lite Co. ........ 264,666 
50. Miles Laboratories .............. 261,165 


Source: Leading National Advertisers 


Six Months, 1956 


1. Procter & Gamble ............ $20,928,569 
2. General Motors Corp. ........ 10,582,413 
3. Chrysler Corp... 10,288,527 


4. Colgate-Palmolive Co. ........ 10,230,566 
5. American Home Products 


Corp. 7,797, \78 

6. General Foods Corp. ........ 7,335,588 

ap MEINE EDS onctiicensinniincbionccens 6,941,169 

8. R. J. Reynolds Tobacco Co. 6,209,145 

i: FN GE, | ereecietaninnnhenis 5,709,718 

10. American Tobacco Co. ....... 5,301,102 

11. Ford Motor Co. .........c0ccc0ee 5,237,077 

12. General Mills Inc. ............ 4,959,287 
13. Liggett & Myers Tobacco 

4,117,551 

4,093,710 

3,815,734 

3,163,491 

2,916,814 

18. Pharmaceuticals Inc. ........ 2,916,418 


2,798,454 


2,767,144 
2,223,930 
2,139,594 
2,138,118 
2,059,987 


Corp. 
29. Campbell Soup Co. ............ 
30. Prudential insurance Co. 6f 


Who Watches Those Old Movies? 


|which starts about 1:30 a.m. on 
_ week nights, has New York tv to 
itself, but a special fall Nielsen 
| study showed its ratings averaging 
|around 6.4, compared with 6.1 for 
| the same period a year ago. 

Two New York stations have 
been selling successfully on the 
|basis of cumulative ratings for 
their featured movie, which is re- 
peated 16 times a week. In this 
| case they come up with an-impres- 
sive figure by totalling the average 
rating for each of the 16 showings 
for the “Million Dollar Movie” 
(WOR-TV) and the “Famous All- 
Star Movie” (WATV, Newark). 

The October Pulse report for the 
week of Oct. 11 to 17 gave “Mil- 
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lion Dollar Movie,” “Notorious” 
and “Champion” a cumulative 
rating of 62.3, which was an 18% 
increase over the previous year. 
For the same week, “Famous All- 
Star” scored a cumulative rating of 
44.3, with “House on 92nd Street” 
and “Les Miserables.” 


BotA Offers New Study 

“Where Do Your Tourists Come 
From” is the title of a new study 
by The Bureau of Advertising, 
American Newspaper Publishers 
Assn., NewYork. The booklet pre- 
sents figures on tourist origin for 
14 vacation spots and makes the 
point that “the great majority of 
tourists travel only short dis- 
tances.” Copies are available from 
any bureau office. 


During Dairy Month, Mary Merryfield sug- 
gested that listeners write to the Pure Milk 
Association for recipe booklets. More than 
3,000 requests resulted! That's the kind of 
promotion Chicago’s Pure Milk Association 
credits with upping bottled milk sales-volume 
by a phenomenal 22% last year. 

It’s the kind of result that all of Mary's spon- 
sors enjoy on her Monday-Friday (12:00-12:55 
pm) broadcasts. Fashion, beauty, home, careers 
— Mary Merryfield offers news and advice 


... AND 
THE PURE MILK ASSOCIATION 
SELLS MILK IN CHICAGO 
WITH WMAQ’s MARY MERRYFIELD 


WMAQ-~ 


on almost every phase of daily living, while 
she sells for such other leading advertisers as 
Bengay, Birds-Eye, Clapp’s Baby Foods, Fould’s 
Macaroni, General Food’s La France, Ralston 
Purina, Slenderella and United Fruit. 

Let NBC Spot Sales show you how Mary 
Merryfield can lead you to greener sales pas- 
tures . . . for as little as 26#-per-thousand-listen- 
ers. In New York, a call to your NBC Spot Sales 
representative brings you an immediate Radio- , 
Phonic Spot Buying audition by telephone. | 
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19. P. Lorillard Co. .................. i — ne 4 
i 20. National Dairy Products -_— —_—e | 
21. Scott Paper Co. ........cc.ceveeee cs i x hie i 
2B. Revlon We. 2... .cc.ccccceeseereneee oe FAS a ; : 
. 24. Miles DD, ccencdermeanotniaiions yy Saeed F * 
25. Westinghouse Electric Corp. 2,050,185 um i i 5 ¢ 
26. Borden CO. ..cccecccesscesereeeee 2,016,000 = = oe or 0 
Cae) a 
27. S. C. Johnson & Son.......... 1,886,021 Se a ee 
28. Brown & Williamson Tobacco Ponie '£ om : 
| 152.485 yea san : 
; 1,842,908 : 
J * 
, 3 
. AMOTICE coccccccccncecereeseeeeereeeee 1,496,211 
, 31. Helene Curtis industries .... 1,404,354 e 
32. Quaker Oats Co. ............. 1,399,540 : 
33. Armour & CO. occ 1,393,854 
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Torino Joins Bermingham 
Torino Foods, New York, im- 
porter of food specialties, has ap- 
pointed Bermingham, Castleman & 
Pierce, New York, to handle an 
accelerated advertising and public 
relations campaign in national and 
trade maga2ines. Manhattan Ad- 
vertising is the previous agency. 


Ad Alumni Group Elects 

Paul Fung, art director of King 
Features Syndicate, has been elect- 
ed president of the Advertising & 
Selling Alumni Assn., New York, 
which is composed of graduates of 
the advertising and selling course 
sponsored by the Advertising Club 
of New York. 


ei | 
“Our increasing success /s 
due in great measure 
to the superb job 
done by WKNB-TV” 


letter on file 


WKNB-TV /SELLS/in the big 
Hartford-New Britain Market. 


In less than 3 years Howard Cloaners with consistent advertising on 


WKNB-TV hes added 3 new stores to its chain . 


. . it has upgraded 


its services and facilities and is now enjoying wide public acceptance 


in this area, 


STUDIOS AND OFFICES 
WEST HARTFORD 10, CONN, 


Represented by The Bolling Co., Inc. 


Great Fatits, Mont., Dec. 4— 
Why is it that since the advent of 
large-scale television the number 
of radio stations in the U. S. has 
increased by 1,000? 

No doubt there are all kinds of 
answers, but a growing body of 
evidence suggests that, from a 
cost and a sales standpoint, radio 
stations are quite simply a choice 
economic proposition. Take the 
case of KBGF, which celebrated 
its first anniversary here a couple 
of months ago. 

KBGF was founded a year ago 
September by Dan Snyder, who 
had _ previously 
managed a sta- 
tion in Bozeman 
and done similar 
duty elsewherein — 
Montana and 
who was then 29 
years old. From a 
cold business 
| viewpoint, there 
|seemed to be a “¥ 
|few arguments 
against his new 
outlet. 


Dan Snyder 


s For one thing, it was entering 
a relatively small market which 
already had three radio stations 
and a television station. For an- 
other, its minimum power (250 
watts) limited it pretty strictly 
to the city environs, where it 
could compete for the attention 
of perhaps 60,000 potential listen- 
ers. 

Finally, there was the format— 
the new outlet was to be an “inde- 
pendent,” programming news and 
music, and there were already two 
like that in the market. 

If these things made any differ- 
ence in the decision to crank up a 
new station in Great Falls, it is 
not recorded. Using his own sav- 
ings, plus the backing of a couple 
of local investors, Dan Snyder 
went ahead and launched his sta- 
tion with $40,000—a fraction of the 
funds necessary to start a tv sta- 
tion. 

An optimist by temperament, 
Mr. Snyder concedes that the job 
was “rough” during the first three 
months, In fact, during most of 
the first year, he, his wife Gerry 
and their small staff worked in- 
cessantly at both sales and pro- 
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No. 4 Radio Outlet in Small Market, 
KBGF Shows a Profit After First Year 


gramming, but especially sales. 

A rude balance sheet on the first 
year or so suggests what a proposi- 
tion local radio can be: “Break- 
even point” on revenues for KBGF 
is about $4,200 a month, Dan Sny- 
der figures—or a mere $50,000 a 
year. 

KBGF, he says, passed that fig- 
ure before its first year was out, is 
now doing $6,700 worth of business 
per month. 

How did KBGF do it? Emphat- 
ically, not with national business. 

“Only 5% of our business is na- 
tional... 95% is local,” Mr. Snyder 
told AA. “We are showing slight 
increases in national spot where 
a local distributor makes a recom- 
mendation. But I have yet to get 
to the agencies, because I’ve been 
so busy at home.” 


® Instead, Snyder & Co. assidu- 
ously worked this city’s two main 
streets and its chief shopping cen- 
ters, lined up 50 local advertisers 
before the first signal went out. 
With these clients, said Mr. Sny- 
der, “we created sales which they 
directly attributed to radio. They 
told their business associates (and 
so did we), and we were on our 


way. 

“We now have 186 accounts,” he 
added. Of these, by the way, about 
one-third had never used radio be- 
fore, or never used it regularly, 
and most of the others have in- 
creased their budgets in the last 
year, according to Mr. Snyder. 

“Some local businesses which 
started out spending $30-$50 are 
now spending $150-$200 a month,” 
he said. Among these larger clients 
are such advertisers as a ladies’ 
ready-to-wear shop, an auto deal- 
er, a grocery store, J. C. Penney’s 
department store. 

Like most smaller-market sta- 
tions, KBGF not only delivered its 
clients’ messages, but prepared 
most of them. And of course, all 
the announcers were time sales- 
men when not on the air. To back 
up his basic sales tenet of “good 
copy—good delivery,” Mr. Snyder 
freely confesses to having taken 
some lessons from television. 


s “Here was a medium with im- 
pact,” he said. “There was the pic- 
ture which radio did not have, but 
there was also a flair for new pres- 
entations that a lot of radio com- 
mercials lacked. 

“We found that some sounds 
could create better pictures than 
the picture itself...Then, we 
learned from the entertaining or 
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umeeemeteal “Participation Show.” Every 
nie m@eckday, 9:45-10 a.m. Mid-Ohio home- 
Seemers really participate when John Hills’ 

Suummmastics” takes over the WBNS-TV audience. 

Seepectmemny more than 18,000 women viewers 

ag @lready using “Slimnastics Charts” every 

and the requests keep pouring in. 

Ss” is based on the belief that 

ms interested in looking better, feeling 
tforming life's tasks more efficiently 

fatigue. Audience r 


has 


The tremendous popularity of his “Slimnastics” 
Show has made John Hills the No. 1 
health counsellor in Mid-Ohio, and keeps him 
busy filling personal appearance requests 
throughout the area. 
Check your Blair TV man now for “Slimnastics” 


participation availabilities. 


channel 10 - columbus, ohio 


CBS-TV Network . . . Affiliated with Columbus Dispatch . . . General Sales Office: 33 N. High St. 
REPRESENTED BY BLAIR TV 
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humorous tv commercial and made 
some for radio.” 

Using a mixture of public inter- 
est and news & music program- 
ming, KBGF appears to have had 
no big problem with its audience. 
“Public acceptance was almost im- 
mediate—we turned radios on 
again which had been off,” Mr. 
Snyder declares. 

A good example of the station’s 
very decided approach to pro- 
gramming is in its news, where it 
has carried “immediacy” about as 
far as it can go. All morning, from 
5:30 to 8:55, news is in the form of 
two-minute “summaries’—12 in 
all. The idea: “If you were shav- 
ing when the news came on, wait 
a while longer.” 

KBGF has nine more five-min- 
ute news summaries later in the 
day, has only one 15-minute news 
shot—a news and sports roundup 
at 6:30 p.m. Operating without a 
network, Dan Snyder makes no 
effort to provide commentators. 


® “Radio just cannot approach 
U.S. News & World Report—or 
some such,” he says. “Yet, you’ll 
find announcers in radio stations 
across the country digging deep 
for the dregs to fill 15 minutes.” 

On the other hand, KBGF boasts 
that it “never misses a bulletin.” 
Important or late-breaking news 
goes on the current program “right 
away”—and a local insurance 
agent buys every one, whether 
they number 20 or 90 a month. 

Music is the main staple, and 
here the station mixes it up, run- 
ning classical, jazz and the “top 
50.” Here again, the small-station 
touch: Each announcer is expected 
to design and direct the program, 
deliver the commercials and be a 
“personality.” 

The station doesn’t touch sports. 
During the big evening tv hours 
when other radio outlets are cover- 
ing sports events, KBGF programs 
concert music—all of it sold. 
Among the sponsors are a record 
shop, an insurance agent, a brew- 
ery, an interior decorator. 


® Finally, there are the “de- 
partures.” One is a teen-age panel 
show called “Hightime” (because 
it was “high time the youth of 
Great Falls were allowed to speak 
up”). Administered by a teen-age 
moderator, and sponsored by a 
food store, the panel mulls over 
matters like necking and petting, 
beer drinking, parental discipline, 
music, books, city government. 

Another specialty show—‘“the 
best thing we've ever done”— 
regular broadcasting of city coun- 
cil meetings, which KBGF was 
allowed to do after a “hard-fought 
battle” lasting some three months. 
The station carries the entire pro- 
ceedings, then tacks on a 15- 
minute summary—and Mr. Snyder 
says “they listen to the whole 
blasted thing.” 

Both of the above specialty 
shows are designed, like the news 
shots, to take advantage of radio’s 
edge over tv and newspapers in 
“immediacy.” The difference, as 
Mr. Snyder sees it, is that these 
shows aim at making news, rather 
than reporting it. The teen-agers’ 
facility for direct questions and 
“brutally frank” answers, for ex- 
ample, helps to maintain a healthy 
percentage of adults in their au- 
dience. 

No denigrator of television, Dan 
Snyder actually considered launch- 
ing a tv station before deciding 
in favor of KBGF. He rejected it 
not because of the investment re- 
quired, but for personal reasons. 

“T don’t want any ulcers,” he 
said. 


El Paso Stations to Young 
KILT, El Paso, Tex., has ap- 
pointed Young Television Corp. as 
its national representative. At the 
same time, the tv station’s sister 
radio outlet, KELP, named Adam 
Young Inc. as its representative. 
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No Agency Change Planned 
in Dixon-American Merger 

No change in advertising agen- 
cies is anticipated in the proposed 
merger of the Joseph Dixon Cru- 
cible Co., Jersey City, 129-year-old 
manufacturer of a full line of 
pencils as well as industrial prod- 
ucts, and the 12l-year-old Ameri- 
ean Crayon Co., Sandusky, O., 
manufacturer of chalks, crayons 
and paints. 

George N. Kahn Inc., New York, 
will continue to handle the Dixon 
pencil products, including its Ti- 
conderoga brand. Carpenter-Proc- 
ter Co., Newark, is the company’s 
industrial agency. American Cray- 
on’s agency will continue to be 
Will Inc., Cleveland. 


Friedwald to Doyle Dane 

Ronald S. Friedwald, formerly a 
space buyer with Emil Mogul Co., 
has joined the media department 
of Doyle Dane Bernbach Inc., New 
York, as a print buyer. 


How to Reach 3,000,000 Top Income - 


Negroes at Lowest Advertising Cost 


(Actually as little as l¢ per thousand!) 


1/5 of U.S. Negro Population The Only All Negro Stations : 
1/3 of U.S. Negro Dollars are in: in these Great Markets are: 


NEW YORK........  WHIR v0.00. 

CHICAGO ......... WBEE von 

NORFOLK ......... WRAP votonve 
Find Out About the Great Rollins “Single-Track” Plan! 


ROLLINS BROADCASTING INC. Not’ Sales Mgr; Graeme Zimmer New York: 565 Fifth Ave., EL 5.1515 Chicago 6205 S. Cottage Grove Ave NO 7.4124 
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THE TWO-DOLLAR KEY THAT LAUNCHED 
A BILLION-DOLLAR CAREER 


Back in 1906 a 15-year-old lad got a job as a 
Postal Telegraph messenger for $5 a week. 
With two dollars of the first week’s salary he 
bought a dummy telegraph key. Within six 
months he had taught himself the Morse code 
and won.a job with Marconi Wireless Tele- 
graph 

That lad was David Sarnoff — and his two- 
dollar investment launched him on a career 
that was to make history in the world of 
communications. 

His was the brilliant imagination that 
blazed more trails in electronics than any 
other man in the industry. And among his 
ideas none was more important than the con- 
cept of network radio that created the Na- 
tional Broadcasting Company, the first radio 
chain in America. 

NBC brings listeners throughout the nation 
on-the-spot national and international news 
coverage and informed and authoritative 
commentators. It brings its audience world 
figures in every field of interest. It provides 
a technical perfection possible only to an or- 
ganization with the talents and resources of 
a great network. 


Since 1927 WFAA has been an affiliate of 
NBC, operating as the first NBC affiliate west 
of the Mississippi River. Through this net- 
work affiliation we have been able to bring 
the WFAA audience the world’s finest radio 
coverage in news, music, sports, entertain- 
ment and educational features. 

We are proud of this association with 
America’s first and greatest network. And we 
are happy to join in a sincere tribute to its 
head, General Sarnoff, on his 50th anniver- 
sary in the industry. Under his leadership, 
we look forward to still greater accomplish- 
ments in every field of electronic communica- 


tions to serve the public interest, necessity 


and convenience. 


WFAA 


DALLAS 
. NBC TQN 
Edward Petry & Co., Inc., Representatives 


Radio and Television Services of the Dallas Morning News 
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Isodine Seis Heaviest Drive 

Isodine Pharmacal Corp. is using 
what it calls “one of the heaviest 
advertising campaigns ever con- 
ducted on behalf of a drug 
product.” 

Based on a theme of instant sore 
throat relief without pain, adver- 
tising will include support on the 
heavy television spot program re- 
cently initiated by International 
Latex Corp. (Isodine’s parent com- 
pany) and newspaper advertising 
in more than 50 markets. Reach, 
Yates & Mattoon, New York, is the 
agency. 


Frank to Bennett-Cy Chaikin 
Robert M. Frank, formerly with 
Alfred Politz Research, has joined 
A. S. Bennett-Cy Chaikin Inc., 
New York, as a project director. 
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More Tv Sponsors 


Use Summer Shows 


New York, Dec. 5—The number 
of advertisers who keep their tele- 
vision films on during the so-called 
“off-season period” appears to be 
increasing appreciably, according 
to Michael M. Sillerman, exec vp 
of Television Programs of America. 

Mr. Sillerman’s statement is 
based on a study of contracts with 
local and regional advertisers us- 
ing TPA syndicated programs dur- 
ing the summer of 1955 compared 
with the summer of 1956. 

On an over-all basis, irrespective 
of advertiser category, the study 
shows that 60.4% more sponsors 
were on the air during the summer 
of 1956 than the summer before. 
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.. . love that WCBM! 


. . . because CBS radio has gone 
WCBM in Baltimore! 


... this is the kind of news you 


love to hear. 


. .. because now WCB» is an even 
better “buy” in Baltimore radio! 


. .. CBS programming plus 
WCBM’s home-grown attractions 
will hike WCBM’s ratings even 


higher! 


. .. your clients will love you for 
recommending WCBM .. . and 
they'll love the results! 


... the latest surveys prove our 


The analysis covered June, July 
and August for both years. 


® “Recent tests by Nielsen and 
other national research organiza- 
tions have shown that by spending 
more on advertising when com- 
petitors are spending less during 
the off-season, an advertiser can 
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increase his share-of-sales during 
this period,” Mr. Sillerman said. 
“Part of this gain will be main- 
tained in peak sales periods. Our 
clients are discovering the effec- 
tiveness of this technique on an 
increasing scale.” 

By product classification, this is 
what the TPA study showed: 


Summer 1956 
No. of % of % of 
Markets Total Increase 
Markets 

21.3 

16.0 

8.9 

9.5 

12.7 


26.4 
132.8 
59.3 
37.3 
75.7 


206 
156 


9.0 

5.2 

17.4 
100 


55.4 
66.7 
64.1 
60.4 


50 
169 
969 


Payment of Christmas 
Bonuses Declines: NICF 
Christmas bonuses continue as a 
popular way of extending holiday 
greetings to employes, but the dis- 
continuance rate is up, according 
to the National Industrial Confer- 
ence Board, New York. The Board 
surveyed 125 companies which 
paid such a bonus last year and 
found that 93 will definitely give 
another this December. Seventeen, 
still undecided, indicated a repeat 
was likely. All but six of these 
110 companies have given bonuses 


for the past ten years or longer. 

Bonuses will be dropped by 15 of 
the companies, some of which ex- 
plained that they have adopted 
formal profit-sharing plans or 
have incorporated the bonus into 
base rates of pay. The discontinu- 
ance rate is higher this year than 
in 1955, when nine out of 150 com- 
panies ended the practice. 


Green Giant Sells Half 

of Canadian Company 
Shirriff-Horsey Corp., Toronto, 

has bought a 50% equity in Green 


FREE—Pabst Brewing Co. is offer- 

ing a pepper mill and salt shaker 

as a premium for 10 handles and 

a coupon from Blue Ribbon six- 

can packs. The offer is being pro- 

moted in 14 states by newspaper 
and spot tv advertising. 


Giant Canada, processor of corn, 
peas and beans, from U. S. inter- 
ests. The purchase price was be- 
lieved to be between $600,000 and 
$650,000. Most of the capital stock 
was owned by Green Giant Co., 
Le Sueur, Minn., which formed the 
Canadian company in 1931. 

Sales of Green Giant Canada 
were about $5,000,000 for the year 
ending March 31. Shirriff-Horsey’s 
sales for the year ending Sept. 30 
were $18,902,530. 


Bagge oye 


He’s YOUR best salesman in the Tar Heel State— 
WTVD-—the No. 1 station for the Durham-Raleigh 


Market. 


How good a salesman is he? Why, every day he 
calls on over 70°%, of all the homes in the Durham- 
Raleigh market—more than any other station. No 
other SINGLE medium in the market can offer you 
such dominant coverage. 


And do they like him? ARB says they love him. 
Every rating taken in the market continually proves 
this fat—WTVD leads all other stations in the 
Durham-Raleigh market in three out of every four 
quarter hours—both Class A and B time. 


So if you're buying Durham-Raleigh—and who can 
overlook a market with $2.1 BILLION in buying 
power—call on the Man with the Black Tar Heels. 
Your Petry man will introduce you. 


WTVD 


point. Get the facts today... 
direct or from our representatives. 


CBS RADIO AFFILIATE 
10,000 WATTS ON 680 K. C, 
BALTIMORE 13, MD. 


THE BOLLING COMPANY, INC. 


CHANNEL ELEVEN 
ABC for Durham-Raleigh 


Exclusive National Representatives 
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: Department Store Sales... 


1% Loss Registered Week of Dec. 


WASHINGTON, Dec. 6—Depart- 
ment store sales across the U.S. in 
the week ending Dec. 1 dropped 
1% behind sales in the similar 
week of 1955, the Federal Reserve 
Board reported today. 

For the four weeks to that date, 
sales were 1% ahead and for the 
year to that date, 3% ahead. 


® Five of the 12 FRB districts re- 
ported losses: Boston, 4%; Phila- 
delphia, 2%; Richmond, 3%; At- 
lanta, 2%, and Dallas, 12%. 

New York reported no change. 
The remaining six districts all had 
gains, as follows: Cleveland, 1%; 


1 
Department Store 


Sales Barometer 
Change from 1955 


—1% i Week Ended 
Dec. 1, 56 
Jan. 1 to 
Dee. 1, ’56 M+3% 


Chicago, 6%; St. Louis, 4%; Min- 
neapolis, 3%; Kansas City, 1%, and 
San Francisco, 8%. 

A detailed breakdown of these 
figures is not available as yet. 
For the two weeks prior, sales in 
the 12 districts broke down as fol- 
lows: 


% Change from 55 


Week Ended 
Federal Reserve ov. Nev 
District, Area, and Sens v7 24 
UNITED STATES . r+ 6 +1 


+1 

—1 

— 5 

+7 

+4 

—7 

+3 

0 

. 0 +6 

—5 +10 

New York District ............ r+ 9 —1 
Metropolitan Areas 

Buffalo ........... are SS — 5 

New York- NE. 

NOW JOTSey -...-cceccscceceenveee r+ 9 0 
SII i ceticiiitaiansaentmntniashdn +8 +2 
3 I ESE r+ 8 —1 
Rochester . r+13 —3 
Syracuse ..................... nice OD B —2 

Philadelphia District ....... + 7 0 
Metropolitan Areas | 
TEENIE ca cesccstenvinvencvtpenssies +3 + 5} 
SII ~ - iscitasaccibeilecsemnenliagesiien +9 + 2) 
Lancaster ........ .r+2 +1) 
Philadelphia - +7 — 1) 
INE | cccnecseesicenserresentiosenee +20 +12 
DEPOT wacegeeecscecenscscescseeesecens +6 +3 
Wilkes-Barre—Hazleton . — 1 0) 

Cleveland District ................ +5 — 6) 
Metropolitan Areas 
Lexington . +8 5) 
Akron ... . 0 —4 
Cincinnati . +9 —13! 
Cleveland .... .-—4 —10) 
Columbus a ie — 2) 
ee ae +7 —7 
TEED. conscungtvencenscinntpirgees —3 —6 

¢ Erie +7 4d 
Dc, ER +9 — 5) 
Wheeling-Steubenville ... +20 +14) 

Richmond District ............... r+ 9 +2 

Metropolitan Areas 
hingt r+16 — 1) 
Downtown Washington r+ 7 —9 
TRINA carereccceerstsicnrvnn +10 + 6| 
Downtown Baltimore re : —9) 
os 0 

Atlanta District ........................ r+ 5 r+ 
Metropolitan Areas 
Pe a) +3 +8 
Jacksonville +4 —1 
RD civctictensssiitecescnnscianmnpitie 0 +7 
A t eee 

5 +9 
+8 

Chicago District cxvasevcseonesistans t+ 9 +6 

+10 
+1 
+3 
+4 
+4 
+4 


1 +3 ee LOC ee S| +6 
Tacoma .. +7 +2 

a i— : r—Revised. *—Data not “available. 

_ + 

l +! + *| R&E Names Niewenhous; 

oe - : <2 Moves Baldwin to Detroit 
- * + Siebrand H. Niewenhous Jr 
on Louis ....... ‘ 5 5 3 M 
st. Lous aA x3 it $i: 0 ; 9| with Harry B. Cohen Advertising 
Minneapolis District... +6 r48 sien —2 -—9)for the past year, has joined Ken- 
Metropolitan Areas San Francisco District +? —4/yon & Eckhardt, New York, as an 
: : prey an) _ 2 — 4|account executive on Spry. Mr. 
5 4 Downtown Los Angeles. — 6 — g|Niewenhous also has been an ac- 
Westside Los _—— ~ =1  -—1jcount executive with Sullivan, 
rege hae ark pe . <a Stauffer, Colwell & Bayles and 
San Francisco-Oakland.. 3 —§|Batten, Barton, Durstine & Os- 

2 San Francisco City +4 —g/)born., 

2 7 Be gan City ..... —1 —4) K&E also has named Brendan 
5 3 n Jose . * | Baldwin, media supervisor in the 
- : : pore yl City t MG: - New York office for the past year, 
Oklahoma City ccc — 4 ee eens +10 — 7|media director of its Detroit office. 


93 


Before joining K&E, Mr. Baldwin 
was associate media director of 
Benton & Bowles. 


Promotes Chicken & Waffles 
Campbell Soup Co. is promot- 
ing its Swanson frozen chicken a 
la king by offering to refund the 
price of any brand of frozen pre- 
pared waffles purchased by the 
consumer. Consumers who buy 
th products may send proof of 
their purchases to Campbell and 
receive the full price they paid 
for the waffles plus 3¢ postage. 
The offer is being promoted in 
color ads in Sunday supplements, 
including This Week in 35 mar- 
kets, and the New York Times. 


If you ave told that network cables somehow endow a program with a certain 
indefinable “prestige”—remember this: 

When it comes to film programs, most viewers can’t tell 
non-network from network shows, or mis-identify them. 


That’s the highlight finding of a recent study 
by Qualitative Research, Inc. 


~ 5a 
TS 4 


IN 


% WW 


The survey makes clear that as far as film programs 


are concerned, there is no such animal as “network 


prestige.” There can’t be. Fact is, most viewers 


don’t know non-network from network 


shows. Chances are they don’t care. 
People dial for content—not cable. 


* 


Call or write Katz Sales Development \ 


for the complete report, as well as 


a new study on wholesaler (food 


and drug) preferences in TV 


advertising. 


National Advertising Representatives 


7 suc Tr ae 


susT Our The latest edition 
of The Katz Agency’s Spot TV 
ADVERTISING Cost SUMMARY. 
Contains formulas for estimating 
Spot TV budgets... 
daytime and late night rates for 


nighttime, 


most frequently sought time 
periods in 235 TV markets. 
Limited number of copies 


available. 


477 Madison Avenue, New York 22, N. Y. * Plaza 9-4460 
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Best-Liked TV Commercials 


Source: American Research Bureau 
October, 1956 


Rheingold 
Lucky Strike ............. 


Editer’s Note—Most noteworthy feature in these monthly comparisons: the sharp 
But the minority vote attracted 
by even the favorite commercials would seem to indicate that there is plenty of 
teom fer improvement in tv salesmanship. The figures are the per cent of the 


gain scored by Gillette at World Series time. 


families whe answered ARB's best-liked 
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Sponsors of WBEN-TV newscasts get BIG 


results 


because WBEN-TV newscasts enjoy the biggest audiences. 


WBEN -TV Newscasts are in the hands of newsmen who 
dig, delve, cover, write, edit and broadcast news the way 


Western New Yorkers want it. 


Film crews, the WBEN-TV mobile unit, leading wire 
services and the newsroom and editorial department of 
Western New York's great newspaper combine to give the 
most complete, most authoritative news coverage. That's 
why WBEN-TV news is the BIG NEWS on local television. 


And that’s why . 
WBEN.-TV newscasts can do the BIG selling job for you. 
Get the newsworthy facts from our national representatives, 
Harrington, Righter & Parsons, or contact WBEN-TV 
Sales directly. 


WBEN -TV 


participation in or sponsorship of 


The Buffalo Evening News Station 


CBS ¢ BUFFALO 


vour" Tv MOLL ane counr ror wore on CHANNEL 


ey 


Advertising Age, December 10, 1956 


Business Paper Success Story ... 


ASHLAND, Mass., Dec. 4—Fenwal 
Inc., which developed a line of 
temperature controls useful in 
many lines of industry, especially 
aviation, has for nearly two years 
been running a campaign aimed at 
aviation and based on ideas for the 
future. The response has been such 
that the company’s share of the 
market is becoming greater, and 
sales of Fenwal’s aviation division 
have increased substantially. 

The key to the campaign was de- 
veloped through intensive research 
by the James Thomas Chirurg Co., 
Boston, which handles the account. 

“We found,” said a Chirurg ex- 
ecutive, “that engineers are avid 
readers of science fiction, but on a 
selective basis. They know that 
some of this writing is merely ro- 
mantic dream stuff, but that other 
types are authentically scientific— 
imaginative extensions of estab- 
lished situations. 

“The result was an ad campaign 
based on aeronautical projects of 
the future in which Fenwal tem- 
perature controls might legitimate- 
ly play an important part.” 


artist, Chesley Bonestell, 
feeling for exactly the kind of 
thing contemplated, and with a 
reputation built on his illustrations 
of books on the subject. Aviation 
engineers know the artist and his 


thus had special attention value. 

In addition, it fit neatly into the 
pattern which the agency had in 
mind and sold to Fenwal execu- 


HOT PILOT—To dramatize the future 

(as well as present) importance of 

its work, Fenwal Inc. asks readers 

of this ad to consider an important 

problem of a pilot flying at super- 
sonic speed. 


tives for the campaign. Dr. Carl W. 
Walter is president of the company, 
and Kenneth S. Brock is advertis- 
ing and sales promotion manager. 

Mr. Brock said Chirurg “pro- 
duced an advertising concept as 
modern as a space ship that is still 


man at the drafting board. We 


We tell the story in business publi- 
cations reaching aviation men deal- 
ing in the future. And we are hav- 


ing sales right now.” 

Objectives of the campaign were 
(1) to sell Fenwal temperature- 
control headquarters in the avia- 
tion field (2) to sell more products 
in existing defined fields (3) to 
search out new applications within 
the company’s present active mar- 
kets (4) to search out new applica- 
tions in markets as yet unidentified 
and (5) to introduce new products. 


s An agency executive stated the 


® The agency then uncovered an | 
with a. 


work, and copy illustrated by him | 


Fenwal Ads Push Outer-Space Uses 
to Keep Present Production Secret 


general situation and the line of 
attack this way: 

“One aviation company does not 
tell another aviation company what 
it is doing, any more than Macy’s 
tells Gimbel’s. Still, both know 
what the other fellow is doing. At 
the same time, neither would stand 
for confidential information being 
printed. Fenwal is in the position 
of doing a lot of important things 
which the company can’t talk 
about in its advertising. Yet the 
suggestion of what is being done 
and is yet to be done is made ef- 
fectivelv. 

’ “The campaign is actually based 
on aeronautical projects of the fu- 
ture in which Fenwal temperature 
controls might legitimately be a 
part. These alternate with specific 
product ads. Congratulations on the 
very first copy came from many 
highups in the field that Fenwal 
men had never hoped to talk with.” 

One of the most striking pieces 
of copy, illustrated by a scene on a 
distant planet painted by Chesley 
Bonestell and used in the book 


How would you control 
this sotellite's temperature? 


BURNING PROBLEM—This Fenwal ad 
raises the problem of heat control 
in connection with the experi- 
mental earth satellite. James T. 
Chirurg Co., Boston, is the agency. 


“The Conquest of Space,” made the 
point for Fenwal under the head- 
ing “Fenwal Will be Aboard.” It 
went like this: 


s “For years Fenwal has pioneered 
in the design, development and 
manufacture of precision tempera- 
ture control and detection devices. 
Among these are various types of 


ZS 
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on the drafting board, but just as 
valid as the informed plan of the | 


bought the future of the industry. | 


ing the gratifying result of increas- | 


ONE WILL DO! 


Just one station . . . WBNS Radio... . will 
fatten your sales average in Columbus and 
Central Ohio. WBNS delivers the most listen- 


ers . . . twice as many as the next biggest 
station. The most and also the best. With 
28 top Pulse-rated shows, WBNS puts push 
behind your sales program. To sell Central 
Ohio . . . you've got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 


Ask John Blair 


The number one Pulse station 
1,573,820 people with 
2 Billion Dollars to spend. 


wens A 


COLUMBUS, OHIO 


wg PA A Rag ie TT eRe ee, SPE tk ein Sie Sees 8 ae Ne eae EN Se kc i ee es a : (eS 
FA ey: 0) TES ap aa ae ee ek ee Rage at: i ie 2 ia, : ae ee 2 ol eee oe “aa a iS 
ee. RSENS SM eR Satins Aaa BEBE  a Bear : . ; te cedhin ane eee ea 
5 ie : _ 
= 
se 
ope Sar 
Sal 94 ee 
a . & i TT eaten : 
oe Stl 
—a l(t 
= Septe © a 
ia WUNNT so cedars vosvuies hs Ma A ee a “i, 
Je BI ot Gp ee cdc cE UI re sinks. oa ook es ee oe 
aa ,.. JE ee Oe eer: a. 
f eN 4 aes 
ee: Alka-Seltzer ............ by OS | reer eae wun! 
its age Tp et aaa ae a Pe ge ee te = 
es LGM ................... 33 Alka-Seltzer ...... ..... 3.7 | ts a oe 
xt Rheingold ............... 32 Joo ...............00. BB | “yeas See bal 
a 
they on, JE ae ee eee, ° Winston 2.1 | ee Pe : “? 
eae) “#e ee eee ee “e eeeeee . | Lot oe 3 ~ 
aia Chesterfield ............. 19 paper-mate ............. 21 |  . 
rs os RNs bon wcgtedle eis 6 4.0'b ooh: ae 2.1 | Motor ts a) ae a alee 
ea Ccteerecesnce See | 7 ' etn = | 
‘a | CRS ama | 
ae Camel .................. LT oy th 20 Po 
se eel tps «5. ste, ge BAREIS | ee re 
ie. RTM ces cneects nveses LE (EERE snrate res reseevemsy Og | SRS SaaS Se 
ee iia 7 n Ceeceererees  ceeeees . | eee ae te eet ie eg Sal 
he Lincoln-Mercury ........ 14 | See Sess: 
an Great. Northern Tissue ... 14 Coca-Cola .............. 2 | | >See: Saeieaiee 2 a> 
‘col ; Kraft .................... 1@  Mileemex ................ 12 | 2 aS 
Re aye Ford .................... 18 Great Northern Tissue ... 1.0 
io eB a eee | ET were 
aay ae | 
Ss 
ae 6 
Sieh _- OO ee - 
ed ‘ 
=. | ‘ 
i , Vv : | 
_ EN ot : vy 
<a Wests S | 
a we newsoe— WAAR | 
5 fe ine os $$ 
a ae make eadtine™ emi 
ae me “a “ase 2 Ae ie ety ; reted locally produced news 
rt Ee a x re progrems in Western Mew York 
ot me y Ce 4 CRA. a . +) | ls ie aa : er 
mt Bt ak . Si a — ie 
he aaa: a a 
=. [ " 6 | 
rs Fe % S$ 11 a | 
ae 8:55 am # es. pm | 
See! See “ i, 5 4 
aah NEWS Ga LATE NEWS |= (| 
te ; es Say 
ce ag (= 5 iN : 
ee M ‘k Mon. thru Fri. ek) ae every night ; 
7 we " " i ‘% fi q ie ; 4 ‘o io =» 
ne: Bi on _ 4g — ‘ , . 3 “ey 
sre. SSRN EB ae rit on Bice YO Se le aS , 
a Ps : ° ;. . 
Ae mee iB 83 , ar~x " ee Ab \ 
ele ‘a 4 at? . ow) SM is eo) ae Upp a 
foe 4 \ - ‘3 if 
ee a } * e \ as eo ; df ff} 
ae : me * i ¥ b, / ae . ae = : 
tae ' wd sh Balai 5. ee * —_ 
oa a fa ‘ # K im “is ih 2 
| oe ; y Pat te 2 spe oe Bake) -- la = 
5 Se Pee ee A ee ee = oo ae 
| Te Dee PP es belies Ry st a s a ls A S = ee ee 
aS 0 Fe al 12 sual * ee Ft ae as ‘ 
ee Hee noon 33 6 pm : yoy | 
ite a f bs a i 4K he we 5 oe ae \ 
Bae Sai 
ea ae Sen i ba) ey a eng * 
ital ae ie Riis” a a Par iG Ngee Bas palied ae r b 
ee | ))|C(WEATHER a » al , 
are. eS ; — 
ae mad ee Sun thry Fri tots not parboil the pilot 
‘ite. woe stg ms ° ° m # bearer 
ae or, 2 ty Sei: = ‘ when he roaches Mach 3.5 
5 ae ee Bee teege po) a 3 bP as iene oe las a ae ernest, 1 pee a aeey ee ee ew es. 
ots ee ORR ee” | ee eee oes 1] 
iene eesee, eee | = 
ane See Secs | ee | 
a: 
yt tore 
ai | ct 
ee i - q 
. Bae ” | 
it oa | | 
2 j 
4. eae 
a | 
ee He ae | 
hae | 
ae | 
ae 
a) tl gee © | 
5 an | 
ey ae ; 
ee ea ; 
ee ee 
ay ae | ‘ 
et mas? | 4 
oats “ae z 
oS a ae 
ns ae Ese 
or ee 
ee | 
eens i * 
» oe 
te nm oe . 
gh toa 
wae 
eas 
ee Rs". 
ats 
Sum ee oS: ; Soe 65 tame og a ll < re (Sees oa eee 
PE ah Pee Soe he MRS ete Sie a : oe” ieee eg i ee ee ee a ee oes et, Pes Sa = a ee: 
Se ES eee et Se ——— _— a eee er) ll oo, he 


units which are now in widespread 
use in every type of aircraft, and 
| | which have contributed greatly to 

» the safety and efficiency of modern 
air travel. 

“Today, Fenwal keeps pace with 
ever-increasing demands for new 
devices to handle new variables 
y under new conditions—by extend- 
{ | ing its activities far beyond the 
field of temperature control in 
which it originally specialized. And 
those who know the standards of 
Fenwal engineering also know that 
when equipment is finally devel- 
oped to carry man through outer 
space, ‘Fenwal will be aboard.’” 

Another equally striking piece of 
copy is a presentation of the new 
earth satellite with the headline, 
“How would you take this satel- 
lite’s temperature?” Another is a 
visualization of a plane flying at 
extremely high altitude and at 
supersonic speed. This headline 
reads, “How not to parboil the 
pilot.” 

The agency executive emphasizes 
that none of this is “dream stuff,” 
but projected science. 


~- 


@ = But the company now has pro- 
@ducts suitable for rocket use (part 

of “Operation Vanguard,” as the 
satellite program is now called). 
And it does have a device for tak- 
ing the “skin temperature” of 
§ planes. But by throwing the situa- 
tion far enough into the future, no 
secrets were given away. Yet a 

campaign was produced which 
* proved to be interesting to the avi- 
ation engineers to whom it was 
directed. 


All copy is run in bleed color. | 


The papers used are Aeronautical 
Engineering, Aviation Age, and 
Aviation Week’s Buyers’ Guide. 


Erwin, Wasey Adds Two 
Accounts; Names Moore 

Erwin, Wasey & Co., Chicago, 
has been appointed to handle ad- 
vertising for Cribben & Sexton Co., 
Chicago, which markets Universal 
gas ranges, ovens, heaters, dryers 
and James-Universal . automatic 
dishwashers. Christiansen Adver- 
tising Agency, Chicago, formerly 
handled the account. Erwin, Wasey 
also has been named to direct ad- 
vertising for Textile Mills Co., 
maker of ironing board pads and 
covers. Jones Frankel Co. formerly 
handled Textile Mills. 

Elliott M. Moore has been named 
radio and tv director of Erwin, 
Wasey’s Chicago office. He former- 
ly was radio and tv director of 
O’Grady, Anderson & Gray, and 
before that held a similar post with 
Grant Advertising in Canada and 
in Chicago. 


Portfolio Pack for Coats 

Where do you keep your coats? 
In the closet? According to Almar 
Mfg. Co.; New York, you now roll 
them up and keep them in the li- 
brary. At least that’s what Almar 
is doing with some 1,000,000 men’s 
raincoats which are being pack- 
aged in portfolios of leather-grain 
vinyl. Measuring 4x7”, the packets 
are designed to fit between book- 
ends or on bookshelves to aid cus- 
tomers in keeping a_ raincoat 
around home and office at all 
times. The packets are also aimed 
at simplifying store display, and 
Almar dealers are being supplied 
with roll-out bookshelves holding 
60 packets at a time. No advertising 
is planned so far. 


Herold Sets Yule Push 

Herold Products Co., Chicago 
manufacturer of electric clocks, 
Spartus cameras and the Empress 
and Vanity ladies’ electric shavers, 
plans a Christmas and spring cam- 
paign in 19 publications. Publica- 
tions included on the December 
schedule are The American Week- 
ly, Look, Mademoiselle, The Satur- 
day Evening Post and This Week 
Magazine. Powell & Schoenbrod 
Advertising, Chicago, is the agency. 


a sana 
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Friskies’ New Shapes, Colors Heighten 
Impulse-Buy Appeal for Illiterate Dogs 


Los ANGELES, Dec. 4—Most dogs, 
whatever their virtues, are illit- 
erate. For this reason, presumably, 
Carnation Co., maker of Friskies, 
has devised a new shape for its dog 
biscuits. 

So that the dogs won’t have to 
read the flavor off the package, 
Friskies, made in shapes which 
symbolize their flavors, now are 
being marketed in 11 western 
states. Chicken-flavored Friskies, 
for example, are made in the form 
of a chicken; milk-flavored, in the 
shape of a milk bottle, etc. 

Other flavors are meat, liver, 
fish and vegetable. 

As an additional aid to selection 


by illiterate dogs, the company also 
is selling the new version of Fris- 
kies in six colors, one for each fla- 
vor. Color-blind dogs will have to 
rely on the shape, of course. 

Carnation tested the new biscuits 
on dogs in California, Arizona, Ne- 
vada, Colorado and Wyoming be- 
fore moving into wider distribu- 
tion. (Old-fashioned word-identi- 
fied Friskies are still sold in other 
parts of the U.S.) 

Friskies are also sold as canned 
dog food, canned cat food, dog 
meal, canned horse meat, and 
cubes, to keep dogs from getting 
restless. 

The new product is being intro- 


duced in the West, in a special 
newspaper campaign and point of 
sale material, with the theme, “fun 
food for dogs.” This theme will also 
be used in over-all Friskies adver- 
tising, which includes a continuing 
schedule in Life, Sunday supple- 
ments in major markets and spon- 
sorship of the “Annie Oakley” tv 
series in a number of markets. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. 


Griswold-Eshleman Names 
Two: Adds One, Drops One 
Griswold-Eshleman Co., Cleve- 
land, has appointed Helen J. Lott 
tv and radio time buyer and 
George L. Young assistant te the 
media director. Miss Lott formerly 
was a vp of Leech Advertising Co. 
and has been with Carr-Liggett 


95 


and Fuller & Smith & Ross. Mr. 
Young previously was with Lang, 
Fisher & Stashower. 

The agency has been appointed 
to handle advertising for Jones 
Metal Products Co., Cleveland. At 
the same time, Griswold-Eshleman 
has resigned the account of John 
C. Virden Co., maker of electrical! 
fixtures. 

\ 
425 Associates Adds One 

MM Handbag Co., New York, has 
appointed 425 Advertising Associ- 
ates, New York, to handle adver- 
tising and promotion. The company 
has been placing direct. This is 
the first outside account to be an- 
nounced by 425 Associates, a house 
agency recently established by 
Julius Kayser & Co., New York 
(AA, Sept. 3). 
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TV Nets Chafe 
Under Product 
Protection Web 


(Continued from Page 1) 
line of goods includes home per- 
manents and pens, as well as 
blades and razors. 

In view of the substantial in- 
vestment required to sponsor a 
network tv attraction, most ad- 
vertisers have used at least two 
and sometimes more products to 
support each show. In the case of 
the bigger companies, the prod- 
ucts are sometimes changed in 
mid-season. As a result, compa- 
nies like Carnation, General Foods, 
Derby Foods and P&G have been 
asking for and getting protection 
for a variety of product categories 
on a single show. 


® Second is the popularity of the 
alternate-week sponsorship pat- 
tern with cross plugs for co-spon- 
sors. This may have the effect of 
turning a small clearance snafu 
into a major traffic headache. For 
example, if either half hour next 
to “I Love Lucy” (Instant San- 
ka, Post’s Cereals, Lilt home per- 
manent and Fluffo shortening), 
were to open up, these segments 
would not be available to four 
categories of advertisers. 


® Third is the success of the com- 
bination star-salesman in tv. Usu- 
ally on the participating shows 


while it guards your teeth”) Den- 
tal Cream not be a featured prod- 
uct on the program. 

When Tums was first plugged 
as a good antidote for “tobacco 
breath” in a show that was next 
to a tobacco sponsor, there was a 
howl from the cigaret company. 
The NBC diplomats now are try- 
ing to resolve a copy dispute in- 
volving two “Queen for a Day” 
sponsors. Miles Labs, which push- 
es Alka-Seltzer as a good thing to 
take for colds, objected when Sun- 
kist urged “Queen” viewers to 
dose their sniffles with lemon 
juice. 


® Coffees and teas, though they 
may not be strictly competitive, 
don’t enjoy being side by side, 
but General Foods was able to get 
Sanka adjacent to Lipton, the 
longtime holder of the 8:30 p.m., 
EST, Monday spot on CBS. 

At the moment, the rigidity 
caused by the sprawling shadow 
of multi-product protection seems 
to be of most pressing concern to 
the sellers. CBS Television’s new 
president, Merle S. Jones, char- 
acterizes this as “one of our big- 
gest problems.” But buyers, too, 
particularly the big agencies, which 
are maneuvering constantly for tv 
spots for many clients, are be- 
coming increasingly aware of the 
situation. 

Though the preference of the 
majority of current tv backers is 
clearly indicated by the entrench- 


ment of the present practice, it is 
the single or dual-line company 
that is probably the most adverse- 
ly affected. Suppose there is a de- 
tergent which would like prime 
evening time on CBS and NBC 
on Tuesday night, assuming a va- 
cancy came up. As things now 
stand, said detergent would be out 
of the running for anything be- 
tween 8 and 9:30 on CBS and be- 
tween 8:30 and 10 on NBC. 


s Why? Because P&G gets half 
an hour of protection on both sides 
of “The Brothers” (CBS) at 8:30, 
on which Joy is alternate sponsor, 
and on both sides of “Fireside 
Theater” (NBC) at 9, on which 
Duz is one of four cleared prod- 
ucts. “Fireside,” as it now shows 
up on NBC’s records, assures P&G 
of no tv competition during that 
90 minutes for Ivory, Prell, Gleem, 
Duz and Crisco, all of which are 
listed for the show. 

To carry this a little further, it 
would also be a tough night for a 
toothpaste competitor. Gleem not 
only has the above-mentioned 
right-of-way on NBC; it is an al- 
ternate on Wyatt Earp on ABC at 
8:30, with a similar 90-minute 
protection. 

If network tv offered the blan- 
ket protection covering all prod- 
ucts made by a company which 
used to be given in some cases in 
radio, the tv lanes would be as 
snarled up as New York’s cross- 
town streets at Christmas time. 
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P&G sponsors all or part of eight 
evening telecasts; General Foods 
is right behind, with seven. 


= Like P&G, General Foods ob- 
viously is a believer in the kind of 
contract that permits great prod- 
uct flexibility on its shows. The 
CBS client book shows Swans- 
down cake mixes, Instant Sanka, 
Birds Eye frozen foods and Jell-O 
instant pudding as approved prod- 
ucts for “Zane Grey Theater.” For 
15 minutes of Arthur Godfrey’s 
morning show once a week, there 
are six products listed. 

Such long lists, of course, do not 
mean that all these products are 
running, or will run, on the show 
at the same time. Diversified com- 
panies like to have as broad a lee- 
way as possible to shift their tv 
dollars around to meet marketing 
problems as they arise. How- 
ever, such a six-product contract 
amounts to a freeze-out of prod- 
ucts competitive to any of the six 
on the Arthur Godfrey telecast for 
the duration of the GF run, 
whether or not GF schedules all 
the products on the show. 

ABC’s “Mickey Mouse Club” is 
a good example of how difficult 
multi-product protection can make 
life for a salesman. Smal! won- 
der that the network turned 15 
minutes daily of that popular 
show over to the stations to sell 
co-op this season. 


s Carnation buys a quarter hour 


weekly on that Disney kid 
show. For that buy, ABC permits 
Carnation to list the following 
products: malted, instant, evapo- 
rated and fresh milk, chocolate 
drinks, soft cheese, ice cream and 
dry milk solids, Simple Simon 
frozen fruit pies, frozen vegetable 
pies and frozen meat pies. Flav-R 
Straws, a new company whose 
product would work as well with 
Carnation’s milk as anybody else’s, 
reportedly could not make the 
“Mickey Mouse Club” because it 
was considered “in conflict” with 
Carnation. 

However, advertisers have 
shown that they can be broad 
minded about their tv neighbors 
and associates—if the incentive is 
great enough. Last summer two 
rugged lipstick competitors—Toni 
and Hazel Bishop—shared the 
“Arthur Murray Party,” with Toni 
featuring home permanents, etc., 
and Hazel Bishop getting the lip- 
stick commercials. 

Two major milling companies 
like “Mickey Mouse” well enough 
to tolerate each other as bedfel- 
lows. They have managed not to 
cross wires by being on different 
days and by featuring different 
kinds of products. 


@ General Mills is plugging its 
cereals mainly, while Pillsbury 
has been talking about cake mix- 
es, etc. Other grocery competitors 
who share the same tv performer: 
P&G and General Foods for 
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ARB Network TV 
Week of Nov. 8-14, 1956 


Two Weeks Ending Nov. 10, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 

TOTAL HOMES REACHED 


that were designed to accommodate 
lots of advertisers, a new soap 
brand, for example, can be added 
to the sponsor list as soon as an 
old one bows out. But in the case 
of shows on which the star han- 
dies the selling, it is sometimes 
more difficult to shuffle the spon- 
sors in and out. 

Arthur Godfrey became _ so 
closely associated with his old 
sponsor, Chesterfield, during the 
many years he worked for Lig- 
gett & Myers that he is not likely 
to sell for any other cigaret maker 
for a while. The same probably 
would be true for Garry Moore 
and Winstons, should their asso- 
ciation come to an end. Dave Gar- 
roway has pitched for Pontiac on 
various shows over the years; so 
he handled Pontiac commercials 
when they included Garroway’s 
morning show, “Today” (NBC) 
on their introductory schedule. 

But NBC cannot use Garroway’s 
special brand of salesmanship as 


an inducement to other auto mak- 
ers when selling “Today”; Dave is * Percentage of homes reached in markets where show appeared. 


too well identified as a Pontiac ** Total number of persons viewing program. 
roan. There have been two cars on : 


this show at one time, but some- 
: Nielsen Average Audience** 
Videodex Network TV Ratings 


one else in the “Today” cast does 
the non-Pontiac commercials. 

Week of Nov. 1-7, 1956 
Copyright by Videodex Inc. 


Copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 

Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Perry Como (Several sponsors, NBC) 
$64,000 Question (Revion, CBS) 
Producer's Showcase (RCA, Buick, John Hancock, NBC) 
GE Theater (General Electric, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
I've Got A Secret (Winston cigarets, CBS) " 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Climax (Chrysler, CBS) 
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Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Ford Star Jubilee (Ford Motor Co., CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Shower of Stars (Chrysler, CBS) 
Climax (Chrysler, CBS) 
GE Theater (General Electric, CBS) 

Private Secretary (American Tobacco, CBS) 
$64,000 Question (Revion, CBS) 
Hoover Speech 
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TOTAL VIEWERS REACHED 
Program 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Producer's Showcase (RCA, Buick, John Hancock, NBC) 
Perry Como (Several sponsors, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
GE Theater (General Electric, CBS) 
People Are Funny (Toni, R. J. Reynolds, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Lowrence Welk (Dodge, ABC) 
Phil Silvers (Amana, Camels, CBS) 
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PROGRAM POPULARITYT 


Program 
Election Returns (Westinghouse, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Ford Star Jubilee (Ford Motor Co., CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Shower of Stars (Chrysler, CBS) 
GE Theater (General Electric, CBS) 
Climax (Chrysler, CBS) 
Hoover Speech 
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Kraft has bought a Thursday 
shopping day schedule on four 
NBC-TV daytime shows starting 
in January. The solution here was 
to give Kraft product protection 
on these shows on Thursdays only. 
The stars of the shows will not be 
used for the Kraft commercials, 
thus leaving the network free to 
sell the other days of the week to 
competing products. 


Program 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
GE Theater (General Electric, CBS) 
Private Secretary (American Tobacco, CBS) 
Ford Star Jubilee (Ford Motor Co., CBS) 


Program 

1 Love Lucy (Procter & Gamble, General Foods, 146 Cities, CBS) 
Jackie Gleason (Old Gold, Bulova, 155 Cities, CBS) 

Dragnet (Chesterfield, 160 Cities, NBC) 
Ed Sullivan Show (Lincoln-Mercury Dealers, 158 Cities, CBS) 
George Gobel (Armour, Pet Milk, 150 Cities, NBC) 
You Bet Your Life (DeSoto-Plymouth, 150 Cities, NBC) 
GOP Roundup (159 Cities) 
Ford Star Jubilee (Ford Motor Co., 115 Cities, CBS) 
Election Coverage (Westinghouse, 157 Cities, CBS) 
December Bride (General Foods, 145 Cities, CBS) 


Jack Benny Show (Lucky Strike, CBS) 
Shower of Stars (Chrysler, CBS) 

Climax (Chrysler, CBS) 
Arthur Godfrey's Scouts (Lipton, Toni, CBS) 


PROGRAM POPULARITY} 
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s Fourth is an aversion on the 
part of some sponsors to certain 
kinds of co-sponsors or adjacent 
sponsors—even when no product 
conflict is involved. Most cigarets 
want no part of deodorants, de- 
pilatories, headache remedies or 
oral hygiene products as co-spon- 
sors. This fall NBC had to find an- 
other alternate sponsor for “Stan- 
ley” when Pall Mall refused to 
share the show with Helene Cur- 
tis’ Stopette. R. J. Reynolds and 
Colgate teamed to share commer- 
cials on “Crusader” and the “Bob 
Cummings Show” on CBS, but 
Revnolds reportedly insisted that 
Colgate (“It cleans your breath, 


oe e@anNO WA WH — 


1 


Program 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
GE Theater (General Electric, CBS) 
Ford Stor Jubilee (Ford Motor Co., CBS) 
Arthur Godfrey's Scouts (Lipton, Toni, CBS) 
Private Secretary (American Tobacco, CBS) ..... 
Alfred Hitchcock Presents (Bristol-Myers, CBS) .... 


Program 

1 Love Lucy (Procter & Gamble, General Foods, 146 Cities, CBS) 
Jackie Gleason (Bulova, Old Gold, 155 Cities, NBC) 
Dragnet (Chesterfield, 160 Cities, NBC) 
Ed Sullivan Show (Lincoln-Me-cury Dealers, 158 Cities, CBS) .................. = 
GOP Roundup (159 Cities) 
You Bet Your Life (DeSoto-Plymouth, 150 Cities, NBC) 
George Gobel (Armour, Pet Milk, 150 Cities, NBC) 
Election Coverage (Westinghouse, 157 Cities, CBS) 
Disneyland (American Motors, American Dairy, Derby Foods, 158 Cities, 

ABC) 
Ford Star Jubilee (Ford Motor Co., 115 Cities, CBS) .........cccccceccesseseensere = 
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Jack Benny Show (Lucky Strike, CBS) 34.4 
* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities and by each 
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; Advertising Age, December 10, 1956 
: “Lucy,” Pillsbury and Kellogg for 


Godfrey’s Wednesday night show 
and P&G and General Mills for 


» “Wyatt Earp.” 


How do advertisers and agen- 
‘cies feé] about the situation? Do 
ey consider it a problem? If so, 
hat should be done about it? 
For an advertiser reaction, AA 


went to Procter & Gamble. A 


company spokesman said: “There 
are a number of reasons why 
product protection is a major con- 
cern for us. Tv time and programs 
are so expensive that it is almost 
necessary for a company to have 
more than one brand on a pro- 
gram .. . We may have two prod- 
ucts on a show at any given time, 
and six months later they may be 
two different ones.” 


® The P&G executive emphasized 
that this flexibility of movement 
is essential if an advertiser is to 
spend his tv dollars with maxi- 
mum efficiency. To make sure the 
sponsor is free to move products 
in and out of his expensive tv time 
—and not be boxed in by a sham- 
, for example, just when he 
ecides to switch from toothpaste 
o shampoo—the provisions for 
exibility must be written into 


| #the contract in advance, he said. 


On the other hand, the adman 
indicated that P&G is mindful of 
the networks’ predicament and 


© feels that they should not be ex- 


pected to guarantee the advertis- 
ers exclusivity for just any prod- 
uct they should care to insert. 

P&G considers the present ar- 
rangement not perfect but as good 
as any it can think of. 


® Toni division is a big tv spend- 
er, which reportedly has had its 
share of time clearance headaches 
because of product conflicts. Mar- 
tin N. Sandler, vp in charge of 
advertising and brand promotion, 
said product protection is a con- 
stant problem and is becoming 
tougher “as everyone expands his 
lines.” He added that there are 
plenty of tougher problems—and 
that “usually we’ve been able to 
work out our clearance problems 
through some sort of compromise.” 
He sees no “black and white an- 
swer” to the dilemma. 

For agency viewpoints, we que- 
ried McCann-Erickson and Emil 
Mogul Co. 


# C. Terence Clyne, of McCann, 
noted two specific areas of diffi- 


REVIEW IOU 
< CURIAM: feos 


ROLO-TY S.0LO- 


culty—those of the increasingly 
diversified companies such as 
P&G and those of the tobacco 
field, where it is “almost impossi- 
ble to bring in a show without a 
conflict.” 


Mr. Clyne’s suggested solution 
—both the advertisers, who natu- 
rally want as much protection as 
they can get, and the networks 
will have to “give a little.” He 
suggests that protection be limited 
to a single category. 


® Though Mogul has not yet en- 
countered any insurmountable 
barriers in clearing time for its 
clients, Mr. Mogul believes that 
the networks are “falling into a 
trap” by permitting the kind of 
broad exclusivity that eventually 
could enable the big companies 
to “freeze out” competition. So far, 
he says, the product clearance dif- 
ficulties have been largely a “bat- 
tle between the giants,” but he 
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Judge them on performance, popu- 
larity or ability—these top candi- 
dates come up sales-winners, every 
time! National advertisers realize 
this, teo, just as they know the 
Topeka CAPITAL-JOURNAL re- 
peatedly deliver sales results that's 
head-and-shoulders above any 


in the TOPEKA market! 


other medium. And your sales mes- 
sage is pin-pointed to 87,057 ready- 
to-buy Topeka and Kansas families! 


The Topeka Newspaper flaine Co., Inc., agent for: 
TOPEKA STATE JOURNAL 


believes the networks should limit TOPEKA DAILY CAPITAL . 
— 2 sede Products to be used’ New York ¢ Cleveland ¢ Chicago * (Kansas City, Mo. © San Francisco 
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These trade marks in the Yellow Pages... 
direct prospects tt CHEVROLET 
cars, trucks and service 


Chevrolet has a big investment in building 
brand identity. So naturally it’s impor- 
tant that prospects know where to find 
Chevrolet dealers and authorized service. 
Trade Mark Service tells them. 


Here’s how the w2ll-known Chevrolet trade- 
mark appears in the Yellow Pages of 
telephone directories with a brief selling 
message and a list of local Chevrolet dealers. 


As a national advertiser, you, too, can use 
Trade Mark Service in all or any part of 
that 47 million circulation which covers 
your national, regional or local markets. 


Let a Trade Mark Service representative 
show you how this service can work for 
you. There’s a plan available to suit every 
marketing need. Call him at your local 
Bell Telephone office today! 


aes 
Nearest Dealer 
In The 


Displaying this emblem in your advertising 
means more sales for your dealers. 
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‘Trader’ Names Simonson 
David C. Simonson, formerly 
promotion manager of Patent Press 
Inc., Mt. Kisco, N. Y., has been 
named retail advertising manager 
of the company’s Patent Trader, 
semi-weekly newspaper. 


WE SELL ADVERTISING 
FOR ALERT PUBLISHERS 


Out West where = ” 
more manpower is 
needed, where ter- 

ritories are larger, a 

we speciclize in @ 
solving publishers | 
problems of ad 

sales and service. 

ll-state coverage 

from two offices. 


Along the Media Path 


| When KWG, Stockton, Cal., 
‘changed ownership recently, the 


‘new owners brought the change) 


to the attention of local retailers | e ABC's “Breakfast Club” devotes 


by having an attractive model de- 
liver gift boxes to them with a 
simulated pearl inside. With the 
pearl went a “pearl of wisdom,” 
a letter from Martin’s Jewelers, 
nine-year sponsor on KWG, and a 
certificate entitling each retailer 
to ten free spot announcements as 
a bonus with five or more bought 
at the regular rate. 


100-page publication on “Hun- 


for 50¢ with profits going to the 
International Rescue Committee. 
It carried no advertising. 


e On Dec. 3, WQXR, the New 
York Times station, celebrated its 


JOSEPH F. HOBBINS 


Advertising Manager 


ANACONDA COMPANY 


‘One target for our corpo- 
rate advertising is the core 
of the financial community, 
to keep them aware of our 
company’s progress, accom- 
plishments and aims. By 
advertising in Barron's, we 
reach many of the men to 
whom such information 
should be of first class inter- 
est. And when we talk to 
them—we talk to thousands 
of others as well.!’ 


Neary 75% of Barron’s readers 
acknowledge they find in Barron’s adver- 


tisements 


information they might not 


otherwise have. Here you can do a far- 
reaching job through a key circulation 
of men who have money to invest and to 


manage. 


BARRON’S —The Financial Weekly. 


Leaven of Capitalism 


The Administration Would It to TVA 
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BARRON'S 


NEW YORK 
50 Broadway 


CHICAGO 
711 W. Monroe St. 


BOSTON 
388 Newbury St. 


LOS ANGELES 
2999 W. 6th St. 


ATLANTA 
75 Eighth St., N.E. 
Blanchard-Nichols-Osborn 


, is read for profit! 


ADV. & P.R. EXECUTIVES 
We'll gladly send next 4 issues to 
your home, free, to acquaint you 
with Barron's profitable content! 


gary’s Fight for Freedom.” It sold 


20th year as the first radio station 
to specialize in the presentation 
of classical music and news. 


its Dec. 13 broadcast “to salesmen 
everywhere.” All ABC radio net- 
work salesmen have been invited 
to be in Chicago that morning as 
guests of the “Breakfast Club.” 


e WSDU, New Orleans, officially 
opened its new studios and offices 
at 521 Royal St. Dec. 8. 


e The Wall Street Journal soon 


e On Dec. 4, Life put out a special | will have new and expanded pub- 
lishing facilities for its Pacific 


Coast edition. A building at 1540 
Market St., San Francisco, ac- 
quired by the Journal for its new 
Pacific Coast headquarters, will be 
completely remodeled and con- 


|verted into a modern newspaper 


plant. 


e Department of New Laurels: 

With the largest January adver- 
tising billing in a decade, Good 
Housekeeping reports a gain of 
over $2,000,000 above any previous 
year in dollar volume and better 
than a 10% increase in its January, 
1957, issue. 

Total billings of CBS television 
spot sales are 21% higher in 1956 
than they were in 1955. 

True gained 19.2% in ad revenue 
during the second half of 1956 
over the like period in 1955. 

Gross sales billings for October, 
1956, reached alltime highs on 
both the radio and television sta- 
tions of Westinghouse Broadcast- 
ing Co. In radio, October,1956, sales 
figures showed an 11.6% increase 
over March, 1948, the previous all- 


NOT AN EYE CHART—This unusual 
promotion piece, which is exactly 
like a chart you see in the doctor’s 
office, says, with or without a mag- 
nifying glass, ‘“‘Don’t miss Electrical 
Merchandising’s_ statistical issue 
closing Dec. 5.” Handling the 
pointer is Harry C. Hahn, ad- 
vertising sales manager of the 
McGraw-Hill magazine. 


Hoover Breinholt 


Pulliam 


y 
CONTRACT YARDAGE—Eugene C. Pulliam, publisher of the Phoenix Re- 
public & Gazette, and Charles Hoover, advertising director, point to 
the final total of new ad contract business. The advertising depart- 
ment was divided into Sun Devil and Wildcat teams and the Wild- 
cats came out on top. Walt Anthony led the field with 13 new con- 
tracts. He is flanked by Leroy Breinholt and Irv Moore, team 
captains. In the 60-day drive there were 121 new contracts sold. 


time high month in the history of 
the corporation. In television, the 
October, 1956, total was 46% 
above October, 1955, the previous 
high television month. 

Two alltime McCall’s circulation 
cecords were established in the 
first nine months of 1956. Based 
on ABC figures, the magazine at- 
tained the highest nine-month cir- 
culation in its history with an 
average-per-issue circulation of 4,- 
786,000—an increase better than 
235,000 over the same period in 
1955. McCalls’ third quarter, 1956, 
set an even higher average-per- 
issue circulation of 4,822,000— 
highest quarter in the magazine’s 
history. 

On Sunday, Dec. 2, the Chicago 
Sun-Times published its largest 
issue, 312 pages. It contained 30,- 
000 lines more advertising than 
iny previous issue. 

Effective with the July 1, 1957, 
issue of Forbes, the guaranteed 


, circulation base will be raised 
|124%% to 225,000. At the same 


time advertising rates will be 
raised 10%. 

A 31% increase in advertising 
volume is reported by Offset Du- 
plicator Review for the 12 issues 
of 1956 over the similar 1955 pe- 
riod. In pages of advertising the 
increase is from 363 pages in 1955 
to 476 pages in 1956. 

Vogue, for the 12-month period 
ending December, 1956, carried a 
total of 1,798 advertising pages. 
This total represents a 90-page in- 
crease over 1955. 

The Chicago Tribune published 
the greatest volume of advertising 
ever presented in a single daily 
issue of the newspaper on Thanks- 
giving Day, 1956. Reports from 
Media Records Inc. set the ad vol- 
ame for that day at over 340,000 
.ines. This is an increase of 20,000 
lines over the record set last 
fhanksgiving Day. 
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Nerth American Van Lines’ 
specialized Exhibit Display 


Service pampers exhibits... 
provides faster, safer han- 


dling by trained personnel. 


For complete information on NAVL 
Exhibit Display Moving Service, 
phone your local NAVL agent—or 
write us, in care of Dept. AA-126. 


Let North American 
“WIFE-APPROVED” 
MOVING SERVICE 
deliver your exhibits... 


SAFELY —ON TIME! Today, your valuable ex- 
hibit displays can have the same kind of handling 
Mrs. Homemaker approves for her fine furniture. 
Specially trained NAVL personnel will handle your 
displays — door-to-door — in modern, built-for-the- 
job North American padded vans! 

Saves time, reduces over-all costs! There’s no 
local drayage nuisance . . . no crating costs involved 
in most instances . . . your own personnel is freed 


for sales contacts. 


COPYRIGHT 1956, N. A.V. 4. 


NORTH AMERICAN VAN LINES, INC. 
World Headquarters: Fort Wayne 1, Indiana 
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Harry Souder, 68, 
‘Poultryman’s’ 


Founder, Is Dead 


VINELAND, N. J., Dec. 4—Harry 
James Souder, 68, publisher of the 
Poultryman, national weekly busi- 
ness paper, died Dec. 2 at Newcomb 
Hospital here, following a heart 
attack. 

Born at Millville, NJ., Mr. 
Souder worked on the Millville 
Evening News, the Vineland Re- 
publican and the Vineland Evening 
News as a young man. Later he 
operated a syndicated newspaper 
and an advertising and publicity 
organization here. 

In 1925 he founded the Vineland 
Post, a weekly, which later became 
a daily. The Post was absorbed in 
1933 by the Vineland Journal. Mr. 
Souder then started the New Jer- 
sey Poultryman. Its circulation 
grew from 880 readers in South 
Jersey to more than 50,000 
throughout the country each week. 


rranged for a fifth edition to be 


South. 

In 1953, Mr. Souder received the | 
New Jersey Poultry Assn.’s highest | 
award for distinguished service to 
poultrymen. 


HARRY T. MITCHELL 

Cuicaco, Dec. 4—Harry T. Mit- 
chell, 63, veteran Chicago and De-_ 
troit adman and advertising execu- | 
tive, died Nov. 29 in Veterans Ad-| 
ministration Research Hospital. Mr. 
Mitchell worked for Dunlap-Ward | 
Co. and the old J. Stirling Getchell | 
agency prior to joining the old 
Green, Fulton, Cunningham agency 
here. In November, 1933, Mr. Mit- 
chell and Karl A. Frederick, who 
were principals in GFC, changed 
the agency’s name to Frederick & 
Mitchell, with offices in Chicago 
and Los Angeles. 

Frederick & Mitchell folded in 
Oct. 1, 1935, when it lost the Nash 
account to J. Walter Thompson Co. | 
Mr. Mitchell rejoined Getchell and 
was manager of the agency’s De- | 
troit office. In 1942, he resigned to 
join Thompson. Mr. Mitchell head- | 
ed JWT’s Detroit office in 1942 and | 
1943 and then returned to Chicago. 


He was an account executive and © 


vp of JWT until his retirement in | 
April, 1952. 
RUSSELL W. SEE 

New York, Dec. 4—Russell W. | 
See, 56, account executive with | 
Robert B. Grady Co. and a forme: 
partner in the agency of Winter- | 
nitz & See, died Nov. 27 of a) 
heart attack while on the way to | 
his office. 

Born in White Plains, Mr. See 
saw service during World War I 
and was a lieutenant colonel in 
the New York state guard during 
World War II. He worked in the 
advertising department of E. I. 
du Pont de Nemours & Co. as a 
young man and later was associat- 
ed with the American Radiator Co. 
here. Shortly after World War II 
Mr. See and Robert Winternitz 
organized their own advertising 
agency. It was liquidated about 
three years ago, and Mr. See joined 
the Grady agency. 


ERNEST BUTT 

Boston, Dec. 4—Ernest Butt, 48, 
promotion manager of the Boston 
Record-American-Sunday Adver- 
tiser, died at Newton-Wellesley 
Hospital Dec. 2. He had served as_ 
promotion manager for the Boston 
Hearst papers for nine years. He, 
was a native of Chicago and a 
graduate of Northwestern Univer- 
sity. 

Since joining the Boston Hearst 
organization, he had resided in 
Wellesley. He was in the midst of 


a promotion campaign for the 
Hearst newspapers. 


Ag 


J. P. FEYEREISEN JR. 

Bripceport, Dec. 4—J. P. Feyer- 
eisen Jr., 41, personne] director 
and advertising manager of 
Sprague Meter Co., Bridgeport, 
died of cancer Nov. 25 in New 
York Hospital after an illness of 
several months. He joined the 
Sprague organization in 1938, fol- 
lowing art study in Chicago and | 
Providence. 


WASHINGTON, Dec. 4—Rudolph 
M. Kauffmann, 73, vp of the Eve- 
ning Star Newspaper Co., died 
Nov. 29 after a lengthy illness. 


dolph Kauffmann, former manag- 
ing editor. 


literary editor, he became secre- 
tary of the company in 1927, and 
vp in 1949. He was senior member 
of the Star’s board. 


‘Willis Names Oakland, Murphy 


Minneapolis agency, has appointed 
| Ronald H. Oakland to the new post 
RUDOLPH KAUFFMANN ‘of creative director. Mr. Oakland 
formerly headed the Willis agricul- 
tural marketing division. Willis al- 
so has appointed Kevin Murphy, 
previously a copywriter with Knox | 

He was the grandson of Samuel | Reeves Advertising, an account| 
Hay Kauffmann, first president of supervisor on food product ac- | 

the newspaper, and the son of Ru-counts. 


After serving as a reporter and 


Herbert Willis & Associates, 


El Paso leads ALL Texas military 
installations in payroll expenditures 
—totaling $6.4 million monthly for 
Ft. Bliss alone. 


This is a swell place to do Business! 


The El Paso Tiines 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATIONS LARGEST TRADE TERRITORY 


TWO Separate Newspapers-@ One LOW 


ONE MILLION DOLLARS 


one day, one store, one medium... newspapers! 


i 


THE DAY AFTER THANKSGIVING Atlantians embarked on a 
spending spree unequalled in the city’s history. One 
store alone, Rich's, smashed all records Friday in re- 
porting net sales in excess of $1,000,000 for the single 
day. It is a feat unparalleled in the history of merchan- 


dising in the South. 


The After-Thanksgiving Clearance and Sales event 
is a promotion of The Atlanta Journal and The Atlanta 


Constitution, in cooperation with Atlanta merchants. 
All advertisers reported record sales Friday. 

Atlanta's population is up, so is employment. Wages 
are higher than ever before. So is the circulation of the 
South's largest newspapers — 449,335 daily, 506,205 


Sunday. 


Che Allanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Reoresented by Kelly-Smith Co. 


Circulation: 449,335 Daily + 506,205 Sunday (A.8.C. 3/31/56) _ 
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100 
West Coast Dailies’ National Rates SE SOm one Of Hotel and Gommvet £4 Pipes 
West Coast Dailies 
it 7 ’ , 
Average 89% Above Local: Survey Reprinted from ‘Pacitic Northwest Business 
SEATTLE, Dec. 4—National ad-|not difficult to see why national 
vertisers using West Coast daily |advertisers question a differential Retail Rate* Retail General Rate General** er a 
newspapers pay a rate that aver-jof 100% or more ... As a result Paper | (Column inch) Milline (Column inch) Milline Over Retail 
ages 89% higher than that paidjan incentive is provided for man- ina 
by large local retailers. “It is ap- ro gree tere om agg A. City and Retail Trading Zone Circulation of 200,000 or Over. Si 
_ parent that some newspapers arejing throu a lim number o 
basing their differentials between |outlets, to release their advertis- } * is ‘ 3 130 * % 108 1” 
retail and national rates on what|jing under a retailer’s name to : $3 1.82 40.92 2.63 13.9 
the traffic will bear.” qualify for local rates. 
This is the conclusion drawn| “It appears likely that some Av. 6.00 1.41 10.71 2.56 2.5 
a study of local and general| West Coast dailies are charging 
cannons hack made by ae on what the traffic will bear in mar- B. City and Retail Trading Zone Circulation of 100,000-199,999. os lane Ocak ened 
Wagner, professor of marketing at kets in which they dominate or , $3 29 $2.27 97.00 9.82 isa. ARTHUR * CURRA e 
the University of Washington col-|have no competition, reasoning 2 3 60 1.78 7.42 3.64 106.1 advertising manager of White sew- 
lege of business administration.|that relatively high national rates a He iS ry 34 ing machines and Apex home ap- 
The study is published in “Pacific} will not lose much outside reve- 5 4.13 2 02 8.12 3 98 96.6 pliances by White Sewing Machine 
Northwest Business,” ase nue. ie = +g - -e =e! Corp., Cleveland. Mr. Curran for- 
liege’s bureau o} 8 4 2.49 7.42 4.26 70.5 ; 
ese = “On the other hand, feeling that} 9 | 44 169 8.40 317 875 an cgay ofp 
10 4.55 2.30 9 80 4.% 115.4 home appliances division of Apex 
the retell sdvete =f 68) lit 5.81 247 11.20 2.18 o2.8 Electrical Mfg. Co., recently ac- 
@ The study was based on rate|more steady, consist dvertiser, - ass on PY 4.00 7.3 tol aa ¥ A v 
* information from 49 of the 55]/some papers set the ate struc- * : . . . 6 may bare poe nas ee 
new: rs with a city and retail|tures to encourage a greater vol- - Eo . E. » 
adie seen siniehadiedi of more| ume _ scans ee this C. City and Retail Trading Zone Circulation of 50,000-99,999, of White, continues as sales pro- 
than 15,000 in Washington, Ore-|source.” 1 $1.95 $3.97 $3.62 $8.19 86.7% motion manager. 
gon and California. "rang too The survey also covered avail- ; am LS : ie | as 
the study, the retail rate was/ability and charges for color; pre- ‘ 300 2 26 742 5.59 147.3 Tri 7 
based on the charge made to an|miums for special position and : tiangle Shifts 
advertiser who uses 20,000 column | availability and charges for split- wi Me ae Ni oe ma Execs to Binghamton 
inches (280,000 lines) a year. run advertising. D. City and Retail Trading Zone Circulation of 25,000-49,999. 
Highlights of the study: - — ° Ps : » 
wi geonaehe by which the gen- 1 $ 81 $2.21 $1.54 $4.19 164.2% in Station Strike 
Cudahy Profits Are Up 2 1.32 3.44 2.52 6.53 91.0 
eral rate exceeds the retail rate| “ Por the fiscal year ending Oct. 3 138 3.09 2 36 5.37 71.0 BINGHAMTON, N. Y., Dec. 6—Tri- 
varies widely among newspapers | 97 Cudahy Packing Co., Omaha, ‘ 1.40 3.06 2.38 $.20 70.0 angle Publications, Philadelphia, 
regardless of size. In four Califor- reports an increase in net profit é 1.50 2 86 2 94 5 61 96.0 has transferred executives from its 
nia newspapers, for example, and a decline in dollar sales. Sales 7 1.74 4.32 2.52 6 23 4.9 Philadelphia operations to Bing- 
with a city and retail trading zone | _14 revenue for 1956 were $291,- 3 eo iy Fo > as hamton to assist the regular super- 
circulation of more than 200,000, | 111 951, for 1955, $308,142,455. Net 10 2:40 5 86 910 =| (22.39 279 2 visory staff of its strike bound 
ee ee ao sates Sag pall ae profit for 1956 was $6,137,335, or ae nes ad 2 | 7.00 | pay stations, WNBF and WNBF-TV, in 
rove g ved ps $3.69 a common share, compared to maintaining broadcasting sched- 
the retail rates. The average waS/the 1955 figures of $2,702,755, or , ee BE es ules. 
82.1% higher. $1.46 a common share. The 1956 sel Ct + ie cnet esc t George R. Dunham, general 
profit includes a gain of $869,611 1 $ 65 $3.14 $1.33 $6.48 104.6% manager of the stations, confirmed 
ra gS ot Prac Dont Ravan Moo “ie realized through sale of capital ; ‘3 :-= . Ss 4 the transfer as the strike by 35 
100 Pcs . 600. the excess var~ stock of the Purex Corp. According 4 87 32 1 68 6 08 931 unionized employes entered its 
ied from 45.2% to 124.5%; the av-| © Cuday’s annual report, the ‘otal ; on $30 80 2 2077 fourth day. 
differential was 97.3% volume of edible products sold . 93 3 86 1 40 $93 29.2 Mr. Dunham emphasized that 
"a yer po th 50,000 t during the year was slightly great- 8 4 3.36 1.68 5.92 78.7 the transferred men are not an- 
90 eee vn = 4 sedis 4 vega on press er than the preceding year, though B ‘a 3 2 ys A+ nouncers or technicians. He de- 
the een ton Bem Sele ele eue mete wmv es) | fe | te] S| te | gt | sized toaay bow many extra per. 
147.3%; the average was 87 8% lower than 1955. “The reduction in 3 1 20 405 16 572 400 sons are involved, but he said all 
ta 1 0 as wspapers in the 95 000 dollar sales is directly attributable 14 1.25 4 3 3 0 ; : H « ° are supervisors or executives. 
es’ 6800 bracket. the ramee west” the lower level of prices during 4 = 3 eo -¥7 es No joint session has been sched- 
u — i the year. Abundant supplies result- 17 1.45 4.37 2.38 7.15 64.1 uled to iron out the contract dis- 
een: Pg Pte = pai to ed in lower livestock and meat 4 ; b~ 2 ; D3 3 = 1 pute. Striking employes are mem- 
oT eae ae rices,” the report says. 20 1.72 5.70 2 66 8 80 54.7 bers of Local 26, National Assn. of 
In 20 dailies in the 15,000 to|? eondideth ineatres mak Sadie 
24,999 bracket, the range was Av. 1.09 4.36 1.98 7.77 80.8 cians 
from 29.2% (the lowest for any|BBDO Boosts MacDonald, : 
newspaper) to 207.7%; the aver- | Schmelzer; Elects Head VP *Based on annual contract rate for 20,000 inches. “7 ae bee Messe Bi mne ro 
age was 80.8%. Wallace MacDonald, formerly **Agency commission and cash discount not taken into m general milline rates. te ‘Stake — pec wa wort = 
assistant to the manager, has been fits and job upgradings 
® The one daily whose national |named head of the Atlanta office 
rate was nearly four times the|of Batten, Barton, Durstine & Os-| Dixon, Crayon Merge Previdi Is Lee Hat President Ge 1 Mills N Fish VP 
local rate also had the highest|born. He succeeds Lee Offen, who| Directors of the Joseph Dixon| Directors of the Frank H. Lee | 7@@@Fa = wames 
general milline: rate among all 49|moves to New York as account| Crucible Co., Jersey City, maker of |Co., Danbury, Conn., hat manufac-| James S. Fish, director of ad- 
in the study, $22.39; this rate was|executive on Philco electronics. | drawing and color pencils, and | turer, have elected John P. Previ- | vertising of General Mills, has 
in excess of three times the aver-| Robert Schmelzer, account|American Crayon Co., Sandusky,|di president. The post has been | been elected a vp of the company. 
age for its circulation group. group head at the agency, now |O., manufacturer of chalks, crayons|vacant since June (AA, July 16,|Mr. Fish, who joined the General 
Prof. Wagner cites the conven- | includes Eagle Pencil in his group. | and paints, have approved merger Sept. 17) following the resigna-| Mills advertising staff in 1938, 
tional reasons why general or na- | Ralph Head, recently named direc-| plans whereby Dixon will acquire | tion cf James B. Lee. Mr. Previdi,| WaS named advertising manager 
tional advertising rates are higher | tor of marketing at BBDO, former-/ the assets of American Crayon by |a member of the board, also oper-|of home appliances in 1946. He 
than retail rates, then observes: | ly handled Eagle Pencil. Mr. Head | an exchange of stock. The proposal |ates John P. Previdi Co., office| was appointed assistant director 
“Even when the above factors/also has been elected a vp of the/| will be presented to a special stock-| supplies, and is president of | of advertising in 1954 and became 
are taken into consideration, it is! agency. holders meeting. |WLAD, Danbury radio station. ‘director in 1955. 


Whitman Davis 


FOREIGN TRADERS—One of the features of this year’s 
National Foreign Trade Convention (AA, Dec. 3) 
was a session on public relations overseas. Fred 
Fremd, pr director of the National Foreign Trade 
Council, arranged the session. Participants included: 
Frederik DeCoste, associate director, trade relations, 


Lurie 


Barrett 


NFTC; Edward W. Barrett, dean of the school of 
journalism, Columbia University; Barclay Acheson, 
director of the international editions of the Reader’s 
Digest; David D. Davis, Standard Vacuum Oil Co.; 
Edmund S. Whitman, United Fruit Co., and Richard 
Lurie, editor of American Exporter. 


Trauth 
INTERNATIONAL FRONT—Three active 


Kendall 
participants in the 43rd National 


Foreign Trade Convention at the Waldorf-Astoria were William H. 
Trauth, Washington manager of Alcoa Steamship Co., who described 


Alcoa’s merchandising operations 


in the Caribbean; Clarence A. 


Kelso, ad director of the export division of Chrysler Corp. (AA, 


Dec. 3), George E. “GE” Kendall, 
manager of International General 


advertising and sales promotion 
Electric Co. and president of the 


International Advertising Assn. 
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4 Harder Try by 


Car Salesman Is 


f Urged by Colbert 
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Stress Cars’ Merits to 
Make ‘57 Second Best 
Year: Chrysler Head 


New York, Dec. 5—Automobile 
sales in 1957 could reach the sec- 
ond highest figure in history— 
second only to 1955’s record-break- 
ing total—according to L. L. 
Colbert, president of Chrysler 
Corp., but it all depends upon the 
extra effort of individual salesmen. 

Speaking before the Sales Exec- 
utives Club, Mr. Colbert today said, 
“The opportunity is very great— 
but to cash in on it—to bring 1957 
in shooting distance of 1955—will 


_ take a solid selling effort all down 


» the line.” 


\ Mr. Colbert said that in 1955 the 


" uf ntire industry sold 7,400,000 new 


cars at retail, compared to an esti- 
mate of 6,000,000 cars in 1956. He 


dications the retail market for cars 
in 1957 should be bigger than 1956 


a indicated that by all present in- 
: 
2 


“by a substantial margin.” 
Challenging salesmen in the 
years immediately ahead, as well 
as in the long-range future, he said, 
are the impressive gains made by 
business in other fields—in pro- 
duction, in research, in the art of 
pre-selling and in methods of mov- 
ing, handling and displaying goods. 


s “All these things have contribut- 
ed to building a big American mar- 
ket. But to keep the market grow- 
ing, as it will have to grow to keep 
this economy healthy, we are going 
to need that extra effort from the 
individual salesman who knows 
how to find his prospect—how to 
transform an interest in a product 
into a decision to buy—and how to 
close a sale.” 

Chrysler Corp. dealers, Mr. Col- 
bert said, placed more than 350,000 
orders for 1957 Plymouth, Dodge, 
DeSoto, Chrysler and Imperial cars 
in the first 30 days following their 
public introduction Oct. 30. By the 
end of December, Mr. Colbert said, 
his company expects to have 
shipped more than 250,000 passen- 
ger cars to its U.S. dealers. 

The address by Mr. Colbert was 


Y 
On Wheels! 


Ever thought about putting 


your company y, on 
wheels to cover your 
markets? 


Read how Texboro, a manu- 
mn ye to Ag wesene, SE, 
ut their display in a 
falbie to cover the fair cir- 
cuit. 
This fast-mo article starts 
on page 91 of the December 
issue of ADVERTISING RE- 
QUIREMENTS. Just one of 
the many fine articles about 
advertising production, pro- 
motion and merchandising. 
Each issue of AR covers 
an adman does 
except buy time or space. 
Not a subscriber? Then cli; 
this ad and mail it today wi 
your $3 check. A full year’s 
(12 issues) trial will 
with the big December issue. 
Your money back, of course, 
if you’re not delighted. 


Advertising Requirements 

The Workbook of Advertising 
anagement 

200 E. Illinois St. Chicago 11 


the first in a series of top level 
talks and events presented by 
members of the automobile indus- 
try before the opening of the na- 
tional automobile show, to be held 
Dec. 8-16, at New York’s Coliseum. 


@ Mr. Colbert said the basic reason 
for his optimism about 1957 is that 
the national economy is prosperous 
and gives every indication of con- 
tinuing to be prosperous. 

But, he said, we are entering a 
period when emphasis must be 
centered on developing top per- 
formance in the arts of selling, 
with more attention being paid to 
demonstration rides, follow-up at- 
tention to old customers and more 
practical knowledge of the product. 

“As I see it,” Mr. Colbert said, 
“in the automobile business there 
is going to be a big difference be- 
tween the kind of selling we do in 
1957 and the kind of selling too 
many people resorted to in 1955. 

“T think the industry as a whole 
realizes that no lasting good can 
come from dangling gimmick deals 


before the customer—with nothing 
down, mink coats and free trips to 
Cuba as come-ons, instead of stick- 
ing to our business of selling auto- 
mobiles on their merits.” 


Bresnick Names Luttinger 

Bresnick Co., Boston, has ap- 
pointed Phillip Luttinger director 
of research and media, succeeding 
George Carroll, who has been ad- 
vanced to director of marketing 
and sales development. Mr. Lut- 
tinger joins the agency after 10 
years with Richard Manville Re- 
search, New York where he was 
director of resear-h. 


Keebler Launches Campaign 
Keebler Biscuii Co., Philadel- 
phia, plans an “ex ensive” holiday 
advertising and merchandising 
campaign during Lecember to pro- 
mote its Town Hot se crackers. The 
campaign include. radio and tv 
spots in Keebler’s «| istribution area, 
newspaper ads, «operative ads, 
and point of purch.se materials. 


101 


No. 78 of a series 


The NEWS of the Rockies 


Ist 9 months this year, 116 general and 
automotive advertisers, using’ both pa- 
pers, placed more space in the News 
than in Denver's evening newspaper. 


k 


fountain. 


like COLUMBUS DISPATCH ROP Golor... 


Advertising that “stands out” corners the most 
attention, the most sales. Your product will 
“stand out” in increased sales, when you use 
Dispatch ROP Full Color to more effectively 
sell the rich Central Ohio Market. Write for in- 
formation today! 


Columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily . .. 9 out of 10 on Sunday 
National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, 


Los Angeles, San Francisco. 
McAskill & Herman, Inc., Miami Beach. 
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Keeping off the spot by being on it 


A book of statistics might reveal to you that there are some 
5,333,000 bicycles in Holland. 

But until you saw the slots built in the sidewalks for parking 
them, you'd find it difficult to realize how widespread a mode of 
transportation the bicycle is to the Dutch. 

That's why, in addition to reading research reports, we like to 
get our people out in the field. There’s nothing like first-hand 
information to avoid second-guessing. 


DONAHUE & COE, INC. 
Advertising 
NEW YORK ATLANTA MONTREAL 
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Feature Section 


Salesense in Advertising ... 


dvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Appeals to Reason Are Not 
Opposed to Appeals to Wants 


By James D. Woolf 
Advertising Consultant 

H. A. Overstreet, my favorite modern 
philosopher, once wrote a book, “Influ- 
encing Human Behavior,” that I prize 
very highly. I can think of few books 
that have been more helpful to me as 
an adman. 

Reading it again last 
night for the fifth or 
sixth time, this para- 
graph captured my at- 
tention: 

“What is there in the 
contention that we 
ought to appeal to the 
reason of people rather 
than to their wants? 
As a matter of fact, 
there is a great deal 
in it; only it is unfor- 
tunately expressed. It seems to oppose the 
‘reason’ of people to their ‘wants.’ But 
no appeal to reason that is not also an 
appeal to a want can ever be effective.” 

“Wants,” said Overstreet, pertain to 
such emotional things as comfort, appe- 
tites, sex, affectionate devotion, security, 
social esteem, pride in appearance, etc. 


James D. Woolf 


I always have believed that any piece 
of reason-why copy worth its salt appeals 
to a want and has emotional impact. 

Writes Overstreet: “Thought (reason) 
is, at bottom, an instrument of action; 
and action, whatever it may be, springs 
out of what we fundamentally desire. 
There is, indeed, a place in life—a most 
important place—for pure thought— 
thought, that is, which has no interest in 
immediate action. But for the most part, 
thought (reason) is, for us, an instrument 
of exploration; it enables us to see more 
clearly ... how we may best go.” 

Sums up Overstreet: “No appeal to a 
reason that is not also an appeal to a 
want is ever effective. That o to dis- 
pose of a good deal of futile ar » 
ought to put an end to most of the angry 
denunciations and bitter sarcasm where- 
with we infuriate each other.” 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IU., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Looking at Radio and Television ... 


Ratings Needlessly Confuse Sponsors 


By The Eye and Ear Man 

As the new ratings are published for 
the first lap of the 1957 television season, 
the cries of anguish from producers, 
sponsors, and networks sound like the 
original wailing wall at peak season. The 
causes of the breast beatings are many, 
but principally it is disappointment at 
not being in the magic top ten. 

One of the basic causes of the suicidal 
tendency on the part of many courageous 
ones who decided last spring to take a 
chance on a television show and time 
spot is the lack of sufficient reliable 
evidence on which to base an opinion. 
Consequently there is a grasping at 
straws by the untutored client fed by 
the equally unknowing trade paper critics 
or columnists and, believe it or not, by 
network executives whose knowledge of 
research is limited to a long forgotten 
Math 1 course in PS. 13. 

Since the rating service subscribed to 
by the great majority of advertisers, Niel- 
sen, is a month behind the times and 
since the earliest Nielsens reflect the 
freak daylight saving time in the East 
and lack or delays in some areas, almost 


everybody grabs at the only available 
quick service, Trendex, and all hell breaks 
loose. 


= It has been explained here and it will 
be once again, that Trendex is a tele- 
phone coincidental survey representing a 
random sample of homes in the metropol- 
itan areas of 15 cities in the eastern and 
central time zones. In those areas, with 
an adequate size sample, it attempts to 
measure the popularity of programs which 
compete on a more or less equal basis 
with other programs on other networks 
or independent stations. It is equivalent 
to Nielsen flow charts of program popu- 
larity. 

It should be remembered that this serv- 
ice is not national and cannot measure na- 
tional ratings. In all fairness to Trendex, 
it has never claimed to be translatable in 
terms of circulation or national ratings, 
nor are they in any respect translatable 
into Nielsens. To use one example, the 
Trendex service gave “Playhouse 90” of 
CBS an exceptionally good rating, while 
Nielsen average audience placed it as 
average or less. 


Copy the Rule-Breaker: O'Meara 


TV Ratings Are Confusing 


If the program—such as “I Love Lucy” 
—receives an extremely high rating in 
Trendex, it will probably get a high Niel- 
sen; conversely an extremely low Trendex 
will mean a low Nielsen but, in between 
where the bulk of this year’s crop of 
shows lies, it is untranslatable and unpre- 
dictable. 


= It has been said frequently by critics, 
and hotly denied by producers, that this 
is the dullest new television season of 
them all. The critics are, of course, talk- 
ing like critics. They have never repre- 
sented the people. The facts are that sets 
in use are probably going to be a little 
higher, due to the fact that there is more 
programming of better quality than ever 
before in terms of relative measurement. 

Competition is so keen that the days 
of a hot show running away with ratings 
are over. As often stated here, the shows 
are going to compete on an equal level 
from this point on. The addition of 
feature movies in prime time on inde- 
pendents further tends to level off in- 
equalities. ABC again has taken steps, 
principally with Westerns, to match and 
sometimes pass the majors. 


= What does this mean to an advertiser? 
In the first place, he must forget about 
percentages and top tens and the pride 
of ownership of a hit show. The odds are 
160-1 against getting to be No. 1. He 
must remember that he buys television 
to reach people in order to try to sell 
them his merchandise. He, therefore, 
should confine his quantitative analysis to 


Keep It Clean, Pinson Advises 


What Guarantee Is Population jump? 


how much the show costs divided by the 
number of homes it reaches. The idolatry 
of percentage ratings and position must 
crumble. Circulation is the key to success. 


® A very good television buy now ex- 
ceeds the circulation of the Reader’s Di- 
gest. A pretty good buy is between 7,000,- 
000 and 10,000,000 homes tuned to the 
average minute, and a lowest category 
buy should range between 4,000,000 and 
7,000,000 homes each time the program 
is being telecast. 

Even disregarding the impact of mo- 
tion and sound and a minute of sell, 
television represents a good media buy 
on a cost basis. While advertisers should 
be alert to opportunities to buy into the 
top rating shows, they must coldy evalu- 
ate the buys they have in terms of what 
the same dollars would buy if applied 
to other media. 

It is possible to predict that ratings will 
continue to level off. An average of 6,- 
509,000 homes will be achieved during 
the October, 1956, through Sentember, 
1957, period. Tougher competition will 
pull down the leaders from their peaks, 
and improved programs with fuller net- 
work coverage will pull up the bottom 
group. 

As television takes a step closer to the 
magazine concept, the brand insertions 
will be placed on a number of different 
programs to spread the risk. But even 
the low man on the 160-program totem 
pole is never a total loss. His television 
buy is still probably the best investment 
of his advertising dollars. 


Just Looking... 


In the course of a life ill-spent in 
advertising, I have collected a lot of 
rules that make copywriting a lead- 
pipe cinch. 

For the benefit of younger copy 
hands, I am now revealing some of 
these “tricks of the trade,” as we old- 
timers call them, in the hope of im- 
proving the questionable quality of 
the current copy output. Here they are: 


= Rule No. 1. Every headline must 
contain a verb. Example: “The Man in 
the Hathaway Shirt.” 

Rule No. 2. Never ask a question in 
a headline. Example: “Which Twin 
has the Toni?” 

Rule No. 3. Keep the name of the 
product out of the headline. Example: 
“That Ivory Look—so fresh ...so clear 
... So easily yours.” 

Rule No. 4. Ten words is the max- 
imum length of a headline. Example: 
“No other leading toothpaste cleans, 
cleans, cleans your breath while it 
guards, guards, guards your teeth like 


By Walter O’Meara 


Colgate Dental Cream.” 

Rule No. 5. Shun the negative ap- 
peal as you would the plague. Exam- 
ple: “Don’t be half safe—use Arrid to 
be sure!” r 


® Rule No. 6. Humor in copy never 
sold anything. Examples: Piel’s beer, 
Jell-O, United Fruit, Puerto Rican 
rums. 
Rule No. 7. Nobody reads copy any 
more. Examples: Campbell's soup, 
Equitable Life, Ford (on that long left 
turn). 

Rule No. 8. Photographs are always 
more convincing than drawings. Ex- 
ample: Breck. 


@ The trouble with rules is, of course, 
that every once in a while somebody— 
like that Spaniard who whirls around 
three times and throws the javelir 
twice as far as anyone else—breaks 
them with sensational success. 

In that case, the proper procedure is 
quietly to copy the rule-breaker. 
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On the Merchandising Front... 


Does a Population Jump 
Guarantee Prosperity? 


By E. B. Weiss 


Consistently, over the years, I have 
made it regular practice to examine with 
a suspicious approach any dogma that is 
receiving well-nigh universal acclaim. I 
do this because I have found it sensible, 
for the long term, to 
agree with Wall St.’s 
position that mass 
opinion on economics 
is more a matter of im- 
itation and mob psy- 
chology than of logical 
reasoning based on 
facts and, therefore, is 
usually in error. I be- 
lieve that Wall St. in- 
cludes the mass opin- 
ion of the business fraternity as well as 
mass opinion of the broader general pub- 
lic in its cynical philosophy. 

In any event, ever since I have been 
regaled with the current multitude of 
wonderful forecasts of a prosperous future 
sparked by a remarkable growth in our 
population, I have wondered about the 
magical powers of a larger population 
automatically to assure eternal prosperity 
—at successively higher peaks. 


E. B. Weiss 


® Dimly in back of my head has been the 
realization that the most populous regions 
of this mortal coil tend to be the most 
poverty-stricken, And I have also thought 
back to the waves of immigrants who 
came to this country from Europe in the 
19th century because there were too many 
people in those nations! This was especial- 
ly true of Italy and Poland, neither of 
which has in the last 100 years racked up 
fabulous records of prosperity. Neither 
could I get out of my mind the recollection 
that the gates controlling immigration in 
this nation were practically shut because 
“we were growing too fast for our 
breeches.” 


® And I can recali, too, when both soci- 
ologists and economists were assuring us 
that America would be prosperous be- 
cause birth control would result by 1970 
in a stationary population and an actual 
declining population by 1980 (yes, statis- 
tics making these population trend predic- 
tions were as bountiful back in the early 
1900s as our present baby crop!) 

A few months back, a real haymaker 
was delivered against this new guarantor 
of perpetual prosperity in an article pub- 
lished in the Harvard Business Review 
and reprinted, in part, in ADVERTISING 
AcE. (I am divulging no deep secret when 
I relate that Sid Bernstein, editor of AA, 
and I had been corresponding about that 
very time on this very subject because we 
both were somewhat dubious concerning 
the presumed single-line up-trend in busi- 
ness that would stem forever and a day 
from an up-trend in population.) 


® AsI recall that article, one of its major 
points was that the very pressures of pop- 
ulation growth might involve such deple- 
tion of natural resources as to necessitate 
a drooping standard of living. Now I find 
still another line of reasoning concerning 
the relationship in this country between 
population growth and prosperity ever- 
lasting. This line of reasoning was pre- 
sented by a banker at a special soft lines 
conference arranged by Sears, Roebuck 
& Co. Inasmuch as the copy of the talk 
which I received is marked “Not for dis- 
tribution outside of the Bank,” I think I 
had better not identify the speaker any 
further. The date of the talk was July 26, 
1956. 

I should point out that only a minor 


part of the talk concerned itself with this 
subject of population growth. I should also 
point out that the italics in what follows 
are mine; bankers tend to frown on italics 
but I just adore them. And so, here, in full, 
is what this banker had to say on this 
“tranquilizing pill” which most of our 
business community has been swallowing 
with appropriate results, as fed to them by 
our professional oracles—our economists: 
“Another reason, frequently given for 
the brilliance of the future, is the rapid 
growth of our population. This is a most 
important factor, but its stimulating in- 
fluence may sometimes be exaggerated. 


s “It is difficult not to emphasize it, for 
our population is now increasing at a rate 
of about 2,812,000 a year. While that sta- 
tistic is relatively dull, it is stimulating to 
consider that next Thursday and every 
week thereafter until 1965 there will be 
54,000 new customers for Sears and the 
rest of American industry. To express it 
another way, some observers state that it 
is as though we added another Jackson- 
ville, Fla., or Richmond, Va., every month, 
or another Pittsburgh or Milwaukee every 
three months. 


s “Now that does sound exciting. If we 
were to add such a city with its large 
working population, its mills and fac- 
tories, it would be a tremendously stimu- 
lating influence on the economy, for it 
would add to our already high rate of pro- 
duction, and production is the key to eco- 
nomic well-being. 

“But we aren’t adding a Pittsburgh or 
Milwaukee every three months. What we 
are adding is thousands of babies. Auto- 
mation is progressing rapidly, but the 
principal cause of population increase is 
still through an old-fashioned method 
which results in a final product which is 
an utterly dependent consuming but non- 
producing baby. 

“Adding 2,800,000 babies to the popula- 
tion does not aid the economy—it de- 
presses it, for its immediate effect is to 
reduce the standard of living. 

“You may recall from your college eco- 
nomics courses, the story of the early 
communal experiments in this country, 
several of which failed for the simple 
reason, that, relieved of individual re- 
sponsibility as parents for feeding their 
children, couples produced at a high rate, 
and the community found itself with such 
a large number of non-productive chil- 
dren that it could not adequately feed, 
clothe and house them. 


s “Imagine yourself and your wife on an 
island—two to work, two to be fed, 
clothed and housed. As soon as a baby is 
born, there are still only two to work, but 
there are now three to be fed, clothed and 
housed. The net effect is that you and 
your wife will have less to eat and less to 
wear and less room. 

“The increased birth rate is not the only 
cause of population growth. Our life ex- 
pectancy (at birth) has increased since 
1941 from 62 to 70. This increase in life 
span also adds to the size of our popula- 
tion—but primarily our non-productive 
population. 

“I don’t wish to sound too pessimistic. 
The working population is, in fact, in- 
creasing and will for the next decade, but 
it has been decreasing in proportion to the 
total population. 

“The working population (20 to 64 
years of age) is expected to increase by 
crease of about one and a half times that 
only 10,000,000 as compared with an in- 
amount, 14,000,000 in the .other age 
groups. In other words, 60% of the expect- 
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The Creative Man’‘s Corner... 
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And You'd Better Be 


The cigaret people have 
introduced some pretty tough 
looking characters into ad- 
vertising—including men 
who work in sewers. But it 
remained for a liquor com- 
pany to feature a real mean, 
nasty looking hombre in its 
advertising. This sneering in- 
dividual looks contemptu- 
ously at his partner in the 
illustration and says, in the 
year’s outstanding condition- 
al greeting, “Welcome, 
brother, if you’re a Bourbon 
man.” 


The copy explains: “To a 
Westerner, hospitality with- 
out Bourbon is like a hand- 
shake without warmth.” 
This, we fear, is going to 
alarm (and maybe alienate) 
a number of martini-quaff- 
ing occupants of San Fran- 
cisco, Los Angeles, Tucson 
and Phoenix. We’re confi- 
dent, however, that unless 
the other \individual in the 
illustration takes a snort of 
Bourbon, things will go 
badly for him—for the hom- 
bre on the fence has a length 
of rope coiled significantly 
around the bottle. 


It is entirely possible this 
ad will not stir up interne- 
cine warfare between East 
and West as once split North 
and South. But we sure won- 
der what stroke of genius 
ever put an ever-loving ad 
like this into Ebony mag- 
azine. 


ed increase will occur in the “dependent” 
age classes—older, retired, and the infant 
groups. We face the possibility that the 
proportion in the dependent age group 


Employe Communications... 


may not necessarily always be a buoyant 
factor.” 

“This suggests that population growth 
may increase even further in the future. 


Aftermath of a Strike 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A manufacturing concern in the East 
has just signed a contract with the union, 
after more than a month’s strike. Nearly 
4,000 employes were affected by it, and 
the agreement which was finally signed 
contained a few bitter pills for both sides. 
The union leadership is sullen because it 
was obliged to compromise on certain key 
demands. The company management is 
furious because in several clauses of the 
proposed contract it had to give instead 
of take. The 4,000 employes, who have 
gained little they couldn’t have had with- 
out-a strike, are mad at everybody, in- 
cluding themselves. 

This is the climate in which the com- 
pany hopes to rebuild good personne] re- 
lations. And how is the company doing 


it? By making no reference whatever to 
the matter, by assuming that the boys 
will let bygones be bygones, and by ac- 
celerating the production pace throughout 
the plant so it can recoup some of the 
losses caused by the strike. Is it making 
any effort to build a solid communica- 
tions foundation, so that a future strike 
might be avoided? Not the slightest. 


® The union leaders have crawled back 
to the union hall, to lick their wounds 
and to think. They have emerged from 
the skirmish with several liabilities but 
with some impressive assets as well. One 
of the major assets is the frustration of 
the hourly worker; it is the foundation of 
a promising employe discontent, and it 
can be made strong and secure in antic- 
ipation of contract negotiations less than 
a year away. 

This company has been through labor 


ae ney a ee 


a eh. SS as tes 6 RE A ee ee Os OOM aie tee Ee x ce On, - Sera tot iy ge a fe a aN * | an seh te er, ae ak a eRe Senta a a a ee ae 
we PS TRE TE es iO Re iD eee ih ache cS ee Bes ome SNS a TM oe Pelee: te, At ne _ ees 
et sea Fr < soa as ee > en : Roe ee EN 2: Oa ae Be te ty IS Sees a . Se 
oa ae ee sire “Aa sae ene ce Hots 4 ey. ee i rome eames Bee ae eS ae ee. ee ee Sl? ae ae 
Be tactical q . : 
a oe f 
pa caeey es 
sar ad Sy 
ee en Oe 
ie ' yg 
2) ae 
oe 104 ee 
oh oe 
Eat 2 2 PO OOD TT eT en ee i 
Bere. OO ‘ ] 
oaosee 
Sire 
= ese ; 
| 
awe Wx ) 
he 
ft ae 
Reh { 
/ 4 
mee | 
Bea 
oar aN 
es { 
hee . Ce eS ee F bias : 
met. Welcome, Awe 
- 0, he aie ’ i 
BW re ' 
es ¥ a 
fee 
otis 
Fs. Me Fs P ipeche yg Ae ens P vc 
iy an ng a aE 
VE ale 7 * ty 
ce ro ” . a 
Pekin oe " x fies 
oh Ph les a! ind e. gees 
a oe a ~ e M4 % 
ee oe ~“ nies S ee y 
st, ee of faa a : 
& .. sie Al +e ae ie a: a i; 
ae ihe mete cp FC 
a é e ree 
ce er ee * aie ae , ; 
1 ae te Cee 
0 oy ees \ Age Vogt. , 
Ps ae ‘ oe, * eS ne es, 
Se* cea ’ gt OT OP ees Se 
ae —— hit \ 
ne + — ~~ 
Fo sane = be i os ‘eet ae 7 
hear es ee. f 
ik we au ty -- aa aoe i 
Ges he: oe % ae: oe a i 
“ae is a) ee 
eee — . > nae 
eee: A -_ 2". ee } 
re : \ ia ee f] 
ones 7 are See ' 
oe 5 —— ee ee Bre, | 
Pe ee es 
eo. es 
Bak oe pe —s 
eek a. 
Bee To » Westerner, hompitality witht Bourbon 
wa gt ws bke a handshake without warmth | 
Ls gil h. = Otel Hickory shows you why. ' 
bee ie? i s« Great Bourbua ennched by extra year. i 
Te Bie The bent /riend coe corr hed. 
ae ss ‘ With it you redweover Manhattans, 
wee ae ea ¢ make Okt Fashneneds new 
Coed 
iN) eit 
jaa ait sonaauee ree sent cuseuse 
Fe ae. exost 
u = ‘ OLD HICKORY 
Cs oe P a ~ 
a wy ~ Ly 
pt. Oi ae 
t aeN eng 
fe Sey om vanes 
meee. Ke : 
pedi: ; ee ee ey 
AO Se eee 
Ot eae 
tee re, ‘ 
Leen e 
ae "4 
Pi. a 
Cae 
ean, 
Path vas 
poe 
ae ee i 
i oe ee 
at, te 
Bem, Sy 
eh. 
is | 
cy y Por: 
ag rhe 
oe Re, | 
er ; 
‘ec 
= Bs 3S! { 
‘05, ee 
hen ee ( 
Betis ot ion. > 
bie [ { 
e+ 
re , 
a 
ae oe | 
et ree 
- ree Beg Ms 
bees 
pateey ' 
ee 
ae eel , 
oat. 
087 Mees ra pa A ) 
$ a Nt ra 
ee 
eee 
a ee 
mac ‘ : 
cE ea { 
ee 
1a Poe 4 
fee vee : 
. ree” 
ie ae ; 
ae 
a ae 
oe 4 
We 
a4 re a 
(ee a 
4 So, - 
eee ar 
Si) Oe 
re coq! a 
a are 
a 
el 
a $e 
co tat aa, > 
hg > 
rare uae 
Hie Ie yy ae 
EY vi Sieg 
‘d % ks 
has Ped 
ae 
ri eee be 
Cree ae i 
PP ae ee 
CS 6 aa 
ata 
~ ee 
caer te us 
eg ae ‘ 
sy aad rE 
po a 
is 
eee 
NE ; 
‘Sa 
Sarre 
ae ; 
ae ae : 
it Uae = + ‘ ; : . 2 Oh eae ale 
CHA a ¥ yee ee I ,, sen 7 %-* od . c eS 7 7 1 2 oe - ~ ae Bri, ee ft ae 7 nn gary A 
Cl So Aa ee ee ee NS te Pe, eS em og a Beer cto: eee sgt eee eee S Ogee ener cee a 
OMe NS et on 2h one ae <2 eae ae ae 2 Ma ge iar! Ot eee eg ey ae eer ee | Sas oe oo a ies eS a sa 


eel a 


It’s wonderful to celebrate our 25th Anniversary 
as a successful business but it’s even more wonderful to know that most 


of our original clients have remained with us year after year after year 


Collins, Miller 
& Hutchings, Inc. 


America’s finest photoengraving plant for letterpress and gravure 


! 


333 West Lake Street, Chicago 6 
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difficulties before. This was not its first, 
but its third strike. At the end of every 
plant-wide work stoppage, the manage- 
ment has reactivated its “Work as usual” 
formula, but has never looked so much 
as a year ahead. 


8 No intelligent management rushes in on 
the heels of a strike to introduce a high- 
powered communications program with 
employes. It’s too soon, and the wounds 
are slow to heal. But the intelligent man- 
agement, sensing weaknesses in its exist- 
ing communications structure, will adopt 
sound measures to correct those weak- 
nesses. It will resolve to itself that no 
strike will ever occur there again, within 
management’s power to avert it, and it 
will then address itseif sensibly to the 
many means of prevention. 

In one of several wrathful moments, 


this particular company’s bargaining rep- 
resentative announced to the union nego- 
tiators that the company was actually in 
a “sound position to accept a strike—it 
will help the company work off its in- 
ventory.” This classic has already gone 
into the union’s dossier, and will be trot- 
ted out a year from now, when the naive 
confession of the management official will 
be turned into a bullet and aimed at his 
head. Meanwhile the union has some ex- 
cellent reasons for suggesting to the rank- 
and-file employe that perhaps the inven- 
tory should not be built so high again. If 
the company in the next few months wit- 
nesses a slowdown on the line, it will 
probably occur at the bidding of the un- 
ion, but the credit for the creation of the 
slowdown will be management’s. 

The pipe! of peace will not be smoked 
around this plant for some time. 


Questionnaire 


(to a potential customer) 


When did you last smoke a real cigaret? 
Where was the place that you bought 
it? 
What is the name of the last fish you et? 
Where is that place that you caught it? 


How many times do you brush in a day? 
Which headlines do you recall? 

Just what do 9 out of 10 doctors say? 
What is the driest of all? 


And if something new sauntered out of 
the blue 
Could we entice you to try it? 


When did you don that suit you have on? 
(And what in the world made you buy 
it?) 


Permission to probe your innermost 
thoughts 
Is oh, so essential, you see, 
And when I get through—why then 
thanks to you, 
To sell you is easy for me! 


Jutta PorRIcELLI, 
Corona, L. I., N. Y. 


Looking at the Retail Ads 


By Clyde Bedeli 
(Mr. Bedell is a consultant in crea- 
tive advertising. and advertising 
training.) 

This is about the tragedy of buying anti- 
climaxes. 

It begins this way. One of the great 
stores of the world, after prolonged and 
careful deliberation, decides to create a 
new shopping center, the anchor of which 
will be a magnificent branch of its own. 

' Merchants and architects and miscel- 
laneous concerned busy men travel widely 
and sift and weigh all that has been 
learned about branch stores in the recent, 
most intensive years of their development. 


Une of the most beautiful stores wn 
America opens Tuesday, October 23, just dows 
the read from you. You'll find our new 


tore desgned as a series of 
wtrguing shopa decirated to \ our 
suburban and country was of life. 
Come, vst us your very 


hast opportune 


a 


Traffic studies are made, ratios of all 
kinds involving parking and floor areas, 
and vertical and horizontal transportation, 
and infinitely more detail are worked out. 
Engineers and artists combine skills, dec- 
orators are employed—a thousand and 
one men and women contribute their best, 
in order that something superbly expres- 
sive of a great organization can come into 


being. 


= Plans are changed, new starts are 
taken, revisions come in succession, and 
only after months, literally years, of as- 
siduous effort, does construction get un- 
der way. 


And so now professional advertising 
men and women take over! Now they will 
convert the new creation into words of 
warmth and emotion—so a _ thousand 
thousand readers may be attracted and 
made to say: “How wonderful. How mar- 
velous. I must see this beautiful, this 
fabulous new store.” 3 

Or so one would assume. But alas, 
when, after the enormity of the effort 
the great news is put into expensive 
space, pregnant and potential with pow- 
er, in a number of papers, all the magic 
and wonder was in the doing, none of it 
in the telling! 

What is said? Some 40 or 50 words 
suitable for the opening of a new toilet 
in an old service station, translates all 
this monument of human endeavor to 
the waiting public! As illustrated. 


® This is advertising written down to the 
level of “People won’t read words.” 
This is a wonderful and appealing 
business caught in a creative vice of dis- 
couragement—“newspapers are too fat 
for people to have time to read ads.” 
This is advertising by people who don’t 
understand it and don’t believe in it. 


Advertising Age, December 10, 1956 


In character with the store, numerous 
specifics and niceties are worked out 
endlessly with the feminine shopper as 
module—for whom no investment is con- 
sidered too great, no pains too trying. 

At last, with the consecrated effort of 
a host of people expressed in concrete, 
glass and stone—with all the modern 
skills and materials of science embraced 
in the completed structure—with a small 
army of buyers having made one with 
carefully defined policy—the branch is 
ready to open. 


= Here is the day of triumph! This is the 
time for which the effort was expended— 
for which the concentrated intellects and 
imaginations and talents of so many were 
employed! 

This is the day of emergence. This is 
it. Here is something new and fresh and 
wonderful to be unveiled. Here are the 
enthusiasms and labors of the many who 
endeavored to translate the dream of the 
perfect store into reality. Here, these en- 
thusiasms and labors are sublimated into 
the last word in service to a public that 
is quick to catch and appreciate the con- 
tagion of inspiration and achievement. 


oh 


A neat, clean rough to turn in with 
your copy is a joy to the art depart- 
ment, a symbol of your desire to 
communicate more clearly. 


Here’s how: For copywriters who 
have not been initiated into the pleas- 
ure of using the item illustrated here, 
Figure 1. 


It is called a kneaded eraser, and it is 
a boon to artists everywhere. There 
is no law against writers, too, enjoy- 
ing its advantages. 


It will erase pencil marks, smudges 
and most dirt cleanly, without leaving 
crumbs and scratches on your paper 
and desk. After a couple of months it 
will have picked up so much darkish 
material it will look like Figure 2. 


But even in this condition, it still 
works well (or better) for you. And 
you can turn it inside out several 
times before it is completely useless. 
You can knead it into any shape, 
like clay, adapting it to the area you 
wish to clean (Figure 3). 


Ask at any art store for a few knead- 
ed erasers. They cost a few cents each 
and will save you dollars in time and 
temper. 


An obvious warning: A good old dirty 
rough with an intelligent idea is still 
better than a neat, clean nothing. A 
good Drawthink is a good visual idea 
presented legibly—be your eraser 
technique what it may. 


Sa kweaoir ! 


, tNGeorr : 


INKS | 


An easy way fo neat, clean roughs 


For there are those who care 


Next Lesson: “Some little things to remember” 
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Today’s homemaker knows the rules of parliamentary procedure 

as well as she knows the recipe for beef stew or a cheese souffle. She can 

prepare an agendum, darn socks or umpire a sand lot ball game—all with 
; the same consummate skill. Among women’s service magazines, only 

Woman’s Home CoMPANION orients its pages to the whole, wide range 

of homemaker interests. Think of the extra attention your advertising 
will get when it appears with the homemaker’s favorite reading. 
It’s the best sales builder you can get! 


CROWELL-COLLIER PUBLISHING Co. can OSH 
640 FIFTH AVE... REW YORK 18.8 ¥ 
PUBLISHERS OF WOMAN'S HOME COMPANION. COLLIERS 
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FIRST IN LINE—Getting free Salk polio vaccine are 
these employes of Chambers & Wiswell, Boston, 
which says it is the first agency in the country to 
offer the shots to its entire staff. Getting the needle 
here is Donald Ulen, assistant copy chief and ac- 
count executive, Waiting are Judith D. Weeks, pub- 
lic relations; Daisy Meadows, Whiting Milk Co. liv- 


Dragon 


Wiswell Cass 


ing trademark created by thé agency, and Freeman 
Tilden, account executive. Looking on as Dr. Leo J. 
Cass uses the needle are Dr. Roy F. Feemster, direc- 
tor of the division of communicable diseases; Mass- 
achusetts department of public health, and George 
C. Wiswell, treasurer and co-founder of Chambers 
& Wiswell. 


Allison 


RONSON’S REVENGE—Passing by a linen shop-in Miami, casual shop- 
pers spied this sign which read, in big print, “Ronson fully automa- 
tic lighters Reg. $5 Now 67¢.” In the smallest of print (virtually in- 
visible in this picture) under the “Ronson” are the words, “flints 
and lighter fluid on sale here.” To protect itself against these Japan- 
ese imitations, Ronson Corp. has obtained an injunction against the 
Florida retailer and has suits pending against similar practices by 
dealers in New Jersey, Pennsylvania and Michigan. 


OFFICIAL—Ollie Dragon presents a proclamation to Leslie Forgue, 10, 

naming him Off-the-Street Club “Kid of the Year,” with the aid 

of Fran Allison and Kukla. Looking on is Arch O. Knowlton, vp and 

manager of American Home in Chicago, and general party chairman 

of the Off-the-Street Club Christmas party. The 56th annual party, 

held Dec. 6, was sponsored by the Chicago Federated Advertising 
Club, which founded the kids’ club in 1900. 


ENGLISH SCENE—At a party celebrating the expansion 
of the London coordinating office of Robert Otto & 
Co., New York international agency, are Mr. Otto; 
Just Borthen, manager of Otto’s London office; 
John Harrison, joint managing director of G. Street 


Harrison Otto 


& Co., Otto’s associate agency in Britain; J. S. Skin- 
ner, managing director, and E. J. McEwen, general 
sales manager, of Remington Rand Ltd. Street is 
Remington’s agency in Britain in cooperation with 
Otto, which coordinates the account internationally. 


Crawford 


PARTY-GOERS—Theze people were among the hosts and guests at the reception given by 
Crowell-Collier Publishing Co. for the Grocery Manufacturers Assn. at the Waldorf- 
Astoria in New York. In the photo at the left, James Badger, of Woman’s Home Com- 
panion’s Chicago sales staff, welcomes James Fish, advertising director of General 
Mills, and Arden B. Crawford and Don F. Connell of the Market Research Corp. of 
America. Entertaining the ladies in the center photo is R. G. Partridge, director of ad- 


Mahlstedt Badger Gerot 


vertising and sales promotion of United Fruit Co. With him are Marie Dahnke, direc- 
tor of the consumer service department of Kraft Foods Co.; Sylvia Schur, Woman’s 
Home Companion food editor, and Dorothea Mahlstedt, GMA director of women’s com- 
munications. At right are Mr. Badger, and Mortimer Berkowitz Jr., Woman’s Home 
Companion advertising director, chatting with Paul S. Gerot, president, and James 
Rankin, pr, both of Pillsbury Mills. 
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LOOK WHAT’S HAPPENING 


TO NEWSPAPER CIRCULATION 


PHILADELPHIA! 


One Philadelphia newspaper is barely holding its own 
— despite great population increases. Another — 
despite great population growth — nose dives. One 
gains . . . substantially, dramatically. It is the reborn 
Philadelphia DAILY NEWS. 


DAILY CIRCULATION october 1956-1955 (as submitted by all three papers to Philadelphia Merchants Association) 


LOSS 


f 


GAIN 


Evening 


Bulletin— Gain 2,842 copies 


sniptres — L008 RATS ep YVVVYY 


Each Symbol Represents 5000 Copies NEWS—Gain 29,188 copies 


REPRESENTED BY: REYNOLDS — FiTZGERALD 


Need further proof that the News is red-hot? Then 
look at the way local retailers are deserting old-estab- 
lished buying patterns! These advertisers see what is 
happening in their own backyard . . . and they are 


swinging to the NEws. : 
First 10 months Retail linage changes 1956-1955 
(Media Records) : 
PHILADELPHIA DAILY NEWS.... + 157,115 
Evening Bulletin ........... — 378,971 
Sunday Bulletin ............ + 333,000 
— 45,971 
Morning Inquirer .......... — 383,464 
Sunday Inquirer ........... — 738,542 
—1,122,006 
The Philadelphia paILy News is a great advertising [ 
buy. BF kcmaaate make your sales come alive in | 
Pp 


PHILADELPHIA DAILY 


NEWS 


New York + Chicago + Detroit + Syracuse * Atlanta * LosAngeles + SanFrancisco +. Seattle * Philadeiphia 
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Oregon Ad Group Elects 

Dar Johnson Jr., manager of the 
advertising department of Electric 
Steel Foundry Co. has been 
elected president of the Ore- 
gon Industrial Advertising Assn., 
Portland. Other new officers are 
R. K. Foley, Pacific Power & Light 
Co., vp; Joseph W. Bennett, Pacific 
National Advertising Agency, sec- 
retary, and Robert J. Rickett, 
Agency Lithograph Co., treasurer. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 


T 
Lg a] BUREAU 
165 Church Street, New York 7, N. Y. 


You Ought to Know . w.n. Wulteck 


The year 1938 was an eventful 
one for Dr. Wallace H. (Pop) 
Wulfeck. That was the year he re- 
ceived his doctorate (in psycho- 
pathology) from Yale. It was the 
year he decided not to teach. And 
it was the year he began to work 
along lines which eventually 
brought him to the advertising 
agency business. 

Had he elected to teach, or had 
he gone back to clinical work, it is 
unlikely that he would just have 
been elected chairman of the board 
of the Advertising Research Foun- 
dation. 

Pop Wulfeck was 38 when he 
got his degree from Yale. In the 
intervening years, after he got his 
A.B. degree from Vanderbilt, he 
had worked with the YMCA— 
“mostly as a fund-raiser”—in Cin- 
cinnati, Lexington and Bowling 
Green, Ky., and Akron. He had 
seen and been part of psychopath- 
ological work, as an intern and res- 


Fair game for anyone- 
wonder who got him! 


Chances are, the fellow who knows a 
ringneck’s habits, and where and how 
to go after one, now has this one home 
in the freezer. Like experienced adver- 
tisers: they know that brilliant, color- 
true reproductions of carefully planned 
advertisements are essential factors in 
keeping sales volume growing. It’s this 
knowledge no doubt, that is steadily 
increasing the demand for photo-en- 
gravings, master-crafted by ROGERS. 


ROGERS 


engraving company 
2001 calumet avenue « chicage 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING : 


ident at the Hartford Retreat. And 
he had taught at Larson Junior 
College, in New Haven, from 1933 
to 1936. 

Looking back at the crucial year, 
he says he intended to teach, but 
the best offer he had, from a mid- 
western university, was an instruc- 
torship in psychology—at $1,800 a 
year. 


@ Instead, he took a job with 
Henry C. Link’s Psychological 
Corp., in New York. After a few 
months, he left to work for a year 
with the U.S. Public Health Serv- 
ice, studying health problems in 
interstate trucking and helped to 
draw up the first health regulations 
for the industry. 

(Significantly, last year he was 
in the van of the movement seeking 
to establish a license requirement 
for psychologists in the state of 
New York. After several years of 
study and hearings, the state as- 
sembly last year passed the licens- 
ing law; after next January the 
man who wishes to work as a psy- 
chologist will have to have a li- 
cense to do it.) 

After his year with the public 
health service, he returned to 
Psychological Corp. as associate 
director of marketing research. In 
that capacity he worked with Don 
Parsons, then promotion and re- 
search head of McCall’s, his efforts 
including a qualitative study of 
women’s reading habits. 

In the “defense” period at the 
start of World War II, he took a 
16-month leave of absence from 
Psychological Corp. to work with 
the National Defense Research 
Committee, and did some pioneer- 
ing studies on depth perception. 


® Returning to Psychological 
Corp., he was again immersed in 
commercial research work. Mean- 
time Mr. Parsons, who now is di- 
rector of the Super Market Insti- 
tute, had moved from McCall’s to 
Federal Advertising Agency, which 
also had the McCall’s account. In 
1943, Mr. Parsons succeeded in get- 
ting Pop Wulfeck to join Federal 
as research director; when he left 
Federal seven years later, he was 
in charge of research, as well as a 
vp, a director and secretary. 

He left Federal in 1950 to join 
William Esty Co. He also left—in 
a job sense—the field of research. 
He came to Esty as account execu- 
tive on National Carbon Co. A 
couple of years ago, he was moved 
into a new post—chairman of 
Esty’s executive committee—where 
he assists James Houlihan, the 
president, and concentrates on 
problems in the management area. 

In retrospect, Doc Wulfeck looks 
kindly on the 18 years stretching 
from Yale to Esty. “I have 
worked,” he said meditatively, 
rolling a cigar around in his fin- 


tions and with the government and 
I've taught. None of them is as 
exciting or stimulating as the agen- 
cy business. You have to have a 
particular temperament to get a 
bang out of this business, and I 
apparently have it.” 


® Actually, observers of Mr. Wul- 
strong points is his ability to take 
has a very calming effect on peo- 


can keep things from reaching the 


“Sometimes maintaining a spirit of 
objectivity puts a problem in its 
true perspective,” he says. 

The objective, clinical approach 
has served to make Pop Wulfeck 
something of an eye of calm in the 
hurricane of motivation research. 
Summing it up, he says he feels 
this way about motivation study: 


‘I don’t know that it is a helluva 


gers, “in social work, with institu-| 4 


feck have claimed that one of his | 
the bang out of situations. “Pop '} 
ple,” says a former colleague. “He ; 
crisis state.” Mr.Wulfeck depre-| ; 


cates this, but he concedes that} ; 
clinical work has been helpful. | | 


Advertising Age, December 10, 1956 


Wallace Wulfeck 


lot better than knowing intuitive- 
ly. . . Still it gives an insight into 
what people’s basic hopes and fears 
are.” 

Into a meeting on a campaign, an 
ad or a product, he goes on to say, 
come advertising men with a vari- 
ety of “sets of feelings,” gleaned 
from market data, the trade, prior 
research, similar experience, etc. 
Now those feelings, says Mr. Wul- 
feck, “may be right or wrong, or 
just partially right or wrong. What 
motivation research can do at 
this stage is to probe human minds 
to see if other problems bear on the 
campaign, ad or product.” 


# When John Dollard, of Yale, de- 
scribed motivation research as 
either “a bright idea or a horrible 
fantasy, depending on your view- 
point,” in a speech at the ARF an- 
nual meeting (AA, Dec. 3), it per- 
turbed Mr. Wulfeck not at all. 

“I know what Mr. Dollard 
means,” he says, quietly, “but in 
advertising the requirements for 
research are much less rigorous 
than in diagnostics. You can pro- 
vide clues to build quantitative re- 
search upon.” 


Present techniques, he feels, 


serve to uncover problems—If they 
exist in a product or a campaign— 
and these problems can be given 
more research and investigation. 
The hope, he says, is that moti- 
vation research will give advertis- 


Tips for 
Sign Buyers 


If you buy signs—or ever 
plan on using them—don’t 
miss the December issue of 
ADVERTISING REQUIRE- 
MENTS! 


Starting on page 87, there’s a 
complete review of the high- 
points of the recent three- 
day clinic for sign buyers 
held by Plasti-line, Inc., 
Knoxville sign manufacturer. 


The clinic included speeches, 
plant visits, and an inspection 
of a simulated, sign-lined 
Main Street. 


Unique articles like this make 
AD TISING REQUIRE- 
MENTS a great help to any 
adman who must keep posted 
on all phases of advertisin 
production, promotion an 
me 


If you’re not a_ subscriber, 
just clip this ad, attach $3 
and mail today for a full 
year’s (12 issues) trial, start- 
ing with the big December 
issue. 

Your money back if you're 
not delighted. 


Ad Requirements 
The Workbook of Advertising 
Management 


200 E. Illinois St. Chicago 11 


# WHAT WERE 

[ THE NET SALES OF 
Bh past fiscal year? 

e What was the net profit? 


e What were the net sales and 
net profit figures for the past 


ten years? 


e What company controls 


them? 


e What other retail chains do 


they own? 


© How many stores do they 


operate? 
e Who are the officers? 
e Who are the directors? 


The answers to 


the Colonial Stores, Inc. for the 
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Price — $10.00 per copy. 


THESE AND OTHER QUESTIONS FOR ALL PUBLICLY 


OWNED 


RETAIL GROCERY COMPANIES CAN 


FOUND IN SUPERMARKET NEWS FOOD INDUSTRIES 


FINANCIAL MANUAL. YES, 


AND THE SAME INFORMA- 


TION ON ALL PUBLICLY OWNED FOOD PROCESSORS 


MAY BE FOUND, TOO, INCLUDING FIRMS IN THE FOL- 


LOWING CATEGORIES: 


Food—Miscellaneous 
Fruits and Vegetables 


Glass Products 


Groceries—Retail 
Groceries—Wholesale 


Meat Packing 


Paper Products 
Soaps and Cleansers 

Sugar and Refining Products 
Tobacce Products 
Vegetabdle Oi! Products 
Refrigeration Equipment 


Please rush me....copies of Superma 
FOOD INDUSTRIES FINANCIAL MANUAL. 
| understand if not completely satisfied | may return 

the book for full credit within 10 days of delivery. . 
... Bill me @ $10 each, plus small mailing charge 


Dept. 1A, Business Book Division 
Fairchild Publications, Inc., 7 East 12th St., New York 3, N. Y. 


rket News new 


.+..Check enclosed; Fairchild's will pay postage 
Add 3% sales tax if delivered in New York City 
& 4%, in State of California. 
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ing people “deeper insights into 
problems of marketing and adver- 
tising—but that’s a long time in the 
future. I agree with John Dollard 
that no matter how effective we 
become in motivation analysis, 
we'll never be in position to control 
human behavior. What we will do 
is put ourselves in a position to 
meet better the needs of the public, 
product-wise.” 


® Pop Wulfeck is one of those 
long-range commuters—two hours 
a day each way. His home is a 50- 
acre farm in Hunterdon County, 
New Jersey. It is a “gentleman’s 
farm”; its predecessor, a 100-acre 
place, was a “working farm.” 
“We sold it,” Mr. Wulfeck admits 
wryly. “It became impractical—as 
is the case with most city farmers.” 
He likes the long ride to and 
from his office—it gives him a 
chance to read and think. When he 
used to walk to work from E. 52nd 
St., he was “involved with work 
every step of the way.” A lot of his 
reading is professional—he is still 


_a fellow of the American Psycho- 


} logical Assn., and he served on the 
sub-committee of the association’s 


_ ethics committee which was con- 


cerned with licensing psychologists 
in New York state. 

Among ARF’s contributions to 
motivation research, incidentally, is 
a glossary of terms used in the 
field. That glossary was compiled 
by a Wulfeck, but not Wallace H.; 
it was the work of his son, Joseph 
W., who is director of the labora- 
tory of applied psychology at 
Tufts College, and whose field is 
problems in human engineering. 


Willys Plans ‘Biggest’ Push 

Willys Motors, Toledo, will 
launch the heaviest ad and sales 
promotion schedule in its commer- 
cial vehicle history during Decem- 
ber. A total of 41 publications in 
natural resources, farm and ranch, 
government and public service, 
building, manufacturing and con- 
struction trades and automotive 
fields will be used to introduce the 
new Jeep models. An ad announc- 
ing the new models will appear in 
The Saturday Evening Post, Dec. 
29. Norman, Craig & Kummell, 
New York, is the agency. 


THAT 

RESIST WATER, 
GREASE and other 
THREATS - 


What would you do if you 
had to produce a _ service 
manual that must resist wa- 
ter, grease and other threats 
to ordinary paper? 

Food Machinery & Chemical 
Corp turned to plastic paper 
o solve the problem. 

How they did it—the unusual 
characteristics of plastic-im- 
pregnated stock—how you 
can use it—is told fascinat- 
ingly in the big December is- 


sue of AD TISING RE- 
QUI , Starting on 
page 77. Don’t miss it! 


Each issue bak oe covers ad- 
vertising production, promo- 
tion and merchandising—all 
the things an adman must do 
except buy time or space. 


Advertising Requirements 
The Workbook of Advertising 
Management 


200 E. Illinois St. Chicago 11 
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Peters, Griffin Installs Record 
System; Makes Survey 

Peters, Griffin, Woodward, New 
York, station representative, will 
install a Remington Rand elec- 
tronic system which will store 
information on programs, avail- 
abilities and rates for both radio 
and television. Plans are to begin 
installation about Jan. 1, with the 
system in full operation during the 
first quarter of 1957. With the new 
system, work on spot radio or tv 
formerly requiring many hours of 
secretarial time will be done au- 
tomatically. However, Jones Sco- 
vern, Peters, Griffin vp, said, “It 
is not expected that the system 
will replace any of PGW’s em- 
ployes, but rather will result in 
the employment of additional peo- 
ple.” 

Peters, Griffin, Woodward also 
is surveying advertising agencies 
to find out how a radio or tv sta- 
tion should design its program and 
what purpose it should serve. Two 
thousand of the four-page ques- 


tionnaires have been mailed to 
agencies across the nation. Basic 
questions were developed after in- 
formal discussion with representa- 
tive advertising people. 


IGA Coordinates Local Radio, 
TV; Plans Network Show 

Orville W. Johler, vp in charge 
of advertising and merchandising 
of the Independent Grocers’ Al- 
liance, Chicago, is working on a 
program which will coordinate all 
the IGA’s local television and radio 
shows for the purpose of develop- 
ing them into a live national net- 
work program. IGA wholesalers 
now sponsor 38 loc:il ty shows and 
57 local radio shows. According to 
Mr. Johler’s plan, @|l of the tv and 
radio shows will use the same type 
of programs during morning 
schedules, afternoon schedules and 
evening schedules. 

Mr. Johler has been working 
with Harfield Weedin, producer of 
American Broadcasting Co., Holly- 
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wood, on a live national network | when he has coordinated all of the 


show, which he hopes to develop} local programming. 
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mame 6STICKLERS 
READERSHIP LEADERSHIP 
“TRADE MARK” 

WHITE CHRISTMAS 


@ STICKLERS — little riddles with rhyming answers — mix 
pleasure with the business of advertising Lucky Strikes to 
college students. For example, one ad asks, “If you have a 
Lucky, what else do you need?” Somewhere in the copy is the 
answer, “Match, Natch.” Students are invited to send in their 
own Sticklers for publication and cash prizes. Enthusiastic 
response indicates that Lucky Strike Sticklers really sell swell. 
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SMALL, but mighty important to BBDO clients, 
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are “Trade Mark” ads in telephone books. That’s why BBDO 
service now includes a specialized media group to work on 
“Trade Mark” exclusively. In addition to providing central- 
ized placement of ads in U. S. and Canadian directories, the 
group handles everything from market research to promoting 
“Trade Mark” tie-ins by local salespeople and distributors. 
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@ THE ACCIDENT nobody saw made an advertisement that 
almost everybody saw — and read, too. Liberty Mutual Insur- 
ance Company came to BBDO more than 21 years ago. And 
during all that time, in survey after survey, Liberty Mutual 
ads have shown up among the best read and best remembered. 
BBDO is proud to be associated with The Company that stands 
by you —a theme, incidentally, created by BBDO Boston. 


@ ORIGINATED by U.S. Steel in 1954, “Operation Snow- 
flake” (major-appliance promotion) opens its third season 
with TV commercials on the United States Steel Hour. Theme: 
“Make It a White Christmas . . . Give Her a Major Appliance.” 
USS provides free promotion kit for use by everyone from 
appliance manufacturers to banks. Last year’s tie-ins amounted 
to more than 2,000 pages of advertising in newspapers alone. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Readers Pounce on ‘Linquistic Propriety’: 
Lomo’s Pleonasm Is One Charge 


To the Editor: Alfonso Lomo 
mystifies me, with his remarks on 
linquistic (sic) propriety (AA, 
Nov. 19). Some of the things he 
says are so sensible. 

But his Latin! And from a Ph.D.! 
Librus albus est! Even a dead 
language deserves better treat- 
ment than that. Anyhow, book, 
in my book, is still liber. 

ALEXANDER McQUEEN, 
Chicago. 


To the Editor: The arrival of AA 
this morning brightened my day, 
for there, on the first page of the 
feature section, was my article on 
grammar. It is because language 


is the main product of the adver- 
tising shops that I believe that the 
foremost periodical on advertising 
is the proper forum in which to 
discuss practical problems of lan- 
guage and its application. 
However, what really prompted 
this letter is another reason. In the 
article, I included a mistake de- 
liberately, with the malice afore- 
thought of using it as bait for let- 
ters to the editor about the article. 
The mistake is this: I say in the 
article that librus albus est means 
“the book is white.” Actually, the 
nominative singular of the Latin 
for book is not librus but liber. The 
form librus can be found in 
medieval Latin texts, where it is 


obviously an error on the part of 
a scribe not well grounded in Lat- 
in. But it is a mistake, and I de- 
liberately made it. 

I wonder how many will catch 
it and write you about it. I hope 
the number will be large, since 
that will be proof positive of the 
large readership of the article. 

ALFronso Lomo, 

Lomo Consulting Service, 

Goldens Bridge, N. Y. 


6 
To the Editor: Your philological 
expert, Mr. Lomo (in your Nov. 19 
issue) went far afield in trying 
to justify Winston’s misuse of 
“like” for “as,” but he failed to 
convince this reader that common 
usage makes such barbarisms ac- 
ceptable. 
I prefer the verdict of Ogden 
Nash, who, in a recent New York- 


Executive Gift Plan 


DISTINCTIVE > 


TASTEFUL » 


EASY & FAST. Just call the florist 
who displays the MERCURY 
EMBLEM. He tates care of 
everything in minutes. 


WORLD-WIDE SERVICE. 20,000 
F.T.D: and INTERFLORA mem- 
bers serve you around the 
globe. 


Biovrists’ Peiegraph Botivery Association, Heodavorters: Detroit, Michigan 


GRACIOUS 


Plants and flowers leave a lasting impression 

..a constant reminder of your thoughtfulness 
and good taste. Think of flowers first this Christmas 
and every time a business gift is in order. Distance 
is no barrier — F.T.D. service is world-wide. 


Its so easy to Wire Flowers 


GUARANTEED DELIVERY. Deliv- 
ery is fully assured. No worries 
about it “getting there.” 
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er, dubbed the Winston slogan 
“oafish” and suggested that it’s as 
uncouth as calling Shakespeare’s 
play “Like You Like It.” 

Mr. Lomo himself committed an 
error that should shame any phi- 
lologist when he used the expres- 
sion “the hoi poiloi.” That Greek 
term is defined in the American 
College Dictionary as “the common 
people; the masses (sometimes 
preceded pleonast‘cally by ‘the’).” 

How can we trust the judgment 
of a language expert who is guilty 
of pleonasm? 

ALLEN GLASSER, 

Production Manager, Cantor 

Publications Inc., New York. 


To the Editor: Re: AA Nov. 19 
and Dr. Lomo’s dissertation on 
grammar... 

How many dozen or score old 
Latin-lovers like this one, wrote 
about as follows? 

AIbUS or albUM, the librUS has 
gotta be libER. 

Net A. GALLAGHER, 
Vice-President, Charles L. 
Rumrill & Co., Rochester, 
A 


To the Editor: Ode of Admira- 
tion from an Amateur Philologist 
to a Pro: 

To Alfo Lomo, genus homo, 

Pee-aitch-dee and ace gram- 

marian, 

Doc, your lingo packs some 

stingo, 

Makes me feel like a rank bar- 

barian. 


Addendum: 


Your stuff reads good— 
Like a non-purist’s should. 
Rosert T. HERz, 
Sales & Advertising Counsel, 
Dallas. 
= 


To the Editor: I wonder how 
many others of your readers re- 
member enough of their high 
school Latin to spot Mr. Lomo’s 
stumble in his Nov. 19 piece .. . 

I believe Mr. Lomo knows this 
as well as anyone, and just hap- 
pened to slip. Anyhow, it was a 
good article. Now won’t someone 
speak in defense of formal gram- 
mar? How about pointing out that 
English is more Germanic in its 
nature than Latin, even though it 
has a lot of Latin words. Seems to 
me that the German for “it is I” 
is “es bin ich”—although it’s been 
a long, long time since I studied 
German. And what do you say in 
Spanish? Don’t you use the nomi- 
native case there? 

Dave PARK, 
St. Louis, Mo. 
- 


To the Editor: 
says: 

“As a philologist, it seems to me 
that, etc.” 

This means: “It, as a philologist, 
seems to me that, etc.” Why hang 


Alfonso Lomo 


the poor philologist out on a limb? 
“Philologist” and “me” apply to 
the same person. Why not put 
them together? 

Lomo should have said: “It 
seems to me, as philologist, that, 
etc.” 

Lomo also says: “On these rare 
occasions, he tends to treat the 
pronoun as he would ordinarily do, 
etc.” 

Why not “like” instead of “as’’? 
That’s according to his teaching. 

I think that Lomo, as a gram- 
marian, is loco. 

Bert D. STRANG, 
Columbus, O. 


To the Editor: So Lomo takes a 
look at grammar, and grammar 
hangs its head in shame? Let’s see 
who else might profitably hang his 
head in shame: 

1. The editors of AA for print- 
ing this learned (?) dissertation. 

2. The school (there was a 
school, surely!) that gave Mr. 
Lomo his PhD. 

3. The advertising profession, 
unless you received at least two 
dozen letters drawing your atten- 
tion to such minor matters as, 
“There is no such word as librus 
in classic Latin” (the word is 
liber), or, “Liber is a masculine 
noun, therefore the adjective must 
have a masculine ending,” (liber 
albus est, not album est), or, “Moi, 
in the French sentence c’est moi 
stands for ‘I’ and not ‘me.’ It can- 
not possibly be dragged in as an 
argument in favor of saying, ‘It 
is me.’” 

4. I, myself, unless I stop this 
letter quickly. 

5. I, again (not me, Doc!), for 
writing my first letter to an editor, 
and breaking a lifelong habit. 

Ropert MAYER, 

Business & Economics Depart- 

ment, Los Angeles Public Li- 

brary, Los Angeles. 


To the Editor: Why is it that Dr. 
Lomo and others, in blasting 
grammar and grammarians, al- 
ways do so in precise, impeccable 
English that would delight the 
grammarians supposedly under 
castigation? Here we have the de- 
fense of conventional grammar 
right in the attack! 

Many of Lomo’s sentences sound 
as if they were composed on a 
slide rule, so mathematically and 
grammatically exact are they! 

However, I can’t say the same 
for Dr. Lomo’s Latin! “Librus” is 
not the classical Latin word for 
“book,” unless the good Carmelite 
Fathers misled me in elementary 
Latin some 35 years ago at Chica- 
go’s St. Cyril College (present-day 
Mt. Carfhel) .. . 

By the way, calling Latin “dead” 
is merely a matter of perspective 
if we agree that language is a liv- 
ing thing changing from year to 
year. I suppose our descendants 
centuries hence will speak of Eng- 
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lish as a “dead” language when 
referring to the tongue of the gi- 
ants of the Elizabethan era. 

Today’s Latin is all about us: 
Along the St. Lawrence and spill- 
ing into New England from Que- 
bec Province; from the Rio Grande 
to Cape Horn, remembering that 
Spanish is an official language in 
New Mexico and probably should 
be official in other southwestern 
States. 

Look around the globe! Latin of 
today flourishes from the fringes 
of Flanders to French North Af- 
rica—from Biscay to Black Sea— 
Madagascar, parts of the Philip- 
pines and islands of the South 
Seas, and a few points in be- 
tween. French, Spanish, Portu- 
guese, Italian, Roumanian—with 
their dialects and sub-languages! 

English itself has a strong flavor 
of Latin drawn from _ various 
sources. And Greek? How “dead” 
really is ancient Greek, when we 
can hardly communicate at all in 
the fields of art, literature, the 
theater, religion, science, medi- 
cine, etc., without using words 
lifted almost intact from ancient 

reek? 

» For some reason we don’t speak 
Of Anglo-Saxon as a “dead” lan- 
guage. If one could measure such 
things it would seem that there 
is a larger gap between Anglo- 
Saxon and today’s English than 
exists between classical Latin and 
Spanish or Italian, for example. 

But I digress! It would be most 
interesting to see Dr. Lomo’s ar- 
ticle written according “to gram- 
matical rules made by the speak- 
ers of the language, not by the 


grammarians”! 
EpwarpD C. DooLey, 
Xenia, O. 
a — e 


Says It's ‘Pay-Oit' 
Advertising That's Needed 

To the Editor: “Small company 
may need spectaculars to vie with 
giants” (AA, Nov. 19). Is Mr. 
McFadyen kidding? Either he’s 
lacking in advertising knowledge 
or he’s out to sell NBC-TV. 

Apparently, even the automotive 
giants seem to be shying away 
from spectaculars: note their de- 
creased use on tv, not to mention 
the sad experience with Hazel 
Bishop. And I believe Peter Pan, 
on the basis of actual sales, does 
not particularly care to be re- 
minded of its venture, either. 
Quite possibly they found “explo- 
sion advertising” blowing an aw- 
ful hole in the budget. Maybe some 
advertisers are awakening to the 
fact that those ratings don’t nec- 
essarily mean sales! ~ 

Of course, if you agree with the 
NBC merchandise manager that 
advertising is supposed to “rock 
people into attention,” then there’s 
no argument. But, successful prac- 
titioners like Messrs. Woolf, Lud- 
gin, Burnett—even Max Buck 
point out that the advertising me- 
dium and message should do a 
selling job to as many prospects 
as is economically profitable. 

When consumer media are 
bought, the criteria are not the 
effect on the trade nor on the 
salesmen, but on the ultimate 
“boss”—the consumer. Sure, you 
can influence the retailer to take 
in your brand, even display it, but 
if you haven't sold the consumer, 
look out for those returns! 

Instead of “explosion advertis- 
ing” wouldn’t it have been far 
more informative to discover what 
proportion of sales these “spectac- 
ulars” produce over a set period 
of time, what effect they have on 
the consumers? Furthermore, the 
companies that Mr. McFadyen 
uses as illustrations: Chrysler, Al- 
coa, North American Phillips—can 
hardly be construed as small com- 
panies. 

Frankly, it seems to me that 
what we need is not “show-off” 
advertising, but “pay-off” adver- 
tising; better evaluation of media 
for markets and prospects; and 


the creative approach that will 
press the buying-motivation but- 
ton. 
Murray M. Spitzer, 

Marketing and Merchandising 

Counsel, Maxwell Sackheim & 

Co., New York. 

* + 

Theater Ads Are a Problem 

To the Editor: Two articles in 
your issue’of Nov. 12 were of great 
interest to me and if possible, I 
would like to have five tear sheets 
of both of these or the entire issue. 
These two articles deal with one 
of our problems and that is the 
theater advertising. If it is possi- 
ble to get these tear sheets, I 
would like to send them out to the 
five chains operating in our mar- 
ket area. The ones I am referring 
to are “A Disgrace to Advertising,” 
by James D. Woolf, on the opening 
page of your feature section, and 
“Looking at the Retail Ads,” Page 
100. 

Would you be kind enough to 
advise me if it is possible to get 
these. In the event you are out of 


this issue, I will have them repro- 
duced by some process here. 
EvucENnE M. Sour a, 
Advertising Director, Ob- 
server-Dispatch, Utica, N. Y. 


* + * 
Woolf's Counsel Is Valued 

To the Editor: Just got around 
to reading Salesense in the Nov. 
5 ADVERTISING AGE. 

Congratulations on Mr. Woolf's 
very lucid and comprehensive dis- 
cussion of the “words vs. pictures” 
subject! Wish we had more good, 
sound, experienced admen to vo- 
calize on the question. 

We happen to write a weekly 
column for “The Ad Clubber” 
(publication of the Washington 
Advertising Club). Its primary 
purpose is to pre ent news and 
views about happenings in the 
graphic arts field and in direct 
mail advertising. |n our column 
four weeks ago we commented 
about Andrew Arnstrong’s views 
on the importance of artwork in 
advertising. A copy of this issue 
is enclosed. 


Keep up the good work! Those 
of us who've labored long and 
faithfully in advertising and sales 
promotion value wise counsel far 
more than the explosive opinions 
of single-track minds. 

JOSEPH W. MARSHALL, 

Advertising Manager, Stan- 

ford Paper Co., Washington. 


se 2 e 
Still Backs National Brands, 
Zimmerman Emphasizes 

To the Editor: I very much ap- 
preciated the editorial coverage 
which ADVERTISING AGE gave my 
recent speech before the Boston 
Conference on Distribution. I 
would, however, like to note an 
important misinterpretation of my 
statements made in this article 
(AA, Nov. 5). 

ADVERTISING AGE correctly stated 
that a survey by Super Market 
Merchandising had disclosed that 
77% of American supermarkets are 
turning more and more toward 
private labels. However, you at- 
tributed to me the opinion that the 
major reasons for this trend are 
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because labels (1) offer more 
profit, (2) fill in lines where na- 
tional brands are not easily ob- 
tainable and (3) provide lower 
cost brands to take care of lower 
income families. This implies that 
I advocate private labels and that 
private labels are justified for the 
reasons cited. 
_ This was not my statement. In 
my speech I did say that super- 
market operators themselves indi- 
cated these reasons for the grow- 
ing trend toward private iabels. 

Actually Super Market Mer- 
chandising is a most pronounced 
opponent of private labels and our 
editorial policy has emphasized 
this opposition. . . . We have been 
championing the cause of national 
brands for a long time, and it 
would prove most unfortunate if 
our friends suddenly drew the im- 
pression that we had jumped the 
fence and were now on the other 
side. 

RICHARD G. ZIMMERMAN, 
Publisher, Super Market Mer- 
chandising, New York. 


Dore Schary, Head of M-G-M Studios, tells how: 
} 


‘<I send Liz Taylor home every night!’’ 


“With Air Express picking up the cans of film, flying 


“ ‘Raintree County’ is colossal in every respect — including 
its problems! Shooting schedules have to be kept. Release 
dates have to be met. Over $5,000,000 is at stake! 


“Yet, each night we 


have to send Elizabeth Taylor's 


‘rushes’ — and all the others, too — from location in Ken- 
tucky back to Hollywood for processing. Then, re-take if 


necessary — or go ahead. 


“We never slipped off schedule — thanks to Air Express! 


—_— © AirExpress 


them out immediately, meeting them by radio-controlled 
truck for faster delivery — this major problem was solved 


without a single delay! 


‘And yet, most of our shipments cost less than any other’ 


air service. 15 lbs., for instance, 


Lexington, Kentucky, to 


Los Angeles, California, is $10.91. It’s the lowest-priced 


complete air service by $1.09!" 


> 


GaTs THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS ... divisionof RAIULWAY EXPRESS AGENCY 
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Martineou _—_—dBarrett 


Youngberg Hertel 
NEWSPAPER PROMOTERS—Kicking around promotion ideas at the central regional con- 
ference of the National Newspaper Promotion Assn. were Pierre Martineau, Chicago 
Tribune; Ted Barrett, Dallas Morning News, president of NNPA; Arthur C. Young- 
berg, Chicago Daily News; Andy Hertel, Milwaukee Sentinel; John Yuenger, Green 
Bay Press-Gazette; Robert Weed, Minneapolis Star & Tribune; John F. Blatt, Okla- 


Yuenger 


Weed Blatt Wilcox 


Hotel. 


Irwin lowe 


Taber Harding 


homan & Times; Howard Wilcox, Indianapolis Star & News; Joel L. Irwin, Cincinnati 
Enquirer; Fred Lowe, Detroit Free Press; Bob Taber, Daily Mail, Charleston, W. Va.; 
Clarence Harding, South Bend Tribune; Mel Barker, Chicago Sun-Times, and Tod 
Raper, Columbus Dispatch. The two-day convention was held in Chicago at the Drake 


Barker = Raper 


‘McCall's’ Promotes Briggs 


Corp.’s pattern branches, has been 


Bradford Briggs, formerly pub- appointed publisher of McCall’s 
lisher and manager of McCall } pattern division's publications, Mc- 


IS IT EXCITING? 


Are your headlines ‘‘stepperse’’) Are they 


. . makes 
advertising exciting- inviting! HA 7-0187. 


oy OF Sila Bott a, 


Lee P. Bott, Jr., 64 E. Jackson, Chicage 


Call’s Pattern Book and McCall’s 
Needlework & Crafts. In his new 
post Mr. Briggs will take over 
some of the duties formerly han- 
dled by Herbert Bijur, director of 
the creative department. The re- 
alignment of duties, McCall’s re- 
ports, is being made to allow Mr. 
Bijur more time for the division's 
expansion program. 


| the West, midwinter conference, Miramar 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 4-5, 1957. Midwestern Advertising 
Agency Network, Furniture Club of 
America, Chi 

Jan. 18-20, 1957. Advertising Assn. of 


Hotel, Santa Barbara, Cal. 

Jan 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 
Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women’s Advertising Clubs, 
Baltimore. 

Feb. 6, 1957. Associated Business Pub- 
lications, annual Midwest conference, Con- 
gress Hotel, Chicago. 

*Feb. 22-23, 1957. Northwest Daily Press 
Asen., 38th annual meeting, Radisson Ho- 
tel, Minneapolis. 

March 7, 1957. Associated Business 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

*March 13-15, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. 

April 10-12, 1957. Point-of-Purchase Ad- 
vertising Institute, 11th annual symposium 
and exhibit, Palmer House, Chicago. 

April 13-19, 1957. National Business Pub- 
lications, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 25-27, 1957. American Assn. of 
Advertising Agencies, The Greenbrier, 
White Sulphur Springs, W. Va. 

April 25-27, 1957. Advertising 
eration of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

May 2-3, 1957. International Advertising 
Assn., New York. 

May 5-7, 1957. Magazine Publishers 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 

May 12-15, 1957. National Newspaper 
Promotion Assn., Jung Hotel, New Or- 


leans. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

May 26-29, 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 
of America, 53rd annua! convention, Hotel 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinac 
Island, Mich. 

June 24-28, 
the West, S4th annual convention, 
watian Village, Honolulu. 


1957. Advertising Assn. of 
Ha- 


Ziegentfus Joins Ekco as | 
Head of New Sink Division 

Elmer C. Ziegenfus, formerly in | 
charge of sales and product policies | 
of the sink division of Carrollton | 
Mfg. Co., has been named exec vp 
of the new sink division of Ekco | 
Products Co., Chicago housewares 
manufacturer. The stainless steel | 
sinks will be manufactured in| 
Ekco’s Canton plant and_ will’ 
be marketed through standard 
plumbing and building supply 
sales promotion. 

This is the third step in the com- 
pany’s expansion into the building 
supply field. Ekco has recently 
purchased Ruby Lighting Co., Los 
Angeles and Dallas, manufacturer 
of fluorescent lighting fixtures, and 


Kennatrack Corp., Elkhart, manu- 
facturer of sliding door hardware. 


Emerson Names Kantrowitz, 
Dietz to New Marketing Posts 

Hal Dietz has been named vp in 
charge of sales and marketing of 
Emerson Radio & Phonograph 
Corp., Jersey City, with supervision 
of advertising, sales promotion and 
market research. He formerly was 
vp in charge of sales. Lester Krug- 
man recently resigned as market- 
ing vp of Emerson. 

At the same time, Edward Kan- 
trowitz, formerly assistant to the 
vp in charge of marketing, was 
named director of advertising and 
sales promotion. 


‘Times’ Breaks Barrier 
The New York Times Magazine, 
which has an 80-page mechanical 


limit, appeared in a 160-page for- | 
including 112.4) 


mat on Dec. 2, 
pages of advertising. The Times 
said the move was an “experi- 


ment” and that there are “no plans | 


to do it again.” Demand for ad- 
vertising space at this time of year 
was cited as the reason for the big 
issue. 


Newspaper Advances Lee 

The Des Moines Register and 
Tribune has appointed Richard C. 
Lee to the new post of assistant 
advertising director. Mr. Lee, who 
will continue as manager of the 
retail advertising department, will 
assist in the direction of all ad- 
vertising divisions. He joined the 
newspapers in 1935. 


If you haven't gone 


GO TO YOUR NEWSSTAND 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, photo engravings 
and printing...all under one roof to save you time and 
money. You make just one contact—why triple your 


work? One call does it all... phone Whitehall 4-2300 


ALTHO corrorarion 


N Darhon St. Chicago 10, tines | 


AD-SETTING 
ENGRAVING 
PRINTING 
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Lucky Tiger President 
Is Own Account Exec 


(Continued from Page 2) 
ecutive Harris, and the show was 
bought in a matter of minutes. 


= Two years ago, Lucky Tiger 
brought out a men’s shampoo. It 
didn’t go; so, almost as quickly as 
it was introduced, it was retired. 

The energetic 35-year-old pres- 
ident pilots his own Beech air- 
plane at least 200,000 miles an- 
nually, is on the move at least 50% 
of every week, personally talks to 
each of his 11 salesmen at least 
once weekly. 

With his sales force constantly 
on the lookout for advertising pos- 
sibilities, and through his own 
perigrinations, Steve quickly learns 
of “special situations,” store open- 
ings, drug chain promotions, co-op 
opportunities, tv availabilities and, 
just as quickly, acts on them. 

“One of the biggest mistakes that 
small companies make is in not 


Stephen W. Harris 


taking advantage of rapid com- 
munications in the U. S. today,” he 
states firmly. 

Established by his father in 1917 
and named after a famed Mexican 
gold strike the year before, Lucky 
Tiger, compared to most of its 
competitors—some with $1,000,000 
budgets and multi-million dollar 
sales—can be considered small. 


® In a hair dressing market with 
a volume of some $65,000,000-$70,- 
000,000 annually, the Kansas City 
company, employing 32 people, 
accounts for $1,000,000 to $1,500,- 
000 in annual sales, according to 
Mr. Harris. Most of that amount 
comes from four basic products— 
two hair tonics, a rose oil and a 
recently introduced Butch Wax for 
crew cuts. 

The annual advertising budget 
(“advertising is the most important 
part of the Lucky Tiger business,” 
says Mr. Harris) ranges from 
$100,000 to $250,000, depending on 
the wheeling-and-dealing taking 
place in any year. The company’s 
annual net profit ranges from 2% 
to 22%, depending on promotion 
expenses. Television consumes 95% 
of the company’s current ad budg- 
et. 

Lucky Tiger’s best markets are 
in the Southeast, Texas and Cal- 
ifornia. It’s not uncommon for the 
company to spend a year in a giv- 
en market, disappear entirely for 
the next two to three years and 
then pop back in again. 

Unconventional in its business 
operations, Lucky Tiger is an even 
more unconventional agency client. 
Its president has some rather shat- 
tering views on advertising in gen- 
eral and “Madison Ave.” in par- 
ticular. 


s “I got tired of spending a year 
bs a half to teach a man the drug | 
business,” he says. So, in his | 
current agency—Potts-Woodbury, 
Kansas City, named earlier this 
year—he is the Lucky Tiger ac- 
count executive. (Erwin, Wasey 
formerly handled the account.) 


puts in an average of three hours 
weekly at the agency, working on 
the company’s advertising phases 
and making use of the agency’s 
creative facilities. 

“Madison Ave. boys travel in 
their own group and talk to each 
other,” he contends. “They don’t 
travel the country. In general, 60% 
of advertising goes down the drain 
because it doesn’t sell anything.” 

With an eye cocked at television, 
he declares, “You can spend an 
awful lot of money entertaining 
the American public without sell- 
ing any merchandise.” 

Much advertising, he contends, 
is misdirected and does not con- 
sider the local point of view. “Sub- 
consciously, all down the line 
you’ve got this make-it-bigger 
feeling,” leading to bigger budgets 
and operations, though not neces- 
sarily commensurate sales, he says. 


= Mr. Harris is the first to admit 
Lucky Tiger commercials are 
corny. “You’d never believe they 
sell,” he declares, but he adds sig- 
nificantly that sales are up 40% 
since July. 

Contrary to some current con- 
cepts, Mr. Harris believes that in 
the long run television is cheaper 
than radio for the limited budget 
advertiser. Granting that radio has 
a subconscious effect on its listen- 
ers, he points out that he can tell 
in two to three weeks on television 
whether or not a commercial is 
selling but needs at least three to 
four months on radio to come up 
with the same conclusion. 

All Lucky Tiger commercials are 
one-minute films. But they’re nev- 
er filmed before they’ve been test- 
ed. “I won’t run any television 
commercial on film that I haven’t 
first run live,” Mr. Harris declares. 

He contends that viewers are 
better prospects when they have 
been listening to mysteries and 
newscasts instead of comedies. 

He scoffs at ratings. “The ratings 
don’t mean people are going to 
buy.” 


= He explains the one-minute 
length of his commercials this way. 
“Our biggest problem is getting the 
guy on the street to go in and buy 
our product. You can get a guy to 
notice a name in eight seconds, 


MODERN DRESS—Keeping pace with 
its wheeling-and-dealing, Lucky 
Tiger switched jrom its antique- 
like packaging to the flashy yel- 
low-striped container on the right. 


and remember it in 20 seconds. 
But we want him to go out and 
buy it.” 

Current commercials have a free 
offer “to the first 100 people who 
call this number.” Those respond- 
ing receive a card good for a free 
full-size jar at the local druggist. 
About 50% redeem the cards, but 
many of the rest forget about the 
card. They buy the product any- 
way, says Mr. Harris. 

Lucky Tiger’s major outlets are 
druggists (45%), supermarkets 
(30%) and barbers (25% 


# Although the Safeway chain is 
the company’s biggest direct ac- 
count, Mr. Harris is a strong sup- 
porter of the drug store merchant. 
“The druggist will sell your prod- 
uct; the grocer will handle it,” he 
says, adding, chagrined, “We're No. 
4 in the market, but grocers like to 
handle three products.” 

A graduate of Andover and 
Yale and a former naval intelli- 
gence officer, Steve spends what- 
ever leisure he has at home with 
his wife and three children. 


Jones Joins Stevens-Gross 

E. Willis Jones has been ap- 
pointed to establish and direct a 
department of design for Stevens- |. 
Gross Studios, Chicago. Mr. Jones 
formerly operated his own design 
and art direction studio and 
served for 12 years as head art 
director of Needham, Louis & Bror- 
by, Chicago. - 


WE'VE CHANGED 


Steve has his own desk there and 


BUT NOT OUR 
FAMOUS MARK 


Now we've expanded our 
business to include Amateur 
Color Film Processing and 
Graphic Arts. But our fa- 
mous mark TECHNICOLOR 
can still be used only to 
identify products or services | 
of a Technicolor Company. 
Technicolor, being a proper 
name, is always spelled with 
a capital “T’’. 


3 Months Average for Feriod 
Ending Sept. 30, 1956 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Seems to us that bar glasses in our 
favorite dives keep getting smaller 
and smaller, while the glassware 
currently sold for home bar use is 
getting bigger and bigger. Time was 
when an old-fashioned glass held a 
normal four ounces, but now they’re 
big enough to use for ar ice-bucket. 
And we give you our word that one 
highball glass we saw in a store win- 
dow could easily hold a half-gallon. 


Are we raising a crop of giants some- 
where? Reminds us of when we first 
saw gallon glass jugs of Old Grand 
Dad in San Francisco liquor stores; 
we thought Paul Bunyan had mi- 
grated to the West Coast. 


xnaerk 


There is probably no more stand- 
ard item on the American table than 
mashed potatoes. But their prepara- 
tion is quite a bit of work, what with 
the steamy job of boiling and mash- 
ing, and anything that cuts down the 
labor ought to be welcomed by busy 
housewives. A magician of the kitch- 
en, with a touch of a spud-wand, 
produced a packaged, flaked mashed 
potato that required only the addi- 
tion of hot water tc equal the efforts 
of the best potato-cook extant. The 
spud merchant enlisted Burgoyne to 
run panel tests in Louisville, Dayton 
and Indianapolis, and the time-sav- 
ing novelty caught on with harried 
housewives in a great hurry. : 


x**rk 


The old man may spend a lot of 
time and money trying to save his 
vanishing hair-line, but real care is 
needed with the tender locks of son- 
ny-boy, just turned twelve months. 
Baby shampoo has to be a very pure 
and superior article, because no one 
can take a chance on getting him 
permanently bald before his time. A 
maker of toiletries for His Royal 
Majesty the American Baby per- 
fected a shampoo that was a mother’s 
delight—left Junior’s hair clean and 
fluffy without any Harmful Effects. 
Burgoyne panel-tested it in Colum- 
bus, Rockford and Cincinnati; found 
a worth-while market waiting. 


Want to know how special promo- 
tions will affect your sales? Bur- 
goyne is the lad to tell you. Write, 
wire, phone or send up a flare. 


On the International Scene... 


Mennen Expands Latin America Ads 


New Yorx, Dec. 4—The Men- 
nen Co. is stepping up its interna- 
tional advertising program. 

Mennen, maker of toiletries for 
babies and men, plans to mount a 
greatly expanded campaign in Lat- 
in America during 1957. 

The drive kicks off in the Jan. 6 
Hablemos, in which Mennen will 
run a full color back cover ad— 
the first in a series. 

This back cover represents a 
number of “firsts.” It is the first 
time Mennen has used full color 
pages to promote its line in Latin 
America. It is the first Mennen 
ad prepared by McCann-Erickson 
Corp. (International), which re- 
cently succeeded Gotham-Vladimir 
Advertising on the account. And 
the Jan. 6 issue of the Sunday 
newspaper supplement is to be the 
first in rotogravure, after seven 
years in letterpress. 


® Menn®én, which manufactures in 
several Latin American countries, 
also will be using color ads in the 
Caribbean edition of the Reader’s 
Digest and b&w insertions in Life 
en Espanol and the Latin American 
edition of Time. 

The greatest part of the expand- 
ed ad program, however, will come 
from expenditures at the local lev- 
el—by manufacturing subsidiaries 
and distributors. Local McCann 
offices handle Mennen in every 
Latin American country except 
Cuba, Mexico and Colombia. 

3 s * 

Ford Motor Co., in a campaign 
currently running in international 
media, displays Ford cars built in 
four different countries and ad- 
vises: “Look for the ‘Beauty Mark’ 
in cars—Ford-built.” A spread in 
Life International carries the head- 
line: “The world-wide Ford com- 
panies.” It shows the U. S.-built 
Lincoln Premiere, the Canadian- 
built Mercury, the British-built 
Zodiac and Consul and the Ger- 
man-built Taunus. J. Walter 
Thompson Co. is the agency. 

: e * 


Raymond Mery, who is active 
both as an agency man and media 
representative, has been elected 
president of the Federation Fran- 
caise de la Publicite, the central 
advertising organization in France. 

M. Mery, who received 50 votes 
out of a possible 63 (there were 13 

abstentions), be- 

gan his advertis- 

ing career in 1929 

in the agency 

run by his father, 

Paul Mery. Since 

1945, he has been 

a director of 

Agence Mery; 

managing direc- 

tor of ADP. 

publishers’ rep- 

Raymond Mery resentative, and 

chairman and 

managing director of R.I.P.S.A., 

international publishers’ repre- 

sentative and an offshoot of the 

powerful Publicitas agency of 
Switzerland. 

M. Mery succeeds Henri He- 
nault, president of Synergie, a 
leading Paris agency. He will serve 
for four years. M. Henault de- 
clined to stand for reelection. 

. o 


Ernest Dichter, president of 
the Institute for Motivational Re- 
search, has left on a trip to Europe 
where he will “initiate motivation- 
al research studies for several Ger- 
man companies” and open branch 
offices of the institute. Dr. Dichter 
plans to open branches in Britain 
and Germany before returning 
Dec. 16. 

* . 


Foreign Briefs: 
e Mecanica Popular, now entering 
its 10th year, reports that its Jan- 


¢= 


; * Sosa 
MENNGN scvies vice 


FAMILY THEME—“Like father, like 
son,” says the Mennen Co., in back 
cover page in Hablemos launching 
expanded Latin American drive for 
its toiletries for men and babies. 


uary, 1957, issue will carry 53% 
more advertising than the corres- 
ponding 1956 issue. 


e Ingenieria Internacional Con- 
struccion, McGraw-Hill book, re- 
ports that 34 new advertisers ap- 
peared in 1956 and advertising in- 
come this year was 15% above 
1955. 


e Harlow Curtice, president of 
General Motors Corp., returned 
from a European trip with the 
report that GM’s French plant will 
produce more than 100,000 Frigi- 
daires this year and expects a pro- 
duction expansion of 40% in 1957. 


e@ The International Advertising 
Assn. will stage its second Euro- 
pean convention next summer in 
the Netherlands. 


e McCann-Erickson, which this 
year picked up the Chesterfield 
account at home, has landed a 
shiny, new cigaret account in Brit- 
ain—Carreras. 


e In Australia, a Norwegian who 
advertised rubber nose-rings as 
American sex stimulants was 
jailed for three months in Sydney. 
Police said the man, Odd Hauge, 
35, admitted sending pamphlets 
through the mails advertising the 
rings, “to be fitted to women’s 
noses.” The magistrate said no one 
but a fool would believe such fan- 
tastic claims. 


P&G Announces Scholarships 

Procter & Gamble Co., Cincin- 
nati, has expanded its general aid- 
to-education program to include 
47 colleges and universities in its 
annual $650,000 educational pro- 
gram. The scholarship plan, set up 
two years ago, calls for a total of 
240 four-year scholarships at in- 
dependent institutions. 
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Newspaper Advertising Linage 
October, 1956 
Media Records Reports for 52 Cities 


Oct 


1956 1955 


Classification 


Oct. Per Cent 
Change 


Per Cent 


1956 1955 Change 


Retail (total)* ....143,335,327 144,137,409 — 0.6 1,260,938,152 1,233,875,497 + 2.2 
(Dept. Stores) 54,095,614 54,486,358 — 0.7 462,866,165 459,908,220 + 0.6 
43,420,296 39,777,610 + 9.2 342,445,147 310,558,274 +10.3 


16,877,923 19,796,907 —14.7 
3,677,903 + 9.5 


4,025,851 


158,420,687 — 8.6 
33,732,880 +11.9 


144,772,598 
37,745,835 


Total Display 207,659,397 207,389,829 + 0.1 1,785,901,732 1,736,587,338 + 2.8 
62,197,169 65,683,570 — 5.3 619,804,406 595,749,842 + 4.0 
269,856,566 273,073,399 — 1.2 2,405,706,138 2,332,337,180 + 3.1 


*Includes department stores. 


Carpet Makers to Sell by Foot 

Members of the Carpet Institute 
have decided to sell carpet by the 
square foot, instead of the square 
yard, effective Jan. 1. Reason for 
the change is a common error of 
arithmetic among consumers. In 
converting square feet to square 
yards, the institute found, many 
consumers will divide by three in- 
stead of by nine. This error creates 
a distorted idea of carpet costs 
since it trebles the actual cost in 
a given area. 


‘News Front Names Two 

Louis Harrod, formerly sales 
manager of Bigelow Tea Inc., and 
Robert Warnick, formerly with 
CBS-TV, have joined the East 
Coast sales staff of News Front, 
new controlled circulation month- 
ly to be sent beginning in Febru- 


ary to officers and key depart- 
ment heads of leading corpora- 
tions. The magazine gets $785 a 
b&w page and $1,275 for a four- 
color page. 


Happiness Tours Names Engle 

Happiness Tours, Chicago and 
New York, and its foreign division, 
Journeys International, have ap- 
pointed Engle Advertising, Chi- 
cago, to handle their advertising. 
The account was formerly handled 
by Weiss & Geller. 


com-mu‘ni-ca‘tive™ 
is the word for the Newsweek reader 


com-mu’ni-ca‘tive , adj., Inclined to impart or 
communicate information, ideas, etc. 


Signs of 


“SCOTCHLITE”’ 


REFLECTIVE SHEETING 


give you much 


more advertising for your dough 


You boost sales without boosting costs if you use this most fabulous medium of them 
all. . . brilliant, colorful signs of ““ScoTcHuTE” Reflective Sheeting! Here's a high read- 
ership, important day-and-night reminder advertising that is yours at proven lower cost. 
For a free demonstration of 24-hour selling, write Minnesota Mining & Mfg. Co., 

Dept. AA-12106, St. Paul 6, Minnesota. 


“SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 
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It's Justice vs. FCC 
in NBC Trust Action 


(Continued from Page 1) 
TV, Pittsburgh, which Westing- 
house was in the process of ac- 
quiring. It says NBC also threat- 
ened to withhold affiliations with 
any subsequent stations acquired 
by Westinghouse. 

At the time negotiations began, 
the complaint notes, NBC already 
had tv stations in New York, Chi- 
cago, Los Angeles, Cleveland and 
Washington, the first three, the 


10th and the 11th markets. With | 


markets in Philadelphia, Boston 
and San Francisco—fourth, sixth 
and seventh in size—and plans for 
acquiring KDKA-TV in Pitts- 
burgh, the eighth market, Westing- 
house was an important competitor 
of NBC’s and other station owners 
for advertising in the eight pri- 
mary markets, the government 
says. 


® Because of the importance of 
stations in the top markets, the 
Justice Department said Westing- 
house has been placed in a less fa- 
vorable position to compete with 
NBC and other station owners in 
the sale of advertising, and the 
Westinghouse Electric Co. has been 
placed at a disadvantage in com- 
peting with RCA in the sale of 
transmission and receiving equip- 
ment. 

In addition, the complaint con- 
tends, other station owners in 
Philadelphia are precluded from 
competing with the NBC-owned 
station for NBC affiliation, and in- 
dependent station representatives 
have been deprived of the oppor- 
tunity to compete for representa- 
tion of one of the vhf stations in 
the Philadelphia market. 


s As its immediate objective, the 
Department of Justice asked the 
court “to order such divestiture of 
the assets of the defendant NBC 
as the court may deem necessary 
and appropriate.” 

Since the Federal Communica- 
tions Act specifies that anti-trust 
convictions should be taken into 
consideration in granting or re- 
newing radio and tv licenses, the 
Federal Communications Commis- 
sion immediately reacted to Justice 
Department action by suspending 
further action on NBC’s applica- 
tion for the purchase of WKNB- 
TV, New Britain, pending the con- 
clusion of the case. 


® In its reaction to the case, NBC 
pictured itself as the victim of “a 
jurisdictional dispute between two 
agencies of government.” It point- 
ed out that FCC had studied the 
facts and decided the transaction 
was in the public interest. 
“Contrary to the claim made by 
the anti-trust division in this suit, 
not only,.was Westinghouse not co- 
erced by RCA and NBC to make 
the transfer, but Westinghouse in 
fact sent a letter to the FCC urging 
approval of the transfer as being 
in the public interest. It was on 
the basis of this representation by 
Westinghouse as well as the other 
material before it that the FCC 
approved the transfer now chal- 
lenged by the anti-trust division. 
“The FCC is specifically author- 
ized by Congress to pass upon such 
station transfers, and NBC acted in 
accordance with its decision. Now 
another branch of the government 
—the anti-trust division—is trying 
to undo the action of the Federal 
Communications Commission. 


s “If American businesses are to 
be hauled into court by the anti- 
trust division because they act 
in conformance with the rulings of 
an authorized government agency, 
then indeed confusion will be com- 
pounded by confusion. 

“We are confident that this dis- 


will not result in RCA and NBC 
being penalized for scrupulously 
following the procedures estab- 
lished by law.” 


® With scores of FBI agents cur- 
rently combing for evidence of re- 
straint in the business practices of 
networks and other segments of the 
‘industry, the NBC-Westinghouse 
|dispute was picked by Attorney 
General Herbert Brownell as a 
starting point to establish the Jus- 
tice Department’s authority to 
backstop the FCC in regulating tv. 

The Attorney General explained 
he is charging that the network has 
used its power to gain competitive 
advantage as a station owner over 
its competitors. He argued it is the 
duty of the government to seek a 
remedy and prevent similar of- 
fenses in the future. 

From a legal point of view the 
department has little precedent to 
cite. Before the House anti-monop- 
oly subcommittee last fall, former 
Anti-Trust Chief Stanley N. Barnes 
argued, however, that failure of 
FCC to deal with an anti-trust of- 
fense does not prevent the anti- 
trust division from moving in. 


® With the filing of the case today, 
Victor H. Hansen, new chief of 
the anti-trust division, said Con- 
gress specified in the Communica- 
tions Act that anti-trust laws ap- 
ply to the broadcasting industry. 

“Accordingly, the conduct of 
RCA and NBC must meet the same 
standards of accountability under 
the Sherman [Anti-Trust] Act as 
that of any other American busi- 
ness,” he said. 

While grand jury activities are 
carefully shielded by law, word 
leaked out months ago that the 
Justice Department had assembled 
a grand jury in Philadelphia to 
collect information about the tv 
industry, including the NBC-West- 
inghouse conflict. 


= Some of the secrecy was pulled 
aside on Sept. 14, when Mr. Han- 
sen, in his first public appearance 
after taking office, told the House 
anti-monopoly subcommittee that 
Westinghouse, RCA, NBC and CBS 
officials were called under sub- 
poenas to appear in the grand 
jury’s investigation of the NBC- 
Westinghouse deal. 

Speaking as a newcomer, he told 
the committee, under the chair- 
manship of Rep. Emanuel Celler 
(D., N. Y.), that he is convinced 
the ownership and operation by tv 
networks of their own stations 
gives them an opportunity—per- 
haps even temptation—to indulge 
in tactics which pose serious anti- 
trust questions. 

“The roles of the parties in this 
exchange of broadcasting facili- 
ties,” Mr. Hansen said, “have 
served to underline the disparate 
bargaining power of a station 
owner—even as large as Westing- 
house—in its relations with major 
television networks.” 


® Besides the data collected by 
the grand jury, the Justice De- 
partment also has extensive testi- 
mony from congressional commit- 
tees which have investigated tv 
this year. 

In February, the Celler commit- 
tee uncovered a letter from Anti- 
Trust Chief Barnes to FCC asking 
additional time to complete inves- 
tigations of charges that Westing- 
house had been coerced. The com- 
mittee noted that FCC announced 
approval of the deal despite receipt 
of the Barnes letter. 

Subsequently, when he appeared 
before the Senate committee last 
June, Donald H. McGannon, presi- 
dent of Westinghouse Broadcasting 


pute between government agencies |- 


Co., was asked why Westinghouse 
finally joined in asking approval 
of the swap. He said loss of NBC 
affiliation would have destroyed 
much of the $8,500,000 investment 
which Westinghouse had in the 
Philadelphia station. 


® A few days later, when he 
appeared before the House anti- 
trust subcommittee, FCC Chairman 
George McConnaughey was con- 
fronted with an FCC staff investi- 
gating report warning the commis- 
sion that Westinghouse officials 
said they were forced to agree to 
the Philadelphia s'ation swap. 

One confidential FCC memo pro- 
duced by the committee staff told 
how Chris Witting, president of 
Westinghouse Brvadcasting Corp. 
at the time, reported that he had 
visited RCA Chairman David Sar- 
noff and asked “if this muscling in 
job was company »olicy.” 

The memo said fr. Sarnoff had 
answered that N)°C needed rev- 
enue from Philad«iphia to bolster 
the network’s income. 

“As much as Westinghouse dis- 
liked the situation,” the memo con- 
tinued, “there was not much we 
could do but accept the deal.” 


s Pressed by committee members 
to explain why FCC approved the 
transfer on Dec. 26, Chairman Mc- 
Connaughey said his staff subse- 
quently conceded there was little 
possibility the charge of “duress” 
could be made to stick, “since there 
was no assurance witnesses would 
be as candid when they were called 
to testify.” 

He denied that FCC’s action pro- 
vides “immunity” to NBC which 
would preclude the Justice Depart- 
ment from carrying out anti-trust 
action. 

Differences turned up during 
FCC and Justice Department pro- 
cessing of the NBC-Westinghouse 
case may account for the deter- 
mination of the anti-trust division 
to push ahead with its full-scale 
probe of tv business methods at a 
time when FCC has a special net- 
work study group covering most of 
the same ground. 


® In his testimony before the Cel- 
ler committee last September, 
Anti-Trust Chief Hansen outlined 
an extensive plan of investigation 
going into all phases of the tv 
business, including talent contracts, 
option time and “must buy” ar- 
rangements. He indicated that 18 
months to a year may be required 
before the division will decide 
what it considers necessary. 

During questioning he expressed 
dismay that FCC was currently 
considering relaxation of the limit 
on the number of stations con- 
trolled by any single individual. He 
said it should be tightened rather 
than relaxed. 

His statement included detailed 
reports on the early history of the 
NBC-Westinghouse case, pointing 
out that the anti-trust division and 
FCC established liaison on it in 
August, 1955, and that the Justice 
Department had scanned FCC staff 
reports in September and October. 


® Less than a month after copies 
of these reports were obtained, he 
said, the commission voted ap- 
proval of the exchange. 

“This approval was neither com- 
municated to us nor announced 
publicly until Dec. 28. In the inter- 
im, on the morning of Dec. 27, a 
letter from my predecessor in of- 
fice, Judge Barnes, to Chairman 
McConnaughey was delivered to 
the commission.” 

In explaining the reasons why 
the Department of Justice is push- 
ing beyond the NBC-Westinghouse 
deal, to study all aspects of the tv 
business, he said this same “dis- 
parate power” that exists between 
networks and stations is revealed 
by investigations of other charges, 
including the charge that networks 
require sponsors to use network- 
owned programs. 


BE ee Ro 
“soup is 
#0 fashionabie” 


— theme or 


Veretoet tae od 


Co. “in grateful acknowledgement of a great promotion by a great 

store.” The ad originally was placed—and paid for—by Neiman- 

Marcus, which ran it in the Dallas News. It was the first of three 

half-pages telling about ways to serve soup. The store also was 
host at a “Soup-rise” party. 


Seymour Again 
Is C-C Ad Director 
in Exec Shuffle 


(Continued from Page 1) 
rector of Fawcett Publications, has 
no plans for the future. “This came 
on me as a complete surprise,” he 
said. 


s Mr. Smith denied reports that 
Collier’s and Companion are for 
sale. He said current rumors prob- 
ably grew out of “exploratory 
talks” he had recently with Mike 
Cowles of Look and executives at 
Time Inc. These conversations, 
which centered on unexpired sub- 
scriptions of Collier’s and Com- 
panion, boiled down, he said, to 
“exploring ways of getting out 


John Reiss 


Shepard Spink 
from under in the event I can’t 
solve our problems and I have to 
suspend publication of the maga- 
zines.” 

He added: “I have no intention 
at the present time of suspending 
the magazines or selling them. For 
the sixth time since I took over I 
have a rugged cash problem, which 
must be. solved in the immediate 
future. Even if I solve the immedi- 
ate problem, the cash shortage sit- 
uation will remain until about next 
July.” 

Tapped by Mr. Smith to replace 
Mr. Spink at the advertising helm 
was 68-year-old E. P. (Spike) Sey- 
mour. A 40-year veteran of the 


E. H. Hellier Jr. E. P. Seymour 


company, Mr. Seymour thus suc- 
ceeds the man who, in December, 
1955, was named to take his (Sey- 
mour’s) place. At the time he was 
relieved by Mr. Spink, Mr. Sey- 


mour continued as a C-C vp, but 
without staff duties. 


s Edward W. Hellier Jr., assistant 
to President Smith since early this 
year, was named assistant adver- 
tising director under Mr. Seymour. 
Previously he was Detroit adver- 
tising manager for American. Jack 
Bfyner, ad manager of Collier’s, 
will direct advertising sales for 
the bi-weekly under his present 
title. 

Mr. Smith called yesterday’s re- 


alignments “part of our 1957 plans | 


to strengthen the sales drive be- 
hind our steady product improve- 
ment.” 

Spike Seyrhour, who had been 
ad manager of Woman’s Home 
Companion, was .promoted to ad- 
vertising director of Crowell-Col- 
lier for the first time in March, 
1950. 


s In May, 1953, Mr. Spink, who 
had joined C-C as advertising 
manager of Collier’s in Décember, 
1952, was named a Crowell-Coilier 
vp. Then, 12 months ago, he moved 
up to Mr. Seymour’s spot. 

After being relieved as publisher 
of Companion in July, 1954, a fate 
that befell Edward A. Anthony of 
Collier’s and John W. McPherrin 
of American at the same time, Mr. 
Birnie assumed new responsibili- 
ties as a vp and assistant to Pres- 
ident Smith. His job: “Publishing 
and editorial liaison.” 


® Early this year, Crowell-Collier 
launched a diversification program. 
Its first step was the formation of 
a recording, radio and tv division 
in March. Mr. Birnie was named 
division head. ; 

The outlook at 5ist and Fifth 
was for the acquisition of a news- 
paper (this never materialized) 
and also radio and television sta- 
tions. The company bought KFWB, 
Los Angeles, for $2,500,000 from 
Harry Maizlish. But after an- 
nouncing acquisition of KULA (am 
and tv), in Honolulu, for $1,000,- 
000, both sides subsequently called 
the deal off. 


® Biggest of all C-C deals was 
with Consolidated Television & Ra- 
dio Broadcasting. In exchange for 
$16,000,000, Crowell-Collier was to 
get four radio and three tv stations 
in the Midwest. It shaped up as the 
biggest communications deal since 
S. I. Newhouse paid a record $18,- 
700,000 in November, 1955, for 
three radio stations, one tv station 
and two newspapers in Alabama. 
Announced in April, the deal fell 
flat in November. Mr. Smith said 
financial] arrangements foundered 
because “the cost of the money we 
planned to borrow made it a bad 
business deal.” The current tight- 
money market was just too mucii. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon § days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
pany in the direct mail advertising field. 
The right man is assured an excelient fu- 
ture. Send full resume in confidence with 
first letter. 
Box 9132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116 


EDITOR WANTED—Strong, promotion- 
ally-oriented trade association in the 
sports field needs editor for monthly 
magazine. Knowledge of retailing and dis- 
tribution helpful, but not essential. Age 
to Salary commensurate with ex- 
perience. 
Box 9150, ADVERTISING AGE 

__ 200 E. Illinois St., Chicago 11, Illinois 

“Immediate Opportunity IN N CHICAGO 
A top-notch industrial advertising sales- 
man capable of filling a vacancy occur- 
ring because present incumbent so success- 
ful he is being promoted to home office 
top Management. 
Established billing now on contract as- 
sures immediate high-level inceme. Stable 
advertisers of long standing. Excellent 
| ew rte in area. 

blication regularly among top month- 
lies in the country. Generally recognized 
for high editorial performance, sound = 
culation structure. S well 
ed with excellent promotion and market 
research. 
Stability and sound work habits im 
tive. Advertising experience essentia ~ 
cause opening immediate. Age 32-40. Our 
own staff advised. Your reply confidential. 

Box 9167, ADVERTISING AG 

480 Lexington "Avenue, New York 17, N.Y. 


JOB ; ~ eee 


CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 
Bankers Bldg. Chicago 3. 


Sales Promotion Mgr. 
Available Jan. Ist 


a distributor, joboer-salesman 
and customer levels and have direct 
experience “closing” major 
distributor accounts. Have solid 
Sackground, heavy promotion-writ- 
ing experience. Exacti catalog 
cop for large wholesale house. 
-pressure newspaper copy for 
Chicase cont store chain. 4 years 
research and editorial writing for 
ge leading national trade pers. 

ears Bn. ting industrial 

for national mfg. 

present market with 

‘idea” production in disp 
to secure leads with fetter ‘Sulling 
direct mail; to build company pres- 
tige with clear —, r rts; 
4 expand distribution by continual- 
ly beefing-up jobber-salesmen inter- 
est; to . new markets with sound 
eas. Ability to work with 

a. others. rried, 


Ma Age 
32, J. Now make $12,000 yr. 
will ‘can peee, resume. 
BOX 370 ADVERTISING AGE 
200 E. Illinois St., Chicago il, Tl. 


25 | essential 


____ HELP WANTED \ 

WANTED: ART DIRECTOR 
Major West Coast sportswear manufactur- 
er needs Art Director with minimum of 
five years experience. Retail and fashion 
background essential. Must be creative 
and versatile. Should be about 30, may be 
male or female. Salary commensurate with 
ability. Please give complete details as to 
education, experience, present income, and 
salary expected. All — will be kept 
confidential and answer 

Box 9168, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

. State St. Ha 7-1991 Chicago 
COPYWRITER 
Man with a spark and the fuel of experi- 
ence and character to make it catch on. 
Want copy chief for fastest-growing agen- 
cy in middle-big midwest city. Must be 
creative and good organizer of own and 
others’ ie Packaged goods experience 
rite 
Box 9169, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED: Machine Tool Man for 
Ad Agency 
Chicago Ad Agency will add one more 
account exec to its staff. If you have ma- 
chine tool experience ... as an ad man- 
ager, agency man or editorial writer .. . 
we'd like to talk to you. Salary and po- 
tential to make the move worthwhile. 
Write’, (briefly) 
Box 9170, ADVERVTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION AND 
ADVERTISING 
Position with client. Man of creative and 
sales ability in the 20 to 30 age group. 
Company located outside New York—well 
established—markets a wide variety of 
products. Send resume to Personnel Di- 
rector for forwarding. 

FULLER & SMITH & ROSS INC. 

PARK AVENUE 
NEW YORK 17, N.Y. 

REGISTER WITH US FOR BETTER 

POSITIONS! Nationwide service. 

COMMERCIAL EMPLOYMENT, 

652 Chestnut St., Gadsden, Ala. 


AGENCY EXECUTIVE 


We are pay Ro for hy R. 
executive who inks he’s al- 
ready set for life, iy J - still 
believes that he has the youth, the 
experience, the drive to take on a 
new challenge. He should have ad- 
ministrative ability, creativeness, 
and a record of account serv- 
ice. Accent is on industrial accounts, 
but consumer experience will help 


too. 
This ition is in the me 
office of a known, well rega . 
national AAAA agency. The man 
we're looking for is now employed 
and he will require a reasonable 
amount of time to sever his present 
connection. Salary, bonus, insurance 
benefits. Send brief resume includ- 
ing present ome. Box 367, AD- 
VERTISING AGE, E. Illinois St., 
Chicago 11, Tlinois. 
_ 


Our 45th Year 
osmetic 


GLADER CORPORATION 


Dene En ag Afr s Agency 
i 


r. 
110 S. "ates CE 6-3353 Chicago 


rent photograph. 


ATTRACTIVE OPENING 
FOR AMBITIOUS, YOUNG 
SPACE SALESMAN 


Age 25 to 35. National trade maga- 
zine has opening in its New York office. 


Excellent starting salary, plus expenses. 
Two to four month training period. 


Requires extensive traveling for a 
period of two to four months. 


Send complete information and cur- 


Box # 364, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 
LOOKING FOR HELP? Write us! 
We have the “right” person 
for the “right” job! 
COMMERCIAL EMPLOYMENT, 

652 Chestnat St., Gadsden, Ala. 
COPY - CONTACT 
15 yrs. copy, acct. contact as agency and 


fe dept. principal. Consumer and indus- 
| tria 
backed by know how that puts them to 


experience. Sound creative ideas 


work. 
Box 9171, ADVERTISING AGE 
200 E. Iilinow St., Chicago 11, Illinois 
AD-PROMOTION MGR. 
15 years adv” merchandising experience 
including 8 years agency copy-contact. 
Automotive and major home appliance ex- 
perience. Sound creative ideas. 
Box 9172, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
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REPRESENTATIVES WANTED 
P 8 *s PRES ATIVES 
WANTED 
To handle all sections of U.S. for expand- 
ing hotel trade publication. S Seees pio- 
neering, but has fut 
Box 9178, A VERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
PUBLISHERS OPPORTU NIT Y—Young, 
college, extremely creative and aggressive 
representative seeks publication to repre- 
sent in New York City and entire north- 


MISCELLANEOUS 
PHOTOGRAPHY 
INDUSTRIAL AND COMMERCIAL 
ve W. Roscoe-GR. 7 a Chgo 
PACE REPS, SALESME 
HERE'S NEW INCOME FROM OLD, 
NEW ACCOUNTS 
Give your customers 4-color process in- 
serts for trade pubs .. . amazingly low 
costs . . . also full color mailers, cards, 
Promotional materials for all campaigns 
low cost . . . liberal commissions 
excellent service. Write ENCORE LITHO. 
52 East 19 Street, New York City. 


east. Top producing record on c 
trade, farm publications. Will show proof. 
Take advantage of my top agency and 
company contacts, fine reputation, youth, 
energy and ambition. 

x 9128, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


AVIATION AD MAN 
5 yrs. experience in national and trade 
paper advertising for leading U.S. mfgr. 
of aircraft equipment. Top writer. Can 
handle sales promotion, direct mail, audio- 
visual. Know airframe, military, airline 
markets. Seek Position with Pe pane A or 


BUSINESS OPPORTUNITIES 
Amazing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N.Y. 


mfgr in East. 
Age 28, married. Available Pred. i ‘Salary: 


Box 9173, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 
Worked in agcy. engrav. print and publ. 
Box 8974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING - PRINTING 
Young man (30) with 7 years experience 
in magazine production. BS in advertising, 
graduate work in marketing. 

Box 9174, ADVERTISING AGE 
* 200 E. Illinois St., Chicago 11, Illinois 
ASS'T ADV. MGR.-ASS'T ACC’T EXEC. 
Young-systematic-versatile “right-hand.” 
Presently employed 4A prominent N.Y. 
manu. consumer-industrial yy 
Thoroughly familiar all phases Advtg. & 
Sales Pro. Creative copy-ideas. Asking 
$85-100 wk. 

Box 9176, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


Air Force PR officer, now civilian-6 yrs 
exp in adv, sls prom, 28 ready to roll again. 
Box 9177, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
Account Executive for leading agency 
offers 9 years of sound advertising and 
marketing background to agency or cons. 

products advertiser. Write for resume. 
Box 9175, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WE WANT THE BEST 
COPY CHIEF IN TOWN 


—and we'll pay his price! 
We want someone with a proven 
record as a writer and copy director 
in an agency billing at least 10 mil- 
lion dollars. And package goods ex- 
perience is a must—either toiletries, 
food, or both. Your mest important 
duty will be writing, but you will 
also need a talent for helping other 
writers to produce better ads. You'll 
like working at the Gordon Best 
Agency. We are a calm, organized 
outfit, with every facility you could 
possibly want, and will provide a 
pleasant environment where you'll 
never feel “out of touch” with fel- 
low workers or with any phase of 
the agency's activity. : 

Write — wire — phone today! 
Gordon Best, Gordon Best 


Company, Ine 4 228' North LaSalle 
Street. eage: STate 2-5060. 


FLORIDA MAILING LISTS 
Business - Professional - Residential 
H T Hess & Co., Box 2467, Orlando, Fia. 


PERSONAL NOTICE 
Rock: If your agency has a client that 
packs a free flowing, dry solid, 
contact me at once. We have just 
ae an automatic measur- 
device that dispenses pre- 
p> MR quantities with each 
pour. It’s a simple gadget that 
costs a fraction of a cent. Adds 
up to a gal pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account (or 
prospective accounts) if you pre- 
sent it first. Call, write or wire 
me at United States Metered Con- 
tainer Corp., 
New York 22, N 


prams PROMOTION MANAGER 


headquarters ¢ CRYOVAC 
COMPANY. @ division of R. Grace 
Co., located in Lock port, New York. Will 
be responsible for | x promotion 
activities (1 t meet- 
ings, merchandising pK advertising, 
oe ia New England, York, Ohio, 


Pood Chains and Supermarkets would be 
very helpful. Age 30-40. Salary to $9,500 
=. on one. —— benefits 

e ack DeCap 
Sales Manager, CRYOVAC COMPANY. 
Lockport, New York. a 


SALESMAN FOR 
LEADING BUSINESS 
PUBLICATION 


To a “comer” headed East: 


transferred, asks $42,500— 
Box 368 


Be lord and master, watch your family thrive, and enjoy one of the greenest vistas In 
Westchester County from this spacious Chappaqua (N.Y.) Dutch Colonial with 4 bed- 
rooms, 3 baths, on a 1 acre 1 air-conditioned commuting hour from New York. Barbecue 
terrace, huge porch, 2 guest rooms. Near station, shops, top schools. Ex ad-mgr. owner 
a buy in this choice suburb. Deal direct and save, by writing: 
ADVERTISING AGE 

206 E. Illinois St., Chicago 11, Mlinois 


Here’s the house you need! 


Available 
ACCOUNT EXECUTIVE 
with creative experience 


Has 16 years advertising, P.R. 
and newspaper experience in 
food, furniture, apparel, appli- 
ances, industrials. Now with 
well known national agency 
office in Chicago. Prefers relo- 
cation. 


Box 371 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 
appointment only 
. MADISON + SUITE 1417 
CHICAGO 


. 


CEntre! 6-5670 


JA 


industrial 
copywriters 


ever move sa 
The kind we want isn’t often 
“looking.” He is wri 
trade magazine advert 
presents accurate, technical infor- 
mation with force and imagina- 
tion. He's a craftsman 
who likes his work and whose 
work shows it. 
To interest a man of this ome. 
we offer the =. By 
on a very large ind account. 
Location: Mi waukee office of a 
“first twent oe agency, where 
working conditions are congenial, 
family living conditions well 
above average. We're se preperes to 
pay well for the } of ability 
we require. If this morse you, 
write and quaiity, yourself for an 
interview in strict confidence. 


Box 374 Advertising Age 
200 E. Illinois St., Chicago, Iilinols 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 

% Whether you are the head 
of an agency or one of the men 
behind we may be 
able to help you—and it won't 
cost you a cent! 

% Our PROFESSIONAL 
DIVISION serves many of - 
cago’s leading advertising and 


publicity — ) ee 
azines, radio sta- 


magi 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 


% No fees charged applicants 
or employers. 


- 
f 
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Partner Wanted, California 


Do you know the secret of turning 
gross into net? ae bE | 
vigorous advertising 
Angeles billing “es mi 
sumer accounts. smaller, i 
made more It is rapidly 
growing larger less profitable. 
Here is a , walew partnershi 
opportunity for a solid citizen with 
business acumen, intense — 
ience 
of won Fg 
and $10,000 to $20,000 to invest. 
Write owner through R. Kibbee, 
839 N. Highland Ave., Hollywood. 


on [an ig con 


PUBLICATION TRADE PRINTER WANTED 


aes YOU MODERN LETTER PRESS FACILITIES AVAILABLE 
AZINE, PUBLISHED SEMI-MONTHLY WITH CIRCULATION of 
Pubtention established over 50 years. You must have fully eq 
Li 


must guarantee and contract paper tonnage 


Box 372 ADVERTIS: AGE 
200 E. Illinois St., Chicago 11, Ilinois 


FOR NATIONAL 


test letter presses, full Bindery 

Chicago “ editorial 
280 
ING 


mE magn wankes See abver- 


salés promotion, in- 
cluding graphic arts production, and have 
other selling experience and/or aptitude. 
Wonderful opportunity for right young 
man. Salary, commissions, traveling ex- 
penses, plus ail yy benefits. Plenty 
of room for ef resume 
of your background and qualifications. 


Box 369, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Tl. 


DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklian 2-3280 


contact, strong creative background. 

OP $6-10,000 
Midwest. 2-8 years exp., consumer and 
industrial. 

MARKET RESEARCH TRAINEE. . .$5,200 
manna Adv. or marketing degree. 
RESEARCH $10-12,000 
Pastern Mfr. Indust. Chem. bkgd. 


Gee A. 
SPACE SALESM 


1 
Construction Trede “pom 
CREATIVE DIRECTOR 


0,000 + 


$10-11,000 


mea y10-12 12,000 
or 
to ,500 


Electrical Mfg. 

sf raver 

Severa! vears exp. agenc 
ASST. ADV PROM. MGR 4 


MAppliane iance cap. —Creative bk 
* a a MARAGES ---...08 
-_ an ware " 
ace UNT EXECUTIVE . -$10-12,000 
Food = 


. to $7,500 
. .$10-12,000 


ence. 
-_ ADV. PROM. . 


rtswear. 
ADV. AND |! MOTION .... 
Ethical see. Internal liaison 
Vice 40 ~ ae 
RELATIO 


Midwest. Community relations oe 
monthly publication: 


Chicago area. =F 


Contact Us In Confidence 
220 S. State Chicago HArrison 17-8600 
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‘Playhouse 90’ 
Wins Three ‘56 
Sylvania Awards 


(Continued from Page'2) 
casts were sponsored by Consoli- 
dated Edison. WPIX also received 
a citation for its coverage of the 
Andrea Doria sinking. 
Other winners, by networks: 


“Omnibus” (Aluminum Ltd., 
Union Carbon & Carbide)—net- 
work educational series. 


“Requiem for a Heavyweight” 
on “Playhouse 90” (Ronson, Sing- 
er, Bristol-Myers)—original tele- 
play. 

Ed Wynn in 
supporting actor. 


“Requiem”’—best 


Jack Palance in “Requiem”’— 
best actor. 
Gracie Fields in “Old Lady 


Shows Her Medals” on “U.S. Steel | 
ert Montgomery show (Schick)— 
human interest program. 


Hour”—best actress. 

Ed Sullivan Show 
Mercury )—variety show. 

“Out of Darkness’—network 
public service program . 

“See It Now” (Shulton Inc.)— 
network news and special events. 

“Captain Kangaroo” (participat- 
ing sponsors)—network children’s 
program. 


(Lincoln- 


NBC 

Robert W. Sarnoff—for outstand- 
ing contribution to music on tele- 
vision in connection with the “NBC 
Opera Theater” and the musical 
show “The Bachelor.” 

“A Night To Remember” on 
“Kraft Theater”—two awards, for 
tv adaptation and for outstanding 
production. 

Joan Loring in “The Corn Is 
Green” (Hallmark )—best support- 
ing actress. 

“Ernie Kovacs Show” (partici- 
pating sponsors)—comedy. 

“NBC Opera Theater”—serious 
musical series. 

“The Bachelor” (participating 
sponsors)—light musical produc- 
tion. 

“Kaiser Aluminum Hour”—out- 
standing new series. 


“Kraft Television Theater”’— 
dramatic series. 
“Project 20” (North American 


Phillips Co.)—documentary. 
“The Long Way Home” on Rob- 
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Johnston 


Michels 


Hoenshel 


ALLIES—Plans for a joint British Woollens-British West Indian Air- 

ways merchandising promotion are discussed by A W. Johnston, 

U.S. sales manager for BWIA; Ruth Michels, who ha: been featured 

in British Woollens ads; and Robert Hoenshel, vp and account exec- 

utive at Victor A. Bennett Co., New York. British Woollens begins 
its spring drive in February issues of The New Yorker. 


“Matinee Theater” (participat- 
ing sponsors)—network women’s 
show. 


® Station awards, in addition to 
those already mentioned for WPIX, 
went to: 

KNXT (CBS), Los Angeles, for 
“Journey”—local education pro- 
gram. 

KOMO-TV (NBC), Seattle, for 
“Deadline”—local news and special 
events. 

WBZ-TV (NBC), Boston, for 
“Big Brother Bob Emery”—local 
children’s program. 

Local citations went to: 

WKNO, Memphis, for “Stream- 
lined Reading’”—educational pro- 


gram. 
WAAM (ABC), Baltimore; 
WTVJ-TV (CBS), Miami, and 


WBRC-TV (CBS), Birmingham— 
public service. 

KTRK-TV (ABC), Houston, for 
“Phenomena”—children’s prograrn. 

No award was made in the all- 
family appeal category this year 
since no telecast was considered 
outstanding enough to merit it. 

Sylvania’s panel of judges in- 
cluded composer Deems Taylor, 
Dean Kenneth Bartlett of Syracuse 
University, Judge Samuel Leibo- 
witz, radio-tvy performer Mary 
Margaret McBride, baseball’s Jack- 
ie Robinson and the following ra- 
dio-tv critics—Marvin Barrett, 
Newsweek; Jack Anderson, Miami 
Herald; Patrick Clepper, St. Paul 
Pioneer Press; Bernie Harrison, 
Washington Star; W. F. Jahn, Seat- 
tle Post-Intelligencer; Ray Oviatt, 
Toledo Blade, and David West- 
heimer, Houston Post. 


Chicago ‘Red Book,’ 
Biggest in U. S., Is Out 

Chicago’s new classified tele- 
phone directory is being distrib- 
uted by Reuben H. Donnelley 
Corp., publisher. The new volume 
comprises 2,336 pages—12 pages 
more than the last book which was 
also the largest in the U. S. An in- 
itial distribution of 1,332,000 copies 
will be made. 

According to Donnelley the 
growth of the new book reflects 
an optimistic business outlook for 
Chicago. The current development 
around the Port of Chicago and 


the St. Lawrence Seaway project, |° 


the publisher says, has introduced 
several new business classifica- 


tions. Among these are Foreign |’ 


Trade Consultants, Pile Driving 
Machinery, Car Loading & Un- 
loading, Concrete Preservatives 
and Ship Repairing. 


Young Joins Hiram Walker 
Robert P. Young, formerly su- 
pervisor of creative services of 
Kenyon & Eckhardt, Montreal, has 
joined Hiram Walker-Gooderham 
& Worts Ltd., Walkerville, Ont., as 
director of public relations. 


Vending Industry 


Nears $2 Billion 
Level: Pierson 


(Continued from Page 2) 
chine by Vendo Co., forces hot 
water into a % lb. can of coffee 
through holes it punches in the can. 
The 16 cups of brewed-in-the-can 
coffee then are extracted from the 
grounds through another hole 
punched in the opposite side of the 
can. The can—used grounds and 
all—then drops down and is re- 
placed by another can. 

The company introduced this 
“$1,000,000 cup of coffee” at a 
rather spectacular press conference 
at which, under the eyes of guards 
holding riot guns, Vendo’s guests 
were invited to examine a hay- 
mow-sized stack of $1 bills—100 in 
a packet, 10,000 packets. 


8 Another apparently up-and- 
coming vending idea is the use of 
exterior vending machines to sell 
grocery staples on weekends. One 
New Jersey grocer recently in- 
stalled eight vending machines in 
front of the store to dispense sta- 
ple groceries and grossed more 
than $700 on the first day alone. 
And, to the surprise of the store 
operator, sales by the machines 
were almost as brisk when the 
store was open as when it was 
closed. 

Still on the horizon, meanwhile, 
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OPTIMISM—Continued steady gains 
in both number of vending ma- 
chines serving the public and in 
their total sales is forecast in these 
graphs of the National Automatic 
Merchandising Assn. Sales volume 
of almost $3 billion is the predic- 
tion for 1960. 
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Beaumont & Hohman Is Undaunted at 
Loss of Business in Greyhound Shift 


(Continued from Page 3) 
Detroit, Seattle, New York, Kansas 
City and San Francisco, Mr. Hoh- 
man said. He added that prospects 
for new business look bright, par- 
ticularly on the West Coast. 


s Greyhound’s move was sudden. 
On Nov. 26, the agency made a 
presentation of 1957 ad plans in 
San Francisco, at the request of 
Greyhound management. Among 
those present were Arthur S. Ge- 
net, president of the bus company, 
and Edgar A. Jones, advertising 
director. 

“We were very encouraged after 
the meeting,” Mr. Hohman said. 
“However, during the meeting, Mr. 
Genet told us that he planned to 
talk to other agencies.” 

Three days later, Mr. Hohman 
said, he was notified verbally by a 
Greyhound board member that 
Grey Advertising had been chosen 
to succeed B&H. The agency since 
has received official notification 
from Mr. Genet. Grey Advertising 
takes over the account March 1. 


s Mr. Hohman told AA that Grey- 
hound had slashed its 1956 ad 
appropriations by $1,000,000 in 
February, ’56. Some of the appro- 
priations were restored several 
months later. Greyhound ordered 
no changes in ad policies, copy or 
media, he said. About 20% of the 


budget was being used in na- 
tional advertising, mostly in mag- 
azines, he added. 

Mr. Hohman reiterated his state- 
ment that the agency shift “came 
as a complete surprise to us.” At 
no time did Greyhound complain 
about the ads or service that were 
provided by B&H, he said. 

“It is unfortunate, but business 
men can make changes,”’ Mr. Hoh- 
man said. “I don’t feel that we 
are entitled to know why we were 
replaced. I assume Greyhound 
thought it could do better with 
another agency. 


s “We have nothing but the best 
wishes for Greyhound. It has treat- 
ed us with great consideration. We 
feel that the agency-client rela- 
tionship that we had with Grey- 
hound for many years was one of 
the best’in the advertising field.” 

B&H, which was organized in 
Fresno, Cal., in 1920, picked up its 
first chunk of Greyhound business 
in 1927, when it opened a branch 
office in Kansas City to handle 
Pickwick-Greyhound, a bus com- 
pany which eventually became a 
part of Greyhound Corp. The agen- 
cy snared the entire Greyhound ac- 
count in 1930. 

Since 1930, Greyhound’s gross 
revenue has increased from $32,- 
000,000 to an estimated $240,000,- 
000 for this year, Mr. Hohman said. 


is an automatic drive-in restaurant 
which would have no waiting and 
no tipping. Berton Steir, of Auto- 
matic Merchandising Corp., Bos- 
ton, said such a restaurant is well 
within the realm of possibility in 
New England. Already, he said, 
one of every seven industrial 
workers in Massachusetts gets his 
lunch from a vending machine. 

The demand for vending ma- 
chines still exceeds the supply, Mr. 
Pierson said, and the almost com- 
plete absence of objection to the 
machines from any quarter indi- 
cates good prospects. Another sign 
that automatic merchandising is 
carving a solid niche in the nation’s 
economy, he said, is the increased 
willingness of food processors to 
package more product types for 
machine merchandising. 


= Vending machines themselves 
have had to make some adjustment 
to conditions, he added. Pointing 
to the decline of cigaret brand loy- 
alty and the new brand variations 
on the market, he said that cigaret 
vending machines—which still ac- 
count for about 16% of the coun- 
try’s cigaret sales—have had to be 
redesigned to carry as many as 18 
and 20 brands. 

Something new about to break 
in the vending business is a dia- 
betes test dispenser, the first medi- 
cal test believed to be available to 
the public in this fashion. For 25¢ 
the machine will produce an en- 
velope which contains (1) basic 
information about diabetes, (2) a 
strip of paper impregnated with a 
chemical to test for sugar content 
in urine and (3) instructions for 
the test. 

Approved by the American Med- 
ical Assn. and soon to be advertised 
in the Journal of the American 
Medical Assn., the test kit is called 
a Sugar-Chek and is produced by 
Bluff City Manufacturers, Elgin, 
Ill. 


Downing Names Albus A.£. 
Downing Industrial Advertising, 
Pittsburgh, has appointed Harry J. 
Albus an account executive. For- 
merly assistant advertising mana- 
ger of Copperweld Steel Co., Mr. 
Albus is the author of 10 published 
books and more than 300 magazine 


articles. 


Interest Hike Aids 
Banks in Competing 
With Savings, Loans 


WASHINGTON, Dec. 5—With the 
ceiling on interest payments on 
savings accounts raised to 3%, 
commercial banks will be in a 
position to compete more effective- 
ly for consumer thrift accounts. 

The improved interest payments 
by commercial banks were author- 
ized by the Federal Reserve Board 
and Federal Deposit Insurance 
Corp. today in an effort tc build 
bank resources and ease the “tight 
money” pinch. 

While the banks are supposed to 
increase the total volume of sav- 
ing by offering higher returns to 
savers, they also will be in a bet- 
ter position to hold accounts which 
have been lost to savings and loan 
associations and other competitors. 

Since 1950, savings and loan in- 
stitutions, advertising interest rates 
of 4% or more, have captured a 
substantially larger share of total 
consumer saving. 


@ In 1950, savings and ioan in- 
stitutions held only 7.9% of all 
savings accumulated by individ- 
uals. Last year they attracted 
38.4% of consumer savings, bring- 
ing their share of the backlog of 
accrued saving to 13.8%. 

The Federal Reserve-FDIC ac- 
tion applies to more than 13,200 
banks, which have been held to a 
maximum rate of 24%4% on savings 
accounts. Many, however, actual- 
ly have failed to pay the previous 
2%% maximum. 


Ivy Heads Avery-Knodel Office 

Wallis S. Ivy Jr., formerly with 
Katz Agency, has been named 
manager of the Dallas office of 
Avery-Knodel, radio and tv sta- 
tion representative. He succeeds 


George Stevens, who has re- 
signed. ; 
Kellogg Co. Lid. Names Adams 


J. Allan Adams, formerly as- 
sistant to the export sales manag- 
er of Kellogg Co., has been named 
assistant to the managing director 
of Kellogg Co. of Great Britain 
Ltd., Manchester. 
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Mayers, Brisacher 
Become C&W Units 


(Continued from Page 1) 
in October, when there were re- 
ports that C&W was negotiating 
with Brisacher, Wheeler & Staff 
(AA, Oct. 22). However, no con- 
firmation of these reports could be 
obtained at that time. 

In October Cunningham & Walsh 
had fattened its billing by another 
$3,500,000 when it announced a 
merger with Conklin Mann Co., 
New York, which added American 
Cyanamid and 20 other clients to 
C&W’s account roster (AA, Oct. 8). 


® John P. Cunningham, president 
of C&W, feels that the concept of 
joining together several successful 
creative agencies in important 
geographic areas differs sharply 
from “the customary branch or 
service office setup, operating un- 
der full direction and control of the 
home office.” 

He points to the fact that the 
agency will have one class of com- 
mon stock and one board of direc- 
tors and that the national manage- 
ment committee will be responsible 
for inter-office policy recommen- 
dations, operating procedures, and 
for the quality of marketing and 
creative service on a national scale. 

So far as possible, each unit will 
operate uniformly and will have 
the same service and compensation, 
accounting and billing procedures, 
bonuses, stock participation, em- 
ploye benefits and profit-sharing. 

A personnel interchange is 
‘planned for the agency, with men 
(principally creative men, to begin 
with) switched from one office to 
another for a three-month period, 
to build common knowledge on 
marketing problems. 


s Further, “the man from Cun- 
ningham & Walsh” program of pe- 
riodic retail visits for all personnel 
will be, continued and all offices 
will participate in it. 

The consolidation will mean that 
C&W will have an estimated an- 
nual billing of more than $50,000,- 
000, and about 500 people on its 
payroll. In 1955, C&W billed $47,- 
809,000. All the consolidated units 
are members of the American 
Assn. of Advertising Agencies. 

This billing and acquisition are 
very satisfying to Cunningham & 
Walsh and to soft-spoken Jack 
Cunningham. It means that the 
agency has replaced the $20,000,000 
in billing it lost during the hectic 
first half of the year, when Liggett 
& Myers moved first L&M to Dan- 
cer-Fitzgerald-Sample and _ then 
Chesterfield to McCann-Erickson. 
Acquisitions alone didn’t do it, of 
course, but along with the addition 
of the entire Texaco account (AA, 
Oct. 1) and the absorption of the 


Conklin Mann agency (AA, Oct. 
8), they made possible an astonish- 
ingly fast recovery. ’ 


® The loss of the Chesterfield busi- 
ness was in part offset by the fact 


worked on the account, except in 
its final months in the agency— 
had never been enthusiastic about 
the problems it raised in the agen- 
cy. Also, when the agency bought 
back the stock of various members 
of the Chesterfield group, it gave 
the agency amounts of treasury 
stock useful in the kind of consoli- 
dation the new move represents. 

Of the new organization, Mr. 
Cunningham’s statement says: 
“The increasing complexity of re- 
gional and local marketing opera- 
tions requires a national agency 
organization composed of actual 
operating groups .. . thoroughly 
familiar with geographical differ- 
ences.” 

In his opinion, “The old concept 
of branch offices established, 
staffed and dominated by one 
mother agency dictating policies 
thousands of miles from the field 
of action is no longer adequate.” 


® Commenting on the consolida- 
tion, he pointed out to AA that a 
few years ago Cunningham & 
Walsh was the largest agency with- 
out a branch office. He noted a 
trend—“The whole agency busi- 
ness is going big and national”— 
and he feels that the consolidation 
gives the units joining C&W a 
chance they did not have before to 
get and service national business. 

Each office, fully staffed and 
equipped, would have taken 20 
years to develop, he said, whereas 
the consolidation required only 
months to consummate. It began 
in March, when Henry Mayers ap- 
proached Ivan Hill, a longtime 
friend, with problems of the Sears 
account. It ended last week, when 
the deal was finally settled. 

Mr. Cunningham has nothing to 
say about possible future additions 
to the consolidation, but it is fairly 
evident that such moves might be 
undertaken wherever the agency 
has a need for a branch and a suit- 
able agency exists. 


® He pointed out to AA the quality 
of creative work produced by the 
units joining C&W. Cunningham & 
Walsh traditionally has laid great 
stress on creative work, and eight 
of the 12 present directors of the 
agency joined as copywriters or 
art men. 

Brisacher, Wheeler & Staff dates 
to 1919, when the late Emil Bris- 
acher founded it. The Mayers Co. 


originally specialized in store pro- 


TWO YEARS AGO—This picture of Jack Cunningham (left) and Ivan 
Hill was taken more than two years ago, when C&W acquired Mr. 


Hill’s agency, Ivan Hill Inc., and 


turned it into the Chicago office 


of Cunningham & Walsh. This was the first step in C&W’s long- 
range plan to form a new “national” agency. Details of the plan 
will be announced next week. 


that Cunningham—who had never 


WILLIAM D. CRELLEY has been named 

advertising director of Owens- 

Corning Fiberglas Corp., Toledo. 

He formerly was assistant sales 

manager of Sweet’s Catalog Serv- 

ice, a division of F. W. Dodge 
Corp., in New York. 


motion and direct mail, but Henry 
Mayers swung it over to complete 


agency service in 1947. The Chi-| ¢g 


cago office, under Mr. Hill, has 
been functioning for some time and 
has added accounts in that area, 
including Pin Bottle bourbon from 
James Beam Distilling, and J. A. 
Folger & Co.’s coffee. 


® Executive organization will fol- 
low present lines. The Brisacher, 
Wheeler division will continue to 
occupy its own building at 1660 
Bush St. and will have the follow- 
ing officers: Franklin C. Wheeler, 
president; Walton Purdom, exec 
vp, and Robert Brisacher, Clifford 
Ball, Bradford Collins, Ettore Fi- 
renze, Lester Friedman and How- 
ard Gossage, vps. Richard Ide, who 
was vp and manager of the agen- 
cy’s New York office, will join 
C&W, and the BW&S office here 
will close. - 

The agency, Mr. Cunningham 
said, plans to open a branch office 
in Houston shortly to serve the 
Texas Co. account. 


Compton Gets 
P&G's Hines 
Cake Mixes 


(Continued from Page 1) 
will soon launch the mixes nation- 
ally. Nebraska had distribution in 
30 states, mainly in the Midwest. 
It had never tackled the big eastern 
markets. 

During the introduction of the 
mixes, from 1951 through 1953, 
Gardner was highly praised by 
Nebraska and Hines-Park for its 
successful promotion of the prod- 
ucts. The cake mixes made sub- 
stantial inroads on the leading 
national brands in a number of big 
markets. Recent price wars, how- 
ever, are believed to have weak- 
ened their positions. 

When it acquired the Duncan 
Hines business, P&G said the ac- 
count would remain at Gardner. 

Procter & Gamble has stated that 
it has been interested “for some 
time” in the growth of the cake 
mix market and felt it “logical” 
to add a companion line to its 
shortening products, Crisco and 
Fluffo. 

Compton is the Crisco agency. It 
also handles Big Top peanut but- 
ter, another new P&G food line, as 
well as Cascade, Comet, Dash, 
Drene, Duz, Ivory and Gleem. 


Farson Opens PR Division 

Farson, Huff & Northlich, Cin- 
cinnati, has established a public 
relations service which is inde- 
pendent of other activities of the 
agency. Richard L. Gordon, for- 
merly business editor and real es- 
tate page editor of the Cincinnati 
Post, has joined the agency as di- 
rector of public relations. 
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Auto Makers Ponder GM Scrapping of 
Co-op Ads: Brownell Welcomes Move 


(Continued from Page 1) 
illac is up $40 or $50, depending 
on the car price. 

These list prices will increase 
the consumer’s prices slightly on 
all GM cars, though selling costs 
will vary from dealer to dealer. 
A Chevrolet dealer selling at list 
price, for example, now has this 
price increased by $26—the $20 
which he used to put in the ad 
fund is now in the factory cost, 
and the additional $6 is for the 
dealer’s markup. 

Since most dealers tacked their 
$20 on to the selling price of the 
car anyway, the consumer’s cost 
has risen only $6. Added to this 
is $2 in additional federal excise 
tax, which the dealer will pass 
along to the car buyer; the net 
price increase to the consumer is 


s A Chevrolet dealer who used 
to absorb the $20 ad cost rather 
than pass it on to the consumer, 
however, now has to absorb $20 
of the list price or face his cus- 
tomers with a $26 price boost rath- 
er than just a $6 or $8 hike. 

One such dealer has already 
stated, “I’d rather pay the added 
cost myself than add to the bad 
publicity about higher prices.” 

Dealer reaction to the price boost 
has been that it is too small to have 
any real effect on the market. One 
dealer points out, however, that it 
may have an unfortunate psycho- 
logical impact at this time. 

“Any time you raise prices twice 
within a matter of weeks,” he said, 
“it’s bound to hurt business.” (GM 
had announced in November price 
increases on °57 models.) 

As for the co-op ad program 
change itself, dealers heartily ap- 
prove it, according to a survey by 
National Automobile Dealers Assn. 
The dealers believe it will reduce 
bookkeeping costs and cut sales 
costs, since co-op contributions 
used to be carried on the books as 
sales costs but are now buried in 
the price. 


® Elimination of the GM dealer- 
factory ad fund is not expected to 
affect the local advertising that 
dealers do on their own. It is un- 
certain, however, how the area 
dealers co-op ad programs will be 
affected. These programs have 
been financed in part by the now 
defunct dealer-factory fund. 

How the new GM ad program 
will affect its media use is also 
a question. Approximately the 
same amount of money will still go 
into advertising of GM automotive 
products and GM’s president, Har- 
low H. Curtice, in announcing the 
move, said it would not change 
“the substance or effectiveness of 
the program.” 

Media use, however, has been 
one of the bones of contention be- 
tween GM and its dealers that gave 
rise to dropping the old ad pro- 
gram. As was evidenced in dealers’ 
comments to the Senate commerce 
subcommittee on automobile mar- 
keting last March, dealers have 
favored more local advertising, 
while GM has gone in big for na- 
tional tv. 


® The fact that GM usually had 
the final say about spending the 
ad fund money, although most of 
it came from the dealers, was a 
matter of considerable interest to 
the subcommittee. 

Elimination of the co-op ad pro- 
gram has largely eliminated the 
dealers’ voice in the matter and 
GM now can operate the program 
pretty much as it sees fit. 

“No comment” was the official 
reaction by the other big auto mak- 
ers to GM’s move, but all are aware 
that GM is, in effect, toeing a line 


indicated by the Justice Depart- 
ment and that they too might have 
to follow suit, since all of them 
operate roughly the same kind of 
co-op ad program with their deal- 
ers. 


s An American Motors spokesman 
came out with the flat prediction 
that the entire auto industry would 
follow GM’s lead. 

A Chrysler spokesman, while of- 
fering “no comment at this time,” 
did acknowledge that the company 
was taking “a long hard look” at 
GM’s action. A Ford spokesman 
said only that “at this time we have 
no plans to change our present 
policy,” but he took the occasion to 
point out that these plans may 
change. 

A spokesman for Studebaker- 
Packard, however, said it has no 
reason to be dissatisfied with its 
co-op ad program and has no plans 
to change it at this time. The com- 
pany’s co-op ad program is similar 
to GM’s discarded one, with the 
notable exception that the com- 
pany contributes more to the ad 
fund than the dealers do. 


8 In a statement welcoming GM’s 
action, Attorney General Herbert 
Brownell Jr. revealed that the GM 
dealer advertising fund has been a 
top priority item in a full scale 
study of the competitive situation 
in the auto industry which has 
been gathering momentum since 
last August. 

He expressed confidence the ab- 
solution of dealer contributions will 
eliminate some of the cause of fric- 
tion between dealers and manufac- 
turers, but he warned that the auto 
industry investigation will con- 
tinue. 

The Attorney General listed five 
specific questions about GM’s co- 
op which the anti-trust division 
has been studying: 

1. That it required dealer ad- 
herence to factory established re- 
sale prices. 

2. Control by GM of the greater 
part of dealer advertising expendi- 
tures constitutes an invasion of an 
area of decision properly reserved 
to the dealer as an independent 
business man. 

3. GM dealers are prevented 
from advertising outside of areas 
specified by GM. 

4.GM dealers are prevented 
from advertising parts and equip- 
ment manufactured by companies 
other than GM. 

5. Advertising media have been 
deprived of the benefits of com- 
petition among GM dealers for 
their services. 


s Mr. Brownell’s associates cau- 
tion that these items represent only 
a line of investigation. GM’s deci- 
sion to revamp the system came 
before the division established the 
truth of the complaints, or even 
before it decided whether these 
charges—if true—could be the ba- 
sis of anti-trust actions. 

Experienced anti-trust experts 
also point out that issues raised 
in regard to GM, as the nation’s 
biggest advertiser and the top com- 
pany in the auto field, might not 
necessarily apply to smaller com- 
panies, and legal issues based on 
the auto industry co-op plan prob- 
ably would not apply to the vastly 
different co-op systems used by 
other industries such as appliances, 
foods, drugs and cosmetics, where 
suppliers turn money over to the 
retailers. 

From the issues listed by the 
Attorney General it appears that 
the Justice Department’s concern 
stemmed from the fact that dealers 
were required to contribute to a 
fund where the final word rested 
with the manufacturer rather than 
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the dealer. 

Presumably these issues disap- 
pear under the new plan, for GM 
puts up all the money for a dealer 
advertising fund and the dealers 
are left to determine for themselves 
whether they wish to do additional 
advertising. 


® Unsaid, but quite evident in the 
auto investigation, is the Justice 
Department’s known concern about 
GM’s “bigness.” Before leaving 
the department last year, former 
anti-trust chief Stanley Barnes 
publicly expressed a belief that 
GM ought to find some way of 
splitting itself into smaller com- 
panies. 

Today’s announcement by the 
Attorney General points out that 
GM’s dealer’ advertising plan was 
selected for investigation because 
General Motors is the nation’s big- 
gest advertiser. He did not indicate 
whether the department is con- 
ducting parallel investigations of 
Ford and Chrysler, which operate 
similar co-op systems. 

The concern about “bigness” 
may be a factor prompting the 
anti-trust division to evaluate GM’s 
co-op from the standpoint of its 
impact on advertising media. 

The Attorney General pointed 
out that GM itself spends $70,000,- 
000 a year for advertising, and that 
dealers contributed an additional 
$90,000,000. Government investiga- 
tors reportedly feel that the control 
of such huge funds by a handful of 
corporation officials and by a small 
group of preferred advertising 
agencies handling GM accounts 
represents a concentration of pow- 
er which warrants investigation. 

The Attorney General did not in- 
dicate whether he anticipates any 
change in the level or pattern of 
GM advertising activity as a result 
of the elimination of dealer con- 
tributions to the fund. 

At the Justice Department there 
is an inclination to assume that the 
volume of advertising by GM and 
its dealers will increase or decrease 
as market conditions require. 
There also appears to be a feeling 
that dealers may do more advertis- 
ing on their own and that this will 
result in more participation in the 
automobile advertising field by 
small agencies and by local media 
previously passed over by big na- 
tional agencies. 


= The Attorney General’s state- 
ment represented the first public 
admission that a full-scale investi- 
gation of competitive relationships 
throughout the auto industry is un- 
der way. 

While they barely hinted at the 
scope of this investigation, reports 
here indicate that literally hun- 
dreds of FBI agents are involved, 
combing through every aspect of 
the relationships of the car manu- 
facturers with their dealers and 
suppliers. 

Fringe cases, such as the case 
involving GM’s role in the bus 
industry, had already been an- 
nounced. The test of GM’s co-op 
program apparently was still in 
the early investigating stages. 

The Attorney General said the 
auto industry study has been or- 
ganized under direct orders from 
President Eisenhower, whose inter- 
est in the problems has been 
sparked as a result of the congres- 
sional hearings on GM and on 
automobile marketing. 

Last August, in announcing he 
was “reluctantly” signing the so- 
called auto-dealer “day-in-court” 
bill, the President announced he 
was ordering anti-trust agencies 
“to review the conditions in the 
industry which brought about the 
demand for the legislation.” 


Vanderwarker Named NL&B VP 

Gordon G. Vanderwarker, me- 
dia director of the New York of- 
fice of Needham, Louis & Brorby, 
has been named a vp. He joined 
the agency in 1954. 


Advertising Age, December 10, 1956 


Last Minute News Flashes 


“Woman’s Day’ Cuts Rates and Guarantee 
New York, Dec. 7—Woman’s Day plans to reduce its guarantee from 


3,375,000 to 3,000,000 with the May, 1957, issue and will reduce its| 4 


b&w page rate from $10,080 to $9,975. Four-color pages will drop from 
$13,680 to $13,600. New volume discounts are also planned. 


Carnation Sets First Big Outdoor Campaign 

Los ANGELEs, Dec. 7—Carnation Co. will launch its first major out- 
door poster campaign next month in 100 markets in western and mid- 
western states. The program, to run 12 months, will promote milk 
and ice cream. Erwin, Wasey & Co. is the agency. 


Ben Dufty Is Reported Improving After Stroke 


MINNEAPOLIS, Dec. 7—Bernard C. Duffy, president of Batten, Barton, 
Durstine & Osborn, New York, was reported progressing satisfactorily 
in his recovery from a mild cerebral hemorrhage. The 54-year-old 
agency executive was stricken here Dec. 4 while attending a two-day 
General Mills meeting. He is in Abbott Hospital. 


Holland & McKenzie Buys Barta Press 

Boston, Dec. 7—Holland & McKenzie, advertisin;, and marketing 
agency, has acquired controlling interest in the Barta Press, a printing 
company specializing in advertising and sales pro notion material. 
Gordon C. Wheeler and Harry A. Wheeler Jr., operating heads of 
Barta, have been named vps in the agency, which will be known as 
Holland, McKenzie & Barta. 


Cé&W., Shaw Vie for Brisk: Other Late News 


e Choice for a new agency to succeed William Esty Co. on Colgate’s 
Brisk fluoride toothpaste account is believed to be narrowed down to 
one of two agencies—Cunningham & Walsh, New York (mentioned 
here previously as a contender (AA, Nov. 19), and John W. Shaw 
Advertising, Chicago. f 


e John B. Clark, account executive of Campbell-Ewald, Detroit, has 
won an all-expense three-week trip to Hawaii for putting Industrial 
Marketing’s Market Data & Directory number to the best practical use. 


e Stanley Lewis, formerly vp and general sales manager of Bon Ami 
Co., has joined Lever Bros. Co., New York, as: product manager for 
Hum in the Lever division. A controlled-suds liquid detergent, Hum 
was launched on a test operation in Columbus, O., some months ago. 
Sullivan, Stauffer, Colwell & Bayles, New York, handles the product. 
The agency also has Vim, Lever’s low sudsing powder detergent which 
has been in test for more than a year. Eventually, the latter is ex- 
pected to be withdrawn in favor of the liquid variety. 


e Walker’s Austex Chili Co., Austin, Tex., has named Fitzgerald Ad- 
vertising, New Orleans, to handle its advertising, effective Jan. 1. 
The company markets an extensive line of canned meats. Fitzgerald 
succeeds Crook Advertising, Dallas. 


e Youngstown Kitchens, Warren, O., a division of American Radiator 
& Standard Sanitary Corp., has appointed Grey Advertising Agency, 
New York, to handle advertising for all its products, including kitchen 
cabinets, cabinet sinks, automatic dishwashers and an electric food 
waste disposer. The appointment is effective Jan. 1. The account 
currently bills about $1,250,000. Brooke, Smith, French & Dorrance, 
Detroit, is the present agency. 

e Samuel Leddy, formerly an assistant account executive with Lennen 
& Newell, has joined the media department of Compton Advertising, 
New York, as a space buyer. 

e F. R. Wilcox, assistant general manager and treasurer of Sunkist 
Growers, has been named general manager. He succeeds Paul Arm- 
strong, who retires at the end of this year (AA, Nov. 26). 


Lawyers Agree on Facts, Avoid ‘Trial’ in 
Anti-Trust Suit Against A&P, ‘Woman's Day’ 


Cuicaco, Dec. 4—The trial of an 
anti-trust suit filed by two whole- 
sale and 20 retail grocers in this 
area against the Great Atlantic & 
Pacific Tea Co., Woman’s Day, 
Morton Salt Co., General Foods 
Corp. and Hunt Foods Inc. was 
over before it began yesterday. 

Lawyers for both plaintiffs and 
defendants told Judge William J. 
Campbell in U.S. district court that 
they had stipulated all the facts in 
the case, thus avoiding weeks or 
even months in court. 

Although stipulated cases are 
fairly common in law, court ob- 
servers agreed that it was unusual 
that a case of this magnitude could 
be settled as to the facts involved 
without some oral testimony. 


= The local wholesale and retail 
grocers seek temporary and per- 
manent injunctions to restrain 
Morton, General Foods and Hunt 
from continuing alleged discrim- 
inatory advertising in Woman’s 
Day. They also ask triple damages 
amounting to a minimum of $3,- 
000,000 (AA, March 12, '56). 

The grocers charge in their suit 
that General Foods, Morton and 
Hunt spend substantial sums of 
money for advertising in Woman’s 
Day, but have made no discounts 
rebates or similar benefits to com- 
petitors of A&P. Because of this 


“discrimination” competing stores 
have lost much traffic and busi- 
ness, they allege. 

Woman’s Day is a wholly-owned 
subsidiary of A&P, the grocers 
point out, and is sold only in A&P 
stores. The magazine is a “plan or 
device developed and maintained 
by A&P for the purpose of increas- 
ing store traffic and obtaining 
within their retail stores a ‘captive 
audience’ of ultimate consumers,” 
the suit charges. 


a Judge Campbell allowed the four | pages 


stipulations to be filed and gave the 
plaintiffs 45 days to file briefs of 
their case. The defendants will file 
their briefs 30 days later with the 
plaintiffs’ final brief due 20 days 
after that, Judge Campbell ruled. 

Both sides were permitted to file 
evidence supporting their cases. 
The judge also signed orders which 
forbid the use of certain informa- 
tion contained in the stipulations. 
Lawyers for the defendants told 
AA .that this information on sales 
and advertising expenditures was 
confidential and might harm their 
clients if the data were obtained 
by competitors. 

All information in the case is 
scheduled to be in Judge Camp- 
bell’s hands by March. He prob- 
ably will hand down a ruling later 
that month or in April. 
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=== | Movie Publications 


NON-WORDY—This is the complete 
ad appearing in musical publica- 
tions for Gibraltar Savings & Loan 
Assn., Beverly Hills. Dreyfus Co., 
Los Angeles, is the agency. 


‘Biggest’ Push 
Introduces Heinz’ 
New Campside Beans 


PrtTTsBurGH, Dec. 6—H. J. Heinz 
this week is running ads in 136 
metropolitan newspapers to intro- 
duce Campside beans—“the most 
significant development in the 
canned bean business in the past 
50 years,” according to B. D. Gra- 
ham, marketing vp. 

Campside beans are so-named 
for their smoky, woodsy flavor 
achieved by grinding smoked ba- 
con into a tomato sauce, the com- 
pany explains. “You’ve never 
tasted beans like this, unless you 
have simmered bacon and beans in 
an iron skillet over a campfire or 
had the good luck to share a real 
chuck wagon meal,” the ads say. 

With this new product, Heinz is 
aiming not to supplant its present 
line of four varieties of beans, but 
rather to tap a new market—the 
large number of homes that do not 
buy canned beans regularly. Heinz 
research shows that 75% of all 
canned beans sold are bought by 
25% of homes. 

The research also shows that 
52% of all housewives “doctor up” 
canned pork and beans by adding 
bacon, molasses, sugar and the like. 
Heinz feels no doctoring is neces- 
sary with the new product. “It’s a 
true convenience food,” according 
to Mr. Graham. 


® To serve up the new product, 
Heinz has scheduled its “largest 
introductory promotion of a new 
product in its 87-year history.” 
First ads break today and tomor- 
row in 136 dailies in 102 markets. 

For the first time, the company 
is featuring a “buy two and get 
one free” offer. Factory assembled 
units of three cans, packaged in a 
cardboard sleeve carton, have been 
supplied retailers for end displays 
and floor stacks during the intro- 
ductory period. A handling allow- 
ance will be given the retailer to 
cover the free can. 

Further advertising will be held 
back until after the holiday season, 
when a long-range campaign will 
begin. Major-market newspaper 
ads will be resumed early in Jan- 
uary, augmented by a saturation 
schedule of radio spots on 34 sta- 
tions covering the 16 top markets. 

In February and March, color 
will in Look and The 
Saturday E Post, while bkw 
ads will appear throughout the 
year in Field & Stream, Outdoor 
Life and Sports Afield. Commer- 
cials also are being scheduled on 
the Heinz tv series, “Studio 57,” 
which is carried on a spot basis on 
approximately 46 stations. 


@ The new variety will retail for 
21-23¢, two or three cents more 
than regular beans, but the com- 
pany does not fear that the higher 
price will be a handicap. 
“Consumers are able to pay for 
better-flavored foods and will do 
so when the foods have appetite- 
appeal,” Mr. Graham maintains. 
“As an illustration, Heinz ketchup 


Rip ‘AA,’ Bedell 


—_|for Panning Ads 


New York, Dec. 6—it looks as 
though ADVERTISING AGE and Clyde 
Bedell, its columnist on retail ad- 
vertising, are on their way to be- 
coming the two best-known—and 
perhaps most cordially disliked— 
names in the motion picture busi- 
ness. 

Practically the entire motion 
picture press has taken to casti- 
gating Mr. Bedell and ApveRrtIs- 
inc Ace for his attack on motion 
picture advertising, and to re- 
printing the letter from Taylor M. 
Mills, pr director of Motion Pic- 
ture Assn. of America, to S. R. 
Bernstein, editor of ADVERTISING 
AcE (See story on Page 34). 

Latest to join the parade is 
Motion Picture Exhibitor, Phila- 
delphia, a weekly, which takes up 
the cudgels in its Dec. 5 issue. 
This publication enters, the in- 
teresting defense that everyone 
seems to enjoy picking on motion 
picture advertising, but seldom 
mentions other advertising sins. 

“It seems,” the publication 
maintains, “that imagination and 
exaggeration are permitted in all 
advertising except that dealing 
with movies. Only in movies, 
it seems, have we suddenly re- 
pealed the old rule of caveat emp- 
tor.” 


® The publication describes Mr. 
Bedell as an “itinerant advertising 
consultant,” and asserts that he 
and “other good moralists (and 
immoralists) climb ahint the 
door” when General Motors, Men- 
nen, some silver company, and all 
used car dealers exaggerate. But 
not when 2 tiny silhouette drawing 
of a woman is used in a movie ad. 
Or when “The King” is arted up to 
put his arm around the “and I,” 
when he doesn’t do so in the movie. 

Not all the movie publication 
reaction swings lustily at Apver- 
TISING AGe and its columnists, 
however. The Dec. ! issue of “Gar- 
rison’s Reports,” a weekly “re- 
viewing service free from the 
influence; of film advertising,” 
says that Taylor Mills is “leading 
with his chin.” 


® “Taylor Mills should get dow: 
on his knees and pray that Apver- 
TISING Ace will not accept his 
invitation to assign an able report- 
er to check into mection picture 
advertisements,” the newsletter 
says, “particularly in connection 
with their meeting the require- 
ments of the advertising code and 
their approval by the Advertising 
Code Administration. If such a 
task is undertaken by a competent 
reporter and he probes deeply into 
the matter, he will discover... 
the extent to which the film com- 
panies and the Advertising Code 
Administration are blatantly 
flauntinz the principles and regu- 
lations of the advertising code. 


iy 


“Moreover, the reporter will then j i 


be in a position to.expose the ad- 
vertising code for the farce it has 
become, and such an expose will 
give those who have been con- 
demning movie ads fresh ammuni- 
tion with which to increase their 
attacks.” 


Geyer Adds Hudson, Metro 
Car Account from BSF&D 
American Motors Corp., Detroit, 
has appointed Geyer Advertising, 
Detroit, to handle advertising for 
Hudson and Metropolitan automo- 
biles. Geyer, which has handled 
Nash and Kelvinator advertising j 
for the past 20 years, now has the 
entire American Motors account. |j 
Brooke, Smith, French & Dorrance 


agency president, said. 


formerly handled Hudson and Met- im 
tropolitan. Geyer is setting up alm 
new creative group to handle thei 
two new accounts, S. M. Ballard,am 
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This Week in Washington ... 


Publishers Resume Tax Relief Effort 


By Stanley E. Cohen 
Washington Editor 

WasHINGTON, Dec. 6—-The mag- 
azine publishing industry’s long 
fight for more liberal tax treat- 
ment of prepaid subscription in- 
come has taken.another frustrating 
turn. 

Under Treasury rulings, some 
publishers long ago got permission 
to spread this income through the 
years when the subscription is ac- 
tually served. 

The tax revision law of 1954 ex- 
tended this privilege to all; but 
Section 452, dealing with prepaid 
income, was repealed when critics 
complained it would enable some 
industries, other than publishing, 
to escape their fair share of the 
tax load. 

Efforts to negotiate new com- 
promises with the Treasury were 
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unsuccessful, so industry spokes- 
men took the problem to the House 
ways and means subcommittee 
currently studying proposals to 
close tax loopholes and eliminate 
inequities. 


s Like earlier congressional com- 
mittees, the ways and means group 
agreed that publishers should be 
able to spread the reporting of 
subscription revenue. But commit- 
tee members tacked on a distaste- 
ful proviso. 

“If you want to spread the re- 
porting of subscription income,” 
they said, “you will also have to 
agree to spread your deductions 
for expenses incurred in selling the 
subscriptions.” 


. a e 

GSA ‘Sweetens’ Lease-Purchase: 
In an effort to save the govern- 
ment’s lease-purchase plan for 
building new federal buildings, 
General Services Administration is 
“sweetening” its proposed agree- 
ments to assure bigger profits for 
investors. 

As reported here last week, GSA 
has received little response to pre- 
vious proposals for private in- 
vestors to put up new buildings 
the government needs. With more 
than 100 such projects on the 
drawing board (and roughly $500,- 
000 earmarked for advertising to 
attract bidders), GSA decided it 
ought to take another look to de- 
cide whether lease-purchase will 
work in today’s tight money mar- 
ket. 

The new contract allows returns 
as high as 4%. In addition, it re- 
lieves investors of all maintenance 
expense. The government even 
agrees to pay the taxes, and it 
promises not to use its purchase 
option through the first half of the 
life of the contract. 

- « 

Agriculture Publishes Food 
Study: Are you interested in the 
food market? If you are, prepare 
for a bonanza. 

Late this month or early next 
month, the Department of Agricul- 
ture will be ready to distribute 
main results of its 1955 survey of 
household food consumption. Pre- 
liminary figures already released 
showed widespread regional fluc- 


ltuations in purchases of major 


commodity groups; detailed results 
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one newspaper has 
won 192 awards 
for journalistic 
excellence .. . 
induding 5 

Pulitzer Prizes 


in the a lp 


Advertising Age, December 10, 1956 


Food Expenditures Per Person Per Week, 
by Income 
Source: Agricultural Marketing Service, U. S. Department of Agri- 
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—now at the printer—will include 
tables showing purchases for 200 
items by region, urbanization, fam- 
ily income and family size. Data 
will be bound into five volumes, 
each totaling 200 pages; one vol- 
ume will cover the U. S. as a 
whole, and one of the others will 
be devoted to each of four major 
regions. 

Other tables ready for release 
show food consumed away from 
home. Subsequent study results, 
due for publication next spring, 
will include information about 
home food preservation practices, 
home food production and home 
baking. 
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U. S. Probes Highway Accidents: 
Commerce Secretary Sinclair 
Weeks reported that the bureau of 
public roads is ready to get started 
on the two-year study of highway 
safety which Congress proposed as 
a part in the 13-year highway con- 
struction program. 

Among the assignments specified 
by Congress is a pilot study cover- 
ing “the real causes of highway 
accidents” and the “effect of speed 
and horsepower on accident causa- 
tion.” 

Also tentatively under consider- 
ation, the Secretary said, “are pos- 
sible means of encouraging high- 
way safety in the manufacture of 
motor vehicles of all types and the 
promotion of highway safety edu- 
cation programs.” 
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’56 Houses Bigger, Costlier: With 
building costs up 6%, the drop in 
housing starts in 1956 has been 
most evident in the market for 
small homes, according to the Bu- 
reau of Labor Statistics. An analy- 
sis of 1956 residential construction 
shows a continued trend toward 
larger, higher priced houses, with 
the median selling price in 1956 
roughly $14,500. The typical house 
(although there are wide regional 
differences) had 1,230 sq. ft. a 
minimum of three bedrooms, mul- 
tiple bathrooms and a garage or 
carport. 

Roughly one-third had stoves 
and garbage disposal units includ- 
ed in the selling price. But other 
items of kitchen equipment—re- 
frigerator, dishwasher, etc.—were 
usually optional, even for higher 
priced homes, BLS found. 


Valentine's Day Group 
Says ‘Make Love Official’ 
“Make Love Official” is the slo- 


Badge; |gan of the newly organized Offi- 


Read by 127,000 more families than 
any other Washington newspaper ‘ 


cial Valentine’s Day Council, de- 
signed to promote the “sentiment 
and gift-giving” tradition of the 
occasion. 

The council aims at an average 
increase of 7% in February retail 
sales. Through newspapers, mag- 
azines, tv and radio, the council 
plans to develop its “Make Love 
Official” theme. Cooperating with 
the Valentine’s Day group are 25 
associations, representing both re- 
tailer and manufacturer groups. 
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In 30 Years, NBC 
Sell Got Harder, 
Its Purse Fatter 


(Continued from Page 3) 
on the air Tuesday afternoons at 


going to tell you how to make crepe 
paper pond lilies. This entire | 
course is supplied with the compli- | 
ments of the Dennison Mfg. Co. 
who have engaged these facilities.” 

Started as a “service of Radio 
Corp. of America” through the ef- 
forts of Brig. Gen. David Sarnoff, 
then vp and general manager (now 
chairman of RCA), NBC chalked 
up $4,564,000 in net sales from 
products and services during 1927 
—its first full year of operation. 


creased its net sales by 5,300%. 
The figure: $246,173,000. 


s This year NBC, which now num- 
bers 188 radio and 207 tv affiliates 
and is headed by Gen. Sarnoff’s 
son, Robert W. Sarnoff, expects to 
exceed that mark substantially. 
Despite its historic past, the 
country’s oldest broadcasting chain 
is anything but backward looking. | 
Currently the network and its 
parent company, RCA, are spend-| 
ing millions to get color television 
rolling. NBC already is colorcast- 


this hour. Today Miss Wright is | 


By 1955, the company had in-| 


ing approximately 55 hours a 
| month; this total will be increased 
until most of the live schedule will 
be in color. 

As a prelude to its 30th anniver- 
sary celebration next week at a 
Miami Beach convention for its af- 
filiates, NBC proudly reports that 
134 of the company’s 207 video 
affiliates will be ready to carry 
network color by Jan. 1, an in- 
crease of 20 over the preceding 
year. Of these, 30 will be able to 
originate live color shows. 


‘Forbes’ Names Nicklas, Rhein 
Ken Nicklas and John Rhein III 
have joined the advertising staff 
of Forbes, New York. Mr. Nicklas 
comes to the magazine after three 
years in the U.S. Navy. Mr. Rhein 
was formerly in the research de- 
partment of Benton & Bowles. 


Waldman Joins Bayard 

Harvey Waldman, formerly pres- 
ident of Harvey Waldman & Asso- 
ciates, Los Angeles, has been ap- 
pointed chairman of the plans 
board and an account executive of 
Jere Bayard Advertising, Beverly 
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BULL'S EYE! 


you'll score when you aim at the 
important Coast Guard procurement 
and consumer markets through 


MAGAZINE 
U. S. Coast Guard Magazine is the only publica- 
tion EXCLUSIVELY serving the interests of ALL 
Coast Guardsmen. It insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover. 
age of the military market. os pamteniecseagd 
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ARMY TIMES PUBL. CO. 
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Lake Pontchartrain 


tht 


market. 


Big New Orleans market 


¥ 


And across the lake—recently put into use, joining 
Jefferson and St. Tammany parishes, here is view of 


Causeway, 24 miles long, 


longest bridge in the world! This is the third 
highway span across Lake Pontchartrain. Both the 
new river bridge and lake causeway typify the ex- 
pansion and intensification of the New Orleans 


The Times-Picayune 
NEW ORLEANS STATES 


PRESENTED BY JANN & KELLEY, 


, 
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There’s plenty of vigorous competition in the air these days among tv-radio broadcasting stations, 
networks and allied services for profitable positions on important advertising budgets. Advertising 
management for such companies want their market and sales facts to reach every important eye among’ 
advertiser and agency decision-makers. Figures show that a big and increasing majority agree that the 
strategic place to do that is in the pages of Advertising Age! 


For the first ten months of 1956, Ad Age carried 29,582 inches of display space for broadcasters and 
related suppliers. That’s 61.3% of all display space in general advertising-marketing media—1 53,020 
more lines than all the other four papers in the field put together! And while the total linage for these 
four are down for the same period in 1955— advertisers of broadcast media and services handed AA 
a bumper increase of 23,500 lines! 


Why is so much more broadcaster-supplier advertising placed in Advertising Age? Because radio-tv 
men know that AA gives them most for every ad dollar they spend, in terms of circulation and reader- 
ship among the men with yes-and-no power on important media-scheduling decisions. 
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No matter how you measure it— 


ene ae Hage met ADVERTISING AGE is upon top! 
; Ad Ago! sms ums] Circulation? Largest in the history of advertising publish- 
4 RADIO-TV paper “8” 112,035 LINES GAIN & LOSS . _ ing, and growing by leaps and bounds. Linage? Way ahead a 
2 ALLIED tam oso uns in RADIO-TV a . 
war. x 
: SERVICES -ALLIED 
: AD LINAGE = "#er “O" HE 40,670 Lins SERVICES Readership? Surveys show—44 in all—that Ad Age con- 
sistently wins first in every test of read-rship preference, and 
Paper “E" HE 34,880 LINES LINAGE today the total reader audience for every issue runs well 
over ASLSOS tengertnnt people in the advertising aad mar- 
keting field. 
; : Whatever your particular selling interest may de, if 
: you want a unique brand of attention and action that 
ners el comes from the top ranking journal that ranks highest 
ain 4 ey with both readers and advertisers in the advertising 
ager" cas po world, your schedule belongs in Advertising Age. 
mais 
; 2nd 
; POSTWAR Fol pps ss vento 
f CIRCULATION b4 : nas 
' GROWTH CO” nama ee ane | 
‘ v0 Age 
: : Mox 
z % OF TOTAL LINAGE ALL MEDIA- 
4 ws 1 ALL S ADVERTISING PAPERS 
ry ‘Pecher's anenegs Ser me mente 
j ending June-20. 1956 
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